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Admen Make Plans 
for Second Annual 
Ad Recognition Week 


NEw York, Feb. 5—The adver- 
tising business gets an opportunity 
to take a bow Feb. 14-20 when the 
second national Advertising Recog- 
nition Week will be observed. Co- 
sponsors are the Advertising Fed- 
eration of America and the Ad- 
vertising Assn. of the West, with 
the.U. S. Chamber of Commerce 
assisting. 

Events of the week include an 
interview with Ben Duffy, presi- 
dent, Batten, Barton, Durstine & 
Osborn, over “Man of the Week” 
on CBS-TV Feb. 14, additional 
filmed recordings and statements 
by advertising leaders over NBC- 
TV and a major effort by the 150 
advertising clubs affiliated with 
the two organizations. 

Magazine page ads, using the 
week’s theme, “Advertising Ben- 


efits Everyone,” have been distrib- | 


uted to participating publications. 
They carry a special credit line 
naming the Cleveland Advertising 
Club as the creator. The ads were 
prepared by Carr Liggett Adver- 
tising and Griswold-Eshleman Co. 
(AA, Dec. 28, ’53). 

Complete kits offering material 
for all media have been sent by 
AFA and AAW to adclub presi- 


nessing the signature are Univ. of Oregon 
professional adve 


MAKING IT OFFICIAL—Gov. Paul L. Patterson signs a proclamation calling for the 
observance of Advertising Recognition Week throughout Oregon, Feb. 14-20. Wit- 


members of Alpha Delta Sigma, national 
rtising fraternity. 


been in charge of the AAW observ- 
ance, while Jim Proud, assistant | 
to the president, AFA, is coordi-| 
nating the campaign among the 
latter clubs. | 

AFA president Elon G. Borton 
has issued a special message, stat- | 
|ing: “It is not the purpose of Ad- 
vertising Week to honor advertis-| 
ing or its craftsmen. The event is) 
held for the purpose of throwing al 


P&G Plans Multi-Million Dollar Push 
as Gleem Is Introduced in New York 


National Campaign Due 

Soon; Expenditures May 

Hit $19,000,000 Mark 
By Lawrence Bernard 


New York, Feb. 3—Why is the 
biggest name in the soap business 


out to become the biggest name in| 


the toothpaste business? 
Procter & Gamble Co. is now fir- 


dents and committee chairmen. | national spotlight on the fact that ing the opening salvo for the in- 


Clair G. Henderson; v.p. of AAW 
and Arthur G. Rippey & Co., has 


| 
everyone 


‘ing’s many services.” 


Brownell Says Agency Commission Is 
Basis for Advertising Investigation 


Attorney General Says 
Survey of Ad Industry 
Is ‘Regular Procedure’ 


(See background story on Page 2) 

WASHINGTON, Feb. 4—Attorney 
General Herbert Brownell stripped 
the mystery away from the Justice 
Department’s investigation of ad- 
vertising and media associations 
by telling a press conference to- 
day that his anti-trust division is 
“making a study to determine 
whether or not the system of ad- 
vertising commissions would in 
any way violate the anti-trust 
laws.” 

Dispelling any doubt about the 
origin-of the investigation, he said 
it is a “regular procedure of the 
anti-trust division to make surveys 
in various industries and segments 
of the economy to determine 
whether unlawful practices exist.” 
While he confirmed that the inves- 
tigation originated in his depart- 
ment, he cautioned that “in and of 
itself an _ investigation doesn’t 
mean that an inference should be 
drawn whether any legal action 
will follow.” 

He also disposed of any theory 
that the investigation was a “hold- 
over” from the preceding adminis- 
tration. 


conducted some investigations in 
the advertising field last summer. 
(At that time agents of the Fed- 
eral Bureau of Investigation vis- 
ited radio stations here and else- 
where, to discuss contractual re- 
lationships with advertising agen- 
cies.) 

The Attorney General said the 
decision to make a new study of 
the advertising business is an out- 
growth of the victory that the gov- 


benefits from advertis- troduction of Gleem in this, the 


last major market in the country 
to be entered by Gleem. Television 
| spots and car cards are now in evi- 
\dence, newspaper advertising 


breaks this week, and the launch- | 


ing of a national campaign for the 
‘new dentifrice is imminent. 

| With that campaign, the Cincin- 
|nati soap goliath makes an all-out 
bid to squeeze money from the 
toothpaste business in the same 
manner that it cleaned up in the 
soap business. 


# Wary as always, P&G hasn’t 
said that this is its plan, but the 
indications are there. The gradual 
spread of Gleem from its intro- 
duction in Indianapolis in the fall 
of 1952 (AA, Sept. 22, ’52) has 
been watched with mounting trep- 


ernment won in the Supreme 
Court in May, 1950, when the court | 
held that uniform commission | 
|rates fixed by the real estate board | 
of the District of Columbia vio- | 
‘lated the Sherman Anti-Trust 
Act. 


a While he did not elaborate fur- 
jawed on the use which the depart- 
ment is making of the real estate 
decision, the importance of this 
decision was suggested in 1950 by 
acting Assistant Attorney General 
William Amery Underhill who 
said, “As a result of the Supreme 
'Court’s decision it is now clear 
that agreements fixing fees among 
| persons engaged in rendering serv- 
|ices are subject to the same stand- 
| ards under the Sherman Act as are 
re canggeen among business men 
'fixing prices for the sale of com- 
'modities.” 


(Continued on Page 52) 


Led by Instant Makers... 


Wheelock Loses 
Campbell Account 
After 30. Years 


PHILADELPHIA, Feb. 3—Ward 
Wheelock Co. has lost the Camp- 
bell Soup Co. account after it and 
its predecessor—F. Wallis Arm- 
|strong Co.—had the account for 
‘more than 30 years. 
| Ward Wheelock, chairman of the 
'agency, which was established in 
/1938, had been associated with 
'Campbell long before that as v.p. 
of F. Wallis Armstrong Co., which 
was Campbell’s first advertising 
;agency. Some national ads pre- 
|pared by Armstrong date back to 
/1909 in The Saturday Evening 
| Post. 

The agency, however, will con- 
tinue to place advertising for 
Campbell until July 31. What the 
future plans for the agency and 
its 150 employes are is not known. 
However, ADVERTISING AGE has 
learned that unless additional 
accounts can be obtained to fill the 
gap, the agency may gradually 
liquidate. 


a A representative of the agency 
refused comment and referred AA 
to Campbell in Camden, N. J. Con- 
firmation was obtained unofficially 
there, but neither party would of- 
fer any reason for the separation. 

Advertising circles here and in 


‘New York have been hearing ru- 


mors about the change for several 
months since Campbell first began 
calling in other agencies. 

The company in 1953 spent more 
than $8,000,000 through Ward 
Wheelock Co. Sales of its soups 
have been rising steadily each 


(Continued on Page 4) 


Last Minute News Flashes 


WLS and WENR Agree to Merge as ABC Affiliate 
CuicaGo, Feb. 5—Radio stations WENR and WLS, which now share 


| From the standpoint of the Jus- 
= “I understand that a_ study tice Department’s anti-trust divi- 
along these lines had been under- | sion, this represented abandonment 
taken in 1951 or 1952,” he said, by the Supreme Court of an earli- 
“and was completed without any er line of cases which held that 


time on the same wavelength, have agreed to merge as a single full- 
time station under the WLS call letters. The new station will be a full- 
time ABC affiliate—the first it has had in the Chicago market. A new 
corporation, WLS Inc., will operate the station, with James Ed- 
wards, present WLS head, as president. Glenn Snyder, now v.p. of 
WLS, will be general manager. 


Mennen Schedules March Drive for 79¢ Foam Shave 


NEWARK, N.J., Feb. 5—Mennen Co. next month will introduce its 
new Menthol-Iced Foam shave to retail at 79¢. Full-color pages will 
run in The American Weekly, Life and This Week Magazine. Televi- 
sion spots will also be used in major markets as soon as arrangements 
can be completed. Cecil & Presbrey, New York, is the agency. 


Robert Marks Opens Own Agency in New York 

New York, Feb. 5—Robert M. Marks has opened Robert M. Marks & 
Co. with offices at 32 E. 57th St. Previously, he was senior account 
executive and a plans board member of Alfred J. Silberstein-Bert 
Goldsmith Inc. Nantex Mfg. Co., previously with Silberstein-Goldsmith, 
is among the new agency’s accounts. Others will be announced in a 
few weeks. 


action.” He said his administration (Continued on Page 8) 


(Additional News Flashes on Page 79) 


Coftee Firms Gird for 
Price Hike Ads Battle 


Most Roasters Sit Still 
as Retailers, Tea Firms 
and Congress Join Clamor 


By L. S. Botts 


CuicaGo, Feb. 4—Having 
watched, or suffered, two sudden 
price rises in coffee over the past 
five years, the food beverage bus- 
iness is keeping itself well in hand 
during the current zoom in coffee 
costs. Most of the hue and cry, in 
fact, has been left to Washington. 

As the “coffee crisis” enters its 
third week, however, a growing 
promotional noise can be heard 
around the trade. A survey by 
ADVERTISING AGE of advertising re- 
actions to the problem shows the 
following highlights: 

1. The bulk of advertising ac- 
tivity has come so far not from the 
coffee roasters but from the retail- 
ers, and most of it has been, not 
institutional, but price selling. The 
coffee manufacturers themselves 
are beginning to swing into action 
for an “educational” comeback, 
but have been held up so far by a 
feeling that (a) the whole thing is 
not their fault, but is a problem in 
international relations, or (b) that 
it will all blow over in a few 
months. 

2. Among the natural competi- 
tors of coffee in the beverage field, 
only tea has made a large bid for 
business from the disgruntled cof- 
fee addict, though scattered seg- 
ments of the dairy industry have 

(Continued on Page 79) 


House Postal — 


Group Reports 
Rate Hike Bill 


WASHINGTON, Feb. 5—With the 
White House staging an all-out ef- 
fort to line up votes, the House 
post office committee today ended 
its opposition to a general increase 
in postal rates and voted to send a 
$250,000,000 rate bill to the House 
for action. 

As approved by the committee, 
the bill carries a politically dan- 
gerous increase in the rate for out- 
of-town letters. However, the in- 
creases would not become effective 
until Jan. 1, 1955. 

The decision to report the bill 
culminated a week of debate with- 
in the committee. Republican mem- 
bers who had opposed rate in- 
creases in the past reported they 
had been subjected to heavy pres- 
sure by Republican Party officials 
who have been meeting here this 
week to discuss plans for the ex- 
penditure of $3,800,000 in next 
fall’s congressional election cam- 
paign. The committee’s vote on the 
first class increases was reported 


(Continued on Page 79) 


ova Ps > _ “ on * ~ te *S © oh - ‘ ew yee | Me Pay -, BS Oe ae ee “= mu ee ¥ a PT Be *§ fT Ra a One 2S De OS ig hh ey te Pane. Ce ale ee es ee? 
‘s ah j yates 9 Ath ; wey 3 . eee it as Jie Peay Bat ee, CREE aS iy. PEE i “5 i 3 ‘gees B Pics Sot Die Dees Scan n Se re ISO dae en Ta aS % By boca ny Rane irass ipa Egg ‘REPS a ak 
ba Ccey iMacs arc masta a eS ES he ee en eo be (Wee OY aes el Set A po MoE Ne ois Rear me Lae raGee «Myce ts kas far ty Gee 2 PRS Pic SR see hed ca RE Si < de goa See je tek & EER pe Eip tere ge Saget, ae oS oe RO 
Vga Np PA ry Lees fea! EM fudged at GR MONG! for, a en Rar a an fie ees es eee eae 2h bP Ma s Se rake RON ayes ta BO eee a rhe =: Bik ok Od ak a ee eae tear BSL et oo es ey pees aca 
Ree BAU ee coe aS Hae Bas Si RS Ee SSH ee oh 45% ee se MANE he Oi oa ae gti oe ae Alen Mang coe ay aE gab et L925 SE SM tay Dans oe ee eS Z 2 ASR ees, Z ty Ly, he eile a ae et mete 
tem ame 24 sk pees ee tg t% eo. ; : a pans ie a Pare eae CM ar ie re De 2 oe Ree ars gE oe ks, en ogee pent Wt 3 oes yn Ries ‘ The eee & eg f a . 
Age. FORGE Aes ee set = RS. Pe saci oi - Ps Ronn ry EEN pee: Chabert 9 Sy a gg eee ie ce Ra) Sak SRE UE 6 ep eae oe ae patel ; ‘ : SR in 
be ae ee ae i ahead Rr yyy? amar sigs Pg SP Waa ares.) + iS gh LON ict? Aiea Sl Sean, «So i, a: sg. aera G : ; i ; Deke 
Pago Cage i j ear = ae : Shae é > a = . e 6 eta 
Stay Bs . eh nT i . : ae oa 
oar ae Es eee 
RE . are EA 
he ie frig GT 
o Nita - osm iF 
Aiaete fone es 
aye Fee? eae 
NEL. ; : 
Th on 
Ld », 
ee oe 
‘ 
7 
i 7 
ie a 
OO ——OO————e—ereeeeererererererererer 
RE : SS aN f = igi 
| J Daal 8 aes car Cone oe: #6 J ‘ 
a te et at. oe 3 
; ee — ‘ ‘2 4 , ‘ ee 
+ ios ee z a * o ; 8&8 i Be 
ee < ebcua we ‘3 “4 ' °. Rs : oe “ 
1 Saar Fy "ie F e oe 3 Pe ‘ i Bi a 
Tees 4 4; eee Sets 2 ee t . ot a arenes 
Aoet q 4 Loe Pind - eet ae 
aes 4 * ‘ Phat ect mee iat cos Lecce imes 
rag - a i Af are pices > oa k et ie 
; j lt Bio oo I een iS Le aaa , : 
i hat gi Lo x «Kell - : 
oa 3 i es ie eee H e i ve i i * om glial 3 s, aiid 
ahs ie eS i ks ea ete: meena es 5 ; pee a ed Fist rue, 
or e . i Be een ae ee eee ae’ pe ma 
a se fe ey: Meee _ ia eae Pecan Oe 5, eu mee) og pete a Re a Pas rae ee 
si Sone ‘ bear + rao Pa tee ee ee el be suebetiiennae eee ieee: 
i ete ae ae ; are ete or ee ge ‘ ba pa 
ane ho eee Rae sie eee me . -_ 
us ae ° a ie i. eee. ica ries? . a a ete ne a bg s rig, ies 
ae eg nee ie ee. Sa Ca | z RP ae ate Se 
Rareare cs Wigeh aH a a . ae « Se q . Be ete ie ey 
i ee | ra SS 6 ae ee ' Bie ® ee l/h 4 * Sra Be: 
ee | eg ae . " Poe ; A eel Ra * . | sie pos 
pes oe UL ae a oo yt ae a # ees 
ete en ig ~a : eee Es opi . OE pent On ae | Bie an 
ave j be a Be a gee aes , me. ‘a ign Baap 
ie , bce 8 a RR an ae, es .. Rare oad 
Kedar re ‘ho s Pht Pes ve olen cee eS Rie. " re ‘ : 
as a 2 hos ce. 1% 4 ‘ . weed c & eS wie , ae | f= he 
aes a ‘ ns 
fost Shana 
Rit Lie OF 
Ss ais: | ayn 2 
arr ie “ees 
he | eee 
Pe Awe mer 
re es, 
roe e | | 
eae: ee | 
aul | 
} 
| 
| 
' % ’ 
; ; gp ah i 
ae 
ee 
Pg, ee : 
A ais | a - 
cee 
ae ieeyh ie 
abn A selth Pe 
be are! abet: 
Ba ii jane 
Men eek a ieee 
: Pa oe 
hie ae ef a 
salsa set sal 
Ante a ie ee 
pl okt fr 
‘na 2 Co ae 
Mess Pas Ween: 
meas ia 
SP ee ite i 
ai Se bai 
| —— ee 
Sore tit ean 
ar i ges 
Cee } sity 
ures) ee ae 
Eat ia 4 ¥ pense 
Pre es Bnei: 
ee oe Leet Na 
Set ey ae ah 
ry vee 
a Ree ee 
Tooates e aie 
ie: oe See. oy 
tnt ee) 
= te ee 
ie ae ; 
ee ee 
‘Stow 
3 caine: 
os Eg i aes 
Sips Se 
Voie en 
| ; ss 
hone epee eee eA 
pe lee sty 
Me: 7 ae 
oe, hae int 
ae ace ae 
‘ 2 “he Rete 
ma naa Slane 
eel Base 
ase hae 
, ca bo ie 
‘ poe ae 
i Tey “Hale 
as i th 
ae Cae aaa Go 
tei f 
Se 
| ee 
; 
ne a 
% As See ike 
oS ¢ 
e bs t Po, os r 


2 


Shades of 1924... 


Current Investigation of Advertising 
Recalls 30-Year-Old Probe by FTC 


WASHINGTON, Feb. 3—With the 


Justice Department’s anti-tru st | and Cranston Williams—now gen-| 


division combing through the files 
of advertising and media groups, 
it seems appropriate to recall that 
nearly 30 years ago agencies and 
publishers faced a sweeping attack 
from the Federal Trade Commis- 
sion. 

On Dec. 24, 1924, the FTC issued 
a complaint charging that Four A’s, 
ANPA, SNPA and groups of news- 
paper representatives were con- 
spiring to prevent national adver- 
tisers from buying newspaper 
Space at the same net rate that 
was available to agencies. On Jan. 
22, 1930, the case was dismissed 
without explanation of the com- 
mission’s findings. 


= Through the hearings and argu- 
ments cached away in ancient law 
files are familiar names. ..Herbert 
S. Gardner, president of Four A’s 
at the time of the original 
complaint; Roy S. Durstine, v.p.; 
R. S. Simpers, secretary; H. K. 
McCann, treasurer, and James 
O’Shaughnessy, original Four A’s 
executive secretary. 

The Four A’s executive board 
members: A. W. Erickson, James 
W. Young, John Benson, C. W. 
Newell, Stanley Resor, Merle Sid- 
ener, Milton Towne, Henry B. 
Humphrey, Norman Geare, Walter 
W. Hoops and John H. Cecil. 

Arthur Newmyer, Washington 
public relations expert, was presi- 
dent of SNPA in 1924, Walter C. 


Johnson was secretary-treasurer, 


|eral manager of ANPA, executive 
| secretary. 


| 


| s From FTC’s musty files emerges 


a picture of advertising and pub- 
lishing in their years of transition. 
National advertising was providing 
roughly a third of the $600,000,000 
volume that newspapers were en- 
joying. Publishers already recog- 
nized that agencies were develop- 
ing advertising business for them. 

“At all times, and for many 
years prior to the formation of the 
Four A’s in 1917,” FTC was told, 
“newspaper publishers of their 
own volition allowed a commission 
to advertising agencies. All such 
publications did not allow commis- 
sions to all advertising agencies, 
and all publications did not allow 
the same amount of commission. 
The allowance of any commission 
and the amount thereof, if allowed, 
was under the control of the pub- 
lisher individually. Advertising 
agencies took whatever the pub- 
lisher allowed them. They used 
newspapers that did not allow 
commissions. 


s “A considerable number of early 
|advertisers—more than 100—con- 
‘tinued to get net rates from some 
dailies. Others used those agencies 
which sometimes bore a name 
chosen to camouflage the fact that 
the agency was owned by or con- 
(Continued on Page 62) 


Nielsen Introduces New Radio-TV Audience 
Measurement Service for Local Stations 


CuIcaGo, Feb. 3—A. C. Nielsen | 
Co. today announced a new radio- | 


tv audience measurement service, 


a new research technique and a/| 


device to insure the accuracy of 
the measurement. 

The new service, measuring the 
entire audiences of local radio and 


television stations, marks Nielsen’s | 


expansion into the local measure- 
ment field on a large scale. Pre- 
viously, it has limited its local 
services to five areas. 

The new research technique in- 
volves using a new device, Re- 
cordimeter, in conjunction with 
Audilogs, a diary record of listen- 
ing and viewing. The Recordimeter 
will serve to check the accuracy 
and control the quality of the Aud- 
ilog records kept by listeners, ac- 


cording to Nielsen. 


= Nielsen Radio-Television Area | 


Services, as the new service is 
known, will provide stations, ad- 
vertisers and agencies subscribing 
with full information on listening 
in any area. In addition to provid- 
ing information on programs per 
broadcast audience and share, it 
will offer several innovations for 
radio and television ratings, in- 
cluding four-week cumulative au- 
diences, frequency of listening and 
viewing, the number of homes us- 
ing radio and tv, plus qualitative 
data on listeners per home and au- 
dience composition by men, wo- 
men and children. 

The per-broadcast audience and 
four-week cumulative audience 
will be available for three areas: 

1. The “NRI” area—arranged to 
embrace all tv viewing and all ra- 
dio listening except for the very 
largest radio stations. 

2. The “total” area—embracing 
all listening to the largest radio 
stations. 


3. The “metropolitan” area—as niques and utilizing the most up- |of Borg-Warner Corp., effective March 


defined by the U. S. Census. 


placed on 


numbers of homes, or truly pro- 
jected ratings, rather than on per- 
centages. 

In order to measure all of the 
family’s listening and viewing, all 


receivers in active use in the home 


will be included in the measure- 
ments. This can be extended to in- 
clude automobile sets on any of 
several optional bases which will 
be offered to the industry. 


= The Recordimeter, unviled in 
conjunction with the new service, 
will help control the accuracy of 
the Audilogs by providing a light 
or buzzer signal at half-hour inter- 
vals while the set is on to remind 
the listener to make an entry in 
the diary, and by measuring the 
length of time the set is on to act 
as a check on the written record 
kept. 

Quality control will be main- 
tained by matched samples of new 
Audilog homes and Audimeter- 
equipped homes in the existing 
Nielsen sample. Biases in the Aud- 
ilog can be adjusted on the basis 
of automatic records of listening 
and viewing obtained with the 
Audimeter. About 40% of the total 


Audimeters and the remainder by 
Audilogs. 


lated and computed on a new type 


sen recently installed. Aluminum 
plates will be made directly from 
the IBM tabulations, and printing 


Nielsen shops. 

Arthur C. Nielsen, head of the 
|organization, pointed out that a 
‘need for improved station meas- 
urement service has been felt in 
many parts of the industry, “based 
on sound scientific research tech- 


‘to-date developments in automatic 
‘recording devices and electronic 
computers.” 


- 


Ballantine watches you 


mom. the wandertat Marae that chitl cond kitt P 


LOW-CALORIE APPROACH—P. Ballontine & 
Sons, Newark, broke full-page ads last week 
in 165 newspapers to claim its beer has 
fewer calories than any other leading beer. 
J. Walter Thompson Co. is the agency. 


Ballantine’s New Ad 
Theme: Our Beer Is 


Lower in Calories 


Newark, Feb. 2—P. Ballantine 
& Sons has adopted a low-calorie 
theme for its beer in a new ad- 
vertising campaign which broke 
today in the New York Herald 
Tribune. Similar ads appear to- 
morrow in 164 other newspapers 
in major markets throughout the 
U. S. 

The newspaper ads feature a 
new theme: “With fewer calories 
than any other leading beer. . .Bal- 
lantine watches your belt-line.” 

Copy explains that virtually all 
beers are lower in caloric content 
than they used to be, and are 
starch-free, but that extensive tests 
have proved that Ballantine has 
fewest calories. It adds that no 
beer has more than a negligible 
trace of sugar. 


= The company emphasizes that 
there has been no change in its 
product, but that the laboratory- 
proved low-calorie story is new. 

In addition to the newspaper ads 
which will appear weekly for an 
indefinite period, the campaign 
will include new radio and tele- 
vision spots and outdoor posters in 
about a dozen major eastern mar- 
ket areas. Details and schedules 
for these are still being worked 
out, AA was told. 

J. Waiter Thompson Co. is the 
agency. 


Eastman Opens Own Office 

Car! Eastman, who recently re- 
signed as a director of radio and 
tv for Benton & Bowles, has 
opened his own artist representa- 
tive office at 270 Park Ave., New 
York. Kay McMahon, formerly 
casting director for Ruthrauff & 
Ryan, has joined the Eastman 
company. 


Von to Street & Finney 

New York Von Co., Tuckahoe, 
N. Y., has appointed Street & Fin- 
ney, New York, to handle Von’s 
tablets. 


information will be furnished by | 


# The entire service will be tabu-| 


of electronic computer which Niel- | 


from the plates will be done ™ 


| é 


to advertising manager of Norge division 


Assistant ad manager since 1948, he suc- 
ceeds David H. Kutner, who has resigned 


(AA, Feb. 1). 


| 
| 


for Radio Push 


in TV Territory 


Cuicaco, Feb. 2—Despite a 15% 


é@ég' | drop in gross biliings in 1953, ABC 


radio is emphatically not going to 
abdicate its claims on listenership 
in the tv areas. 

That is what top executives of 
ABC told a special press meeting 
at the close of their meeting with 
midwest affiliates in Chicago. It 
is also what they have been telling 
other affiliates’ meetings in Los 
Angeles and New York—and what 
they will tell again this week in 
New Orleans. 

Key members of the ABC trav- 
eling team include Robert Kintner, 
president of ABC, Leonard Gold- 
enson, head of United Paramount 
Theaters—American Broadcasting, 
John Balaban, president of Bala- 
ban & Katz, and Robert Weitman, 
v.p. in charge of programs and 
talent for ABC. 


= In Mr. Kintner’s words the 
group has been giving the 370 ABC 
radio affiliates this picture of 
ABC’s intentions: “We believe 
very strongly that radio should not 
be programmed just for radio-only 
homes. We are not going to abdi- 
cate in the tv city.” 

“Our programs must be aimed at 
tv homes also,” Mr. Kintner ex- 
plained. “But they must be made 
easy to listen to—must be aimed 
at busy people and busy hours. We 
must program to the kitchen, the 
car and the bedroom.” 

Mr. Kintner and Mr. Weitman 
cited as examples of this pro- 
gramming ABC’s morning music 
and drama operations. ““We’ve be- 
come number one in morning radio, 
from nine to 11,” Mr. Kintner said. 

The ABC execs also pointed to 

(Continued on Page 17) 


Suggest NIAA Name 
Change to Assn. of 


Industrial Marketers 


New York, Feb. 2—A proposal 
to change the name of the Nation- 
al Industrial Advertisers Assn. 
will be made at the mid-winter 
meeting of the organization’s board 
of directors in Detroit Feb. 8. 

Initiated by the group’s Los An- 
geles chapter, the resolution will 
recommend that the NIAA change 
its name to Assn. of Industrial 
Marketers. This reflects, according 
to the proposal’s sponsors, the 
broader functions undertaken by 
industrial advertising managers 
in recent years. 


= In a letter sent to all NIAA 
chapters, Edward T. Johnson, 
president of the Los Angeles group, 
points out that 10 of the present 33 
chapters already use “the word 
‘marketing,’ or variations of it, in 
their own name.” Members of the 
chapter have felt for some time, 
the letter states, that the present 
name of the national association 
was not descriptive enough of its 
activities. 


as a marketing group,” the letter 


says, “the management of our 
members’ firms would become 
more interested in our activities, as 
well as lend greater support. It 


JOHN D. SCHUMAN has been promoted | 


to become ad director of Motorola Inc. 


would also tend to encourage new 
|members to join who are not en- 
‘gaged 100% in advertising, but 
whose jobs would cover many 
closely related fields.” 

The Los Angeles sponsors have 
asked that members of the board 


* representing the various chapters 


_give the resolution their support 
'when it is brought up at the Feb. 
| 8 session. 


| 


“We feel that if we are known | 


% 
een 
| fis 


WITH RECIPES—The new Duncan Hines line 
of macaroni products is being distributed 
in packages like these, designed by Ralph 
H. Jones Co. and Antonio Palazzolo Co., 
Cincinnati, which makes the products. Two 
Duncan Hines recipes for each of the prod- 
ucts are printed on the cartons. The line 
is making its initial debut in Columbus, O. 


‘Paper Mill News’ 
Blasts ABC, Resigns 


New York, Feb. 3—Paper Mill 
News, published weekly by L. D. 
Post Inc., has resigned from the 
Audit Bureau of Circulations. 

In addition, J. J. O’Brien and 
John Cornell, co-publishers, have 
been instrumental in getting Fred 
C. Sanders & Co., CPA, which has 
been auditing the circulation of 
the 12 feature numbers of Paper 
Mill News for seven years, to or- 
ganize an independent auditing 
service to be known as Publishers 
Circulation Audit. It will audit 
any type of publication on a fee 
basis, AA was told. 

Two major reasons are given by 
Messrs. O’Brien and Cornell for 
their withdrawal from ABC: 

1. Refusal of ABC to comply 
with repeated demands by adver- 
tisers, advertising agencies and 
business paper publishers for an 
audit of both controlled and paid 
circulation. 

2. The rules and regulations of 
ABC concerning promotion by 
publishers which, Messrs. O’Brien 
and Cornell declare, “‘prevent hon- 
est factual comparisons of circula- 
tion values of business papers in 
the same field.” 


# Asked why the publication did 
not apply for membership in Busi- 
ness Publications Audit of Circu- 
lations (formerly Controlled Cir- 
culation Audit), Mr. Cornell told 
‘AA that “CCA has a rule against 
|rotating circulation which techni- 
cally though not actually would 
aifect Paper Mill News.” 

| The current business publica- 
tion issue of Standard Rate & Data 
Service reports Paper Mill News’ 
‘circulation, based on the ABC 
| statement of June 30, 1953, as hav- 
‘ing an average paid and unpaid 
|distribution of 6,305. On the same 
page a Paper Mill News advertise- 


ment lists total paid and unpaid = 


distribution as 8,239. 

| “We believe that the stubborn 
refusal of ABC to audit both paid 
|and controlled circulation is an ob- 
'stacle in the path of progress of 
| business paper publishing,” 
_ Messrs. O’Brien and Cornell as- 
'serted in a formal statement. “All 


'three of the leading associations in 
'the advertising field—Assn. of 


National Advertisers, American 
Assn. of Advertising Agencies, and 
National Industrial Advertisers 


Assn.—are on record asking ABC 
to audit both paid and controlled 
circulation.” 


Lennox Furnace to Cary-Hill 


Lennox Furnace Co., Marshall- 
town, Ia., has appointed Cary- 
Hill, Des Moines agency, to handle 
advertising for two new products, 
the Lennox Croppaster, a new crop 
dryer, and a new portable unit 
heater. Farm magazines will be 
used for the Croppaster, business 
and farm papers for the heater. 
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U.S. Plywood Corp. 
Aims Campaign at 
“Weekend Workers’ 


NEw York, Feb. 2—United States 
Plywood Corp. will launch a new 
advertising program next month 
with a spread in Life (March 1), 
plus spreads and pages in most of 
the March shelter group publica- 
tions. 

The program is aimed at the 
“do-it-yourself” market and will 
promote the use of plywood. Re- 
sults of the Life ad will help deter- 
mine what kind of advertising the 
company will use in its next fiscal 
year, starting May 1. Most of the 
U. S. Plywood magazine budget 
has gone to shelter publications; 
Life is its first general consumer 
magazine venture. 

All of the company’s branches 
have been holding special meetings 
for retail lumbermen to outline the 
company’s campaign and to en- 
courage participation in local do- 
it-yourself demonstrations, exhib- 
its, and advertising. 

Dealers are being supplied with 
a variety of supporting material. 
This includes newspaper mats, 
scripts for radio and tv spots and 
literature and display materials, 
which will be supplied on a shared- 
cost basis. 

Dealers will also be asked to 
sponsor a sound and color movie 
dramatizing do-it-yourself home 
improvement in their communities. 


a S. W. Antoville, president, em- 
phasized that the company’s activ- 
ities in the do-it-yourself market 
are not a temporary sales stimu- 
lant, but a permanent and growing 
part of its regular business. The 
corporation’s total sales currently, 
he said, are at a record-breaking 
pace of $10,000,000 monthly. 

“We have been aware for some 
time of the rapid expansion of the 
do-it-yourself market,” Mr. Anto- 
ville said. “But we were amazed 
by a recent survey conducted for 
us by our advertising agency, Ken- 
yon & Eckhardt, which disclosed 
that 42% of the plywood pur- 
chased was used by home crafts- 
men for wall panelling or for 
cabinet or furniture work. 

“One of our recent test ads of- 
fering Easi-Bild patterns brought 
in 30,000 coupon purchases at 35¢ 
to 60¢ each. 


a “We are convinced that do-it- 
yourself has attained a permanent 
position in the American social 
and economic life,” Mr. Antoville 
said. “Furthermore, we _ believe 
that private enterprise has a great 
opportunity to develop substantial 
new business by aggressive mer- 
chandising and promotion of wor- 
thy products for this great and 
growing market.” 

Mr. Antoville attributed the 
company’s success to its consumer 
advertising and to the fact that it 
has $20,000,000 inventory avail- 
able to buyers in 60 warehouses 
throughout the country. 

He also disclosed that the com- 
pany is developing several new 
products in its laboratories, such 
as a new type of contact cement, 
a new type of pre-fabricated floor- 
ing and other prefabricated prod- 
ucts which will enable home own- 
ers to make major structural al- 
terations. 


Shavex Names Hilton 

Shavex Co., Los Angeles, maker 
of transformers for dry shavers, 
has named Hilton & Riggio to han- 
dle its advertising. The account 
will be handled in the agency’s 
West Coast office. Shavex at one 
time was handled by Factor- 
Breyer, Los Angeles. 


Berkshire Hills to Frank 

Berkshire Hills Conference, Pitts- 
field, Mass., regional promotional 
organization, has appointed the 
Boston office of Herbert W. Frank 
Advertising Agency to handle its 
account. 


VOU CAN DRIVE 4 NUL 
er, gene) 


START THIS WEEKEND TO HAVE WOOD 


oH * : Raccd 


WEEKEND PROJECT—U. S. Plywood Corp. 
of beautiful plywood interiors in an ad scheduled for Life, March 1. Shelter publi- 
cations plus co-op newspaper ads by retail lumber dealers also will be used. 


PANELING LIKE THIS 


a 


WELDWOOD 
we 


will lure home handymen with this promise 


Kansas City, Mo., Feb. 2—The 
most sales-effective ads of 1953, 
based on a rating system developed 
by the Bruce B. Brewer agency, 
were announced here yesterday at 
a meeting of the Advertising & 
Sales Executives Club. 

A total of 2,036 magazine ads) 
were included in the 1953 sales-| 


effectiveness study, according to E. | 
W. Whitney of the Brewer agency. | 
Yesterday was the first time that | 
results of the study (AA, Nov. 5, 
1951) have been made public. 
Many of the top-rated ads, said 
Mr. Whitney, showed 10 to 20 
times the sales impact of competi- 
tors’ ads, yet both advertisers paid 
out the same amount for the space. 
Also, ratings varied widely in dif- 
ferent fields. The top farm ma-| 
(Continued on Page 80) 


Carl Brown Drops 
Publicker’s Kinsey, 
Old Hickory Brands 


New York, Feb. 3—Carl S. 
Brown Co. abruptly resigned the 
Old Hickory Distilling Co. and 
Kinsey Distilling Co. accounts to- 
day. No reason for the resignation 
was given by the company. 

However, ADVERTISING AGE) 
learned that there have been many 
differences between the agency and 
Publicker Industries’ top advertis- 
ing and sales brass. Both firms 
are wholly-owned Publicker sub- 
sidiaries. * 

Brands included are Old Hick- 
ory, Kinsey Silver and Gold labels, 
Kinsey gin and Embassy Club 
whisky. 


= Mr. Brown told AA that the ac- 
count resignation becomes effec- 
tive “as soon as the client can get 
a new agency.” In no event will 
the agency continue to service the 
account more than 90 days, he 
added. 

Brown Co. has had the account| 
since last September, when it 
moved from Lloyd, Chester & Dil- 


Bruce Brewer Uses Formula to Rate 
17 Top Sales-Effective Ads of 1953 


Block-Long, 8-Story 
Spectacular Planned 
by Douglas Leigh Inc. 


NEw YorK, Feb. 
moth Broadway spectacular that 
will put its cousins to shame was 


announced last week by Robert 


Dowling, president of City In- 
vesting Co., and sign designer 
Douglas Leigh. 

The new sign will be an eight- 
story, block-long windowless fa- 
cade erected over the two build- 
ings which house the Astor and 
Victoria theaters in the block be- 
tween 45th St. and 46th St. on the 


‘west side of Broadway. 


Douglas Leigh Inc. has been 
commissioned to create entirely 
new animated effects for the space, 


unbroken surface in the Broadway 
district. Comprising more than 
26,000 sq. ft., the sign will be 80’ 
high and 330’ long. It will run the 
full block and curve around both 
corners. By comparison, Broad- 
way’s block-long Bond spectacular, 
—also created by Mr. Leigh—is 
68x188’. 


a The surface of the new spectac- 
ular will be made of “corrugated” 
frosted aluminum. Behind the peak 
of each of the 35 segments will be 
thousands of concealed lights, 
which will make possible a limit- 
less number of changing color pat- 
terns, according to Mr. Leigh. 

“This marks the first time in my 
experience that a spectacular has 
been integrated into a building’s 
basic architectural design,” he 
said. 

An extensive remodeling job will 
begin in early spring and is ex- 
pected to take from nine months 
to a year to complete. The six 
signs now on the site will be re- 
moved. The lobbies of both the 
Astor and Victoria theaters will 
be remodeled and the marquees, 


lingham. LC&D since has gone out 
of business (AA, Jan. 4). LC&D 
had the account about two years. 
Previously it was handled by Al| 
Paul Lefton Co.’s New York of- 
fice. 
Mr. Brown confirmed that John) 
J. Hagen, v.p. and account execu-| 
tive of the Publicker account at) 
Brown, is leaving the agency. For-. 
mer exec. v.p. of LC&D, he joined 
Brown at the time of the account| 
switch. 
Mr. Hagen told AA that he is) 
leaving in 90 days but refused to’ 
say where he is going. Publica- 
tion of the information at this 
time, he said, “would be detri- 
mental” to him. He refused to) 
comment on why he was leaving) 


or why the agency has resigned 
the account. | 


2—A mam- 


which will be by far the largest 


‘The American Sexual Tragedy’... 


New York, Feb. 3—American 
advertising and mass media have 
contributed in large part to the 
sexual and physical inadequacy of 
feelings of American women, ac- 
cording to a new book by Dr. 
Albert Ellis, former chief psychol- 
ogist of New Jersey. 

Working on the assumption that 
|“our mass media are faithful reg- 
|isters of the general American at- 
titude toward matters of sex, love 
and marriage,” Dr. Ellis documents 
his theory that mass media are 
greatly responsible for “The 
American Sexual Tragedy’’—the 
title of his book—as follows: 


a “The one thing most consistently 
emphasized and embellished in 
today’s most popular publications 
and productions is not, as you 
might think, sex, nor love, nor 
marriage. It is, rather, the great 
American prerequisite to sex, love, 
and marriage—feminine pulchri- 
tude... 

“But if our cultural heritage, as 
slapped in our eye from virtually 
every book, magazine, newspaper, 
poster, stage, movie and television 
screen we examine, monotonously 
extols an ideal of bodily perfec- 
tion that, at best, perhaps one in 
25 or one in a 100 of us can half 
attain, what chance have we of 
maintaining a decent amount of 
respect for our obviously imperfect 
bodies—or ourselves?” 

“Even American women of rela- 
tive attractiveness are overly con- 
cerned with comparatively minor 


Advertising Contributes to Women’s 
Physical, Sexual Inadequacy: Ellis 


physical imperfections, and are 
often led by advertising to believe 
that lotions, undergarments, deo- 
dorants and thousands of other 
heavily promoted products are 
panaceas for their social problems. 


= “Besides telling the modern 
woman how vitally important 
beauty is to her sane and happy 
living, our magazines and news- 
papers keep drumming into fem- 
inine heads innumerable specific 
suggestions on how rivals may be 
out-sparkled and out-fitted. These 
unsubtle beauty ‘hints’ on how any 
willing and able female may ward 
off potential haggery and effec- 
tively out-glitter her less clever 
competitors are ceaselessly fired 
at the whites of the eyes of un- 
flagging newsstand devotees. 

“By actual count, the writer 
found 976 references to beauty 
aids in a single month’s advertise- 
ments and features in 50 general 
women’s magazines.” 


a The author lists these beauty 
aids in detail, breaking them down 
into categories such as body odor, 
breasts, eyes, face, hair, hands, 
hips and body, mouth, posture, 
| skin, etce., and concludes: 

“Were the average American 
girl to heed half the beautifying 
| suggestions which are pinged and 
ponged at her from every maga- 
/zine rack, she would have about 
/minus-168 hours a week in which 
to use her hard-won comeliness 
| (Continued on Page 6) 


St. Louis, Feb. 2—Harry W. 


Southwell Indictment Is Warranted, 
Dissatisfied St. Louis BBB Asserts 


|has received a letter offering him 


Riehl, manager of the Better Busi- | (1) a credit memo, or (2) having 
ness Bureau of St. Louis, today his order put on ‘wait order’ for 
sharply criticized the statement to shipment at any time he specifies, 
ADVERTISING AGE by John MT. or (3) a complete refund.” 

Southwell, president of the Garden| Mr. Riehl said that on Sept. 3, 
Guild of America, to the effect 1953, the bureau placed its third 
that his firm has met its custom- order for roses with the Garden 


ers’ complaints. 

| Mr. Southwell’s statement (AA, 
Feb. 1) said in part that “...every 
customer has by now received his 
roses, received a refund, or in the 
case where the customer lives in 
a northern state where it is im- 
possible to plant at this time, he 


now separate, will be joined and 
streamlined. There will be room 
for eight shops in the block, each 
with street to ceiling windows. 
Rental will be on a long-term 
basis. Mr. Leigh said it is too early 
to tell what the cost will be, but 
so far he has spoken to four ad- 
vertisers and “‘no one said no.” 


SPECTACULAR SPECTACULAR—A scale model of the block-long building at the corn- 


er of 46th St. and Broadway in New 


York shows the proposed remodeling job 


planned by City Investing Co. and Douglas Leigh for giant spectaculars. Lights 
behind the frosted aluminum front will make any number of changing color pat- 
terns possible. 


Guild and to date “has never heard 
ifrom Southwell.” He also stated 
| that both the bureau and the post 
office here are receiving com- 
plaints almost daily from custom- 


| ers who are still dissatisfied. 


sw Commenting on the possible ac- 
| tion of the federal grand jury on 
— charges against Mr. Southwell, 
‘Mr. Riehl added that “while no- 
body knows what a grand jury will 
do, there are ample facts, in my 
opinion, to warrant an_indict- 
ment.” 

This same opinion was voiced 
by others closely connected with 
the case in which Mr. Southwell is 
charged with using the mails in a 
scheme to defraud. Although none 
of the governmental authorities 
would voice an opinion on possible 
grand jury action, AA’s corre- 
spondent was left with the impres- 
sion that Mr. Southwell would be 
indicted. 

No date has been scheduled for 
the federal grand jury hearing, but 
it is believed that some action will 
be taken in about 30 days. 


s Meanwhile, in its monthly bul- 
letin issued Feb. 1, the St. Louis 
Better Business Bureau launched 
a detailed attack on Garden Guild 
‘promotion, charging “exaggerated 
‘advertising of the highest order 
over local radio stations.” 

In a point-by-point report on its 
investigation of Garden Guild ad- 
vertising of its “Blue Rose” and 
“Rose of Shangri-La,’ the bu- 

(Continued on Page 177) 
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Wheelock Loses 
Campbell Account 
After 30 Years 


(Continued from Page 1) 
year, and when the rumors were 
first heard they were discounted. 

However, AA learned that with 
the addition of new executive per- 
sonnel at Campbell during the last 
two and three years, some dissatis- 
faction with Wheelock had cropped 
up. 

Another rumor—to the effect 
that General Foods Corp. might 
absorb the Campbell interests— 
was denied by a GF spokesman in 
New York. Campbell officials 
could not be reached for comment. 


s About a dozen agencies have 
been invited to make proposals, in- 
cluding some medium-size ones. 


ha . W. Ayer & Son is understood to 
ibe 
la new agency will be named is 
not known, but it should be very 
shortly. 

Wheelock actually has not been 
handling all of Campbell’s prod- 
‘ucts for about four or five years. 
| Compton Advertising Co., New 
York, handles Campbell’s pork and 
beans, tomato juice and tomato | 
catsup. Dancer-Fitzgerald-Sample, 
New: York, handles the Franco- 
American division. 

The Wheelock Co. also handles 
Stephen F. Whitman Co., Phila- 
delphia; Adam Scheidt Brewing 
Co., Norristown, Pa., and only last 
week got the Bev-Ric Co., canned 
soft drinks, account. Total billing 
annually is estimated at $10,200,- 
000. 


Morgan Appoints Agency 

Morgan Engineering Co., Alli-| 
ance, O., has appointed Meldrum & 
Fewsmith, Cleveland, as its agen- 


cy. R. E. Pfleger, v.p. of the agency, 
will supervise the account. 


high in the running. Just when 


Exam Deadline Feb. 10 


Midnight, Feb. 10, is the deadline 
for filing applications for the 
eighth annual Four A’s examina- 
‘tion for advertising, according to 
the group’s New York council. The 
examination (aptitude-tempera- 
ment and optional knowledge 
tests} will be held in New York 
on Feb. 20 and 27. Upstate New 
Yorkers may take the tempera- 
ment test at Syracuse University 
Feb. 20. 


'‘AA’ Mistakes Mr. Dickinson 


In a picture caption in its Feb. 1 
issue, ADVERTISING AGE inadvert- 


ently identified Porter Dickinson, | New 


advertising manager of the Hono- 
lulu Star-Bulletin, as John C. 
Linezer, new president of the 
Honolulu Chamber of Commerce 
Retail Board. 


Mitchell Forms Agency 

Everett A. Mitchell, formerly 
radio-tv director of Don Allen & 
Associates, Portland, Ore., has 
formed Everett A. Mitchell Adver- 
tising at 512 Terminal Sales Bldg., 
Portland. 


A Seagram 


Martini is a 


Golden DRY Martini... 


DRY as dry can be 


and 


smoother, too! 


Advertising Age, February 8, 1954 


Ad probe purpose is determination 
of whether agency commission 
system violates anti-trust laws, 
Brownell discloses 

Campbell leaves Wheelock after 30 
years, making the future of the 
150-man agency dependent upon 
new accounts 

Radio can survive in tv areas, ABC 
executives assert as they an- 
nounce “busy hour” schedules to 
compete with video ....Page 2 

Nielsen service marks ex- 
pansion into measurement of 
small station audiences, stresses 
homes over percentages . . Page 2 

Female sexual inadequacy is en- 
couraged by admen’s picture of 
the ideal body that seldom ex- 
ists, psychologist says ..Page 3 

Southwell argument continues as 


den Guild head ........ Page 3 
| Politz sponsors urge BAB to back 
_ work similiar to ’53 radio sur- 


Modern marketing concepts 
promoting merchandising are 
needed to meet ’54 conditions, 
New York industrial admen 
| eee ee eee eee Page. 32 

Early risers look good, networks 
decide as they beef up morning 
tv schedules and look for more 
SUHORSOTR 2666 icicécciccic BORO 3S 

Stations must organize to fight am, 
tv network cut-rate deals for 
national spot sales, Station Reps’ 
director says ..........Page 36 

British admen turn out beer com- 
mercials for U.S. as Foote, Cone 
& Belding’s London office gets 
tv experience .........Page 46 

National Football League club 
owners decide not to appeal court 
ruling authorizing telecasts of 
out-of-town games ....Page 48 


Better Business Bureau replies 
to statement of the indicted Gar-| 


Financial pages can use an over- 
haul, G. D. Crain Jr. says, add- 
ing that they must attract small 

| Savers, too 

Ads should reflect spirit of retail 

stores, asserts Clyde Bedell, cit- 


vey, assert ratings don’t do _ inga firm with modern building, 
needed work .......... Page 24 antique ads ........... Page 70 
REGULAR FEATURES 
Advertising Market Place ....72 PUNNOND oka caisvae 62, 63, 79 
Coming Conventions ......... 50 Photographic Review ........ 54 
Creative Man’s Corner ....... 68 Production Tips ............. 69 
Department Store Sales ..... 78 Se re re 12 
bP TTT eTe eer Te ee. 12 Salesense in Advertising ..... 67 
-Employe Relations .......... 69 This Week in Washington ... .59 
Eye and Ear Dept. .......... 68 Voice of the Advertiser ...... 64 
Getting Personal ............ 20 What They’re Saying ........ 12 
jaw aie eam 70 You Ought to Know .........60 


Looking at Retail Ads 


| Stevens Joins ‘American’ 


Philip J. Stevens, formerly with 
Gourmet, has joined the sales 
| staff of American Magazine, New 
York, where he will have charge 
of the alcoholic beverage category. 
Sanford MHeckinger, previously 
with the Wine Advisory Board, 
San Francisco, has _ succeede 
Donald F. Mikkelsen as Pacific 
Coast representative of the maga- 
zine. Mr. Mikkelsen is now west- 
ern manager. David Tibbot, for- 
merly with Atkins & Merrill Inc., 


fice. 


Utilities to Goold & Tierney 


for the area development com- 
mittee of General Public Utilities, 


has joined American’s Boston of- 


a group including Pennsylvania 
Electric Co., Metropolitan Edison 
Co., New Jersey Power & Light, 
| Jersey Central Power & Light and 
Northern Pennsylvania Power Co. 
Magazines, newspapers and direct 
mail will be used to promote in- 
| dustrial development in the terri- 
tories served by the companies. 

Pal, Personna Shift Agencies 

| American Safety Razor Corp., 
Brooklyn, which last summer pur- 
chased the major operating assets 
of the former Pal Blade Co. and 
| Personna Blade Co. from Mailman 
'Bros., has named Batten, Barton, 
'Durstine & Osborn, New York, to 
handle Pal razors and blades. Al 


Goold & Tierney, New York, has | Paul Lefton Co., New York, had 
been named to handle advertising 


Pal previously. The Personna ac- 
'count has been shifted from J. D. 
'Tarcher Co. to Cecil & Presbrey. 


SKILLED AND 
WELL INFORMED 
PERSONNEL * 


*From the president down 


through sales representatives, 
service men and shop key men, there 
exists a keen understanding of 
engraving reproduction and methods 
plus the printing processes in 

which they will be used. 


OS A at CHA oh He 


The Golden Touch 
of Hospitality 


ee 


Cngravers, Ine. 


Beautiful Color Work * Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


Seagram’s 
CEN ae 


SEAGRAM-DISTILLERS CORPORATION, NEW YORK CITY. 90 PROOF, DISTILLED DRY GIN, DISTILLED FROM AMERICAN GRAIN 
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Nie ee once 
neue. ¢ 


In 1953... The Detroit News carried 


41,486,687 


lines of advertising 


Over 4 million lines more 
than 1952... the largest linage 
increase of the nation’s 

10 leading newspapers ! 


There are three daily and Sunday newspapers in Detroit, but only 


one is the preferred, result-producing, sales medium. 


The 41,486,687-line volume of The Detroit News, which is nearly 
as much as the linage carried by both other newspapers com- 


bined, shows a dominance unique among major markets of 


the country. This situation can be regarded as proof that The 
News is the economical way to sell goods to the 3,300,000 
people in a market that represents the richest concentration of 


earning power in America. 


443,791 Weekdays 544,622 Sundays ABC 9/30/53 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Offices: 110 E. 42nd St., New York 17 * The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
* 
Western Offices: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 
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to increase sales...and decrease costs 


advertise more in newspapers in ’54 — 


Advertising Age, February 8, 1954 


Advertising Contributes to Women’s 
Physical, Sexual Inadequacy: Ellis 


(Continued from Page 3) 


| Besides, 


because... 


84¢ goes into newspapers! 


Published in the interest of all newspapers by 
Moloney, Regan & Schmitt 
Representing Newspapers Only 


Out of every dollar that retailers put into advertising, about 


Practically every family in your city reads a newspaper every 
day. This is the kind of thorough market coverage which really 
moves merchandise — which is why the local merchants usually 
spend 84% or more of their advertising budgets in newspapers. 


broke.” 


In a chapter on the psychology 


to entrap the man of her dreams.) of dress, Dr. Ellis writes: 
she would quickly go 


“Six major musts seem to cover 
most of the fashion decrees so 


Two ads by the same bra adver-| continually impressed upon our 
tiser from the same issue of Glam- misses and matrons: They must 


our are cited, one offering a 


be dressed romantically, fashion- 


| “slimmer bustline instantly” and ably, distinctively, extensively, 


_ the second, a “special design ‘up- sex-enticingly and properly.” 


and out’ bra gives you a fuller, 
alluring bustline instantly.” Con- 
_ cludes the author: 

_ “A primitive man might well 
object to either pea-size or melon- 
size breasts in a woman, but it is 
unlikely that he would demand— 
as our bra ads demand—that her 
mammary appendages be just 
right. Nor, of course, would he ask 
that they look (with benefit of 
Camouflage) reasonably beautiful, 
but ‘that they be so. This the 
brassiere ads miss entirely.” 


S 


was * 
ig Bae 


* 


‘increase beginning 


on our schedule,”, 
Mr. Harris Whitaker, General Sale 
Manager, DAYSTROM Furniture — 


~ DAYSTROM 
| DayeT 


he - ‘ October luth. 1953. 


211 Franklin Street * Olean, New York & Telephone Olean 4101 


ir Richard Hoefer, Publisher 
House Beautiful 

572 Madison Avenue 

New York. New York. 


Dear Mr Hoefer: 
House Beautiful is a wonderful magazine for ‘Daystrom. 


and 
t is more than coincidental that our sales we se © eee. a 
3 stantial increase beginning shortly when we first 
erent Beene on our schedule. As a matter 4 ype dining 
your style furniture for 4 
—s corp S coneener response in quite 4 number of cities. 


area, we had because ordinarily magazine impulses 


It was really quite an eye-opener, 
don't move that fast. 


other phase of the Home Furnishings Intustey, just Pritt easly’ 
pone Daystrom, House Beautiful again proved aot oles tO 
= hie medium *not only because it was an impo pay a 
— fa group of consumers, but also because of an eq mpac 


the trade. 


a is of House 
co ee one —— on trade influemce. ee cee 
ae try have impressed me with the fact a 
aut )* ve hess and progressive furniture dealer. aaa Ms * 
re i canons it. House Beautiful is stimulating pe i. an a © 
pro tn dn because it is both new and practical. In 
all most certainly have to be practicallt 


out his sales position I hope 
and will reflect the compliment 


hould be given without 4 
Beautiful p mere ped and extensive travels 


b 
tiser who is very happy 4 
me anes ae be of interest to you, 
that it is intended to pay. 


Sincerely 
DAYSTROM FURNITURS. 


, Py \\Le | eg Sales Manager. 


CORPORATED 
A SUBSIDIARY OF DAYSTROM, IN ; he 
+ Daystrom Electric Corporation + Daystrom Instrument Daystrom Lasmunates, 


H1/pe 


Affihates: American Type Founders, Inc 


MR. HARRIS WHITAKER 


Quick reader response 
and lasting trade influence make 
House BEAUTIFUL “a wonderful 
magazine for Daystrom” and for you. 
Here’s more evidence that it pays to 
be a regular House BEAUTIFUL 
advertiser. 


| Discussing courtship, the author 
says: 

|e “The modern miss, for example, 
must never take any real initia- 
tive in courtship (‘Our Miss 
Brooks’). 


_@ “Must not show any interest in 
‘one male when she is out with 
another (Ladies’ Home Journal). 


_@ “Must never date any other fel- 
low than her official fiance (Fam- 
ily Circle). 


_@ “Must never try to date a fellow 
who is going steady with another 
girl (Cosmopolitan). 


_e “Must never go home with a man 
_whom she has just met at a dance, 
lest he consider her ‘just a pickup’ 
(I Loved). 


_@ “Must not act too intelligentiy 
when she is with a boy because 
‘boys don’t like you to be smart’ 
| (Seventeen). 


e “Must never and must not follow 

half a million other perfectly 
‘normal and natural urges which 
'she continually gets in regard to 
| fellows.” 
| # On the subject of a bride-to-be, 
Dr. Ellis writes: 
_ “Obviously, the real turning 
‘point is the bride’s impending loss 
of virginity. After this day she will 
be no more a maid...The case is 
|pernaps best stated by one of our 
| well-known advertising slogans, 
| designed to sell a certain brand of 
/soap, which says in effect: SHE’S 
|LOVELY, SHE’S A VIRGIN, 
_SHE’S ENGAGED! All this loveli- 
\aess, virginity and the inevitable 
sequel thereof, one is led to be- 
lieve, is the result of the magical 
virtues of the particular brand of 
soap. 

“The symbolic point is, how- 
ever, that the virginal beauty ex- 
ists not only to be washed in par- 
ticular suds, but above all to be 
bathed in the bliss of legal inter- 
course the other side of the altar.” 

“The American Sexual Trage- 
dy,” pvublished by Twayne Pub- 
lishers, runs 288 pages. It sells for 
$4.50. 


Borg-Warner Plans Research 

Borg-Warner Corp., Chicago in- 
dustrial equipment and household 
appliance manufacturer, has estab- 
lished a market research depart- 
ment to supplement market 
research activities of the corpora- 
tion’s various divisions. John A. 
Drake, previously director of mar- 
keting for the Norge division of 
Borg-Warner, will head the new 
department as director of market 
research. 


Leader Papers Boost Opie 


H. L. Opie Jr., formerly assist- 
ant general manager of the Eve- 
ning Leader, Staunton, Va., has 
been promoted to general manager 
of the Leader papers in Staunton, 


| 


| 


| succeeding his father, E. W. Ovie, 


who will continue as publisher of 
the two papers, Leader and News- 
Leader, and as editor of the News- 
Leader. 


Cleveland t.f. Elects 


Richard C. Burns, Mill & Factory 
representative, has been elected 
president of the Cleveland tf. 
Club. Other officers are Jack W. 
Walton, Machine Design, 1st v.p.; 
Jack C. Hildreth, Commercial Car 
Journal, 2nd v.p., and William H. 
Benagh, Conover-Mast Publishing 
Co., secretary-treasurer. 
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Young people are like adults... except in one important \ {] | 
respect. Like adults, they want to be strong and d 10d 
healthy, smart and popular (add other successful 


< & 
advertising appeals) . . . but they're much more receptive, more easily Comics 
told and sold. Equipped as they are, with both the wants and the where- 


withal, they constitute a mighty market today . . . and promise to be Group 


continuing customers tomorrow. Incidently, their hold on their parents’ 


heart-strings gives youngsters a mighty grip on the family purse- pew ye 


strings, too! Richard A. Feldon & Co., Inc. 
’ 205 East 42nd Street 
There's probably a proper place for your product in their favorite New York 18, N. Y. 
° e ° CHICAGO LOS ANGELES 
reading material see the comics books! SAN FRANCISCO PORTLAND 
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Ashbaugh Opens Agency 
John E. Ashbaugh, formerly with | 
KPOJ, Portland, Ore., has opened 
his own agency, ‘John E. Ashbaugh 
Co., at 429 S. W. Fourth Ave. He 
has been appointed to handle ad-| 
vertising for Columbia Pickling & 
Packing Co., Del Monte Meat Co. | 
— First Federal Savings & Loan | 
ssn. 


Now! low-cost, trouble-free 
animation for your display with 
HANKSCRAFT battery-operated 


DISPLAY MOTORS 


© Effective, full, correct silent motion 

© Long sustained motion provided by 
standard flashlight battery 

e Ek ical, safe, di 

© Lightweight, compact, self-contained 

© No electrical outlet needed 


Write for FREE display manual and price 
list, information on basic models, special 
applications, and free engineering service. 


HANKSCRAFT CO., Reedsburg, Wis. 
In Canada: Hankscraft (Canada) Ltd. Toronto 
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Brownell Says Agency Commission Is 


Basis for Advertising Investigation 


(Continued from Page 1) 
/personal services are outside the 
federal government’s authority un- 
‘der the Sherman Act. ° 
_ On the basis of the court's ver- 
dict, the government subsequently | 


any suggestion, recommendation | 
or advice in regard to rates of | 
commission through their associa- | 
tion, and it prohibited any mem- | 
ber of the association from agree- | 
ing or having any understanding | 


entered a judgment in the district | ‘with any other real estate broker 
court here canceling the schedule to fix realty commission rates. 
of commissions established by the The government’s case against 
realtors’ group. The judgment al- the real estate board was prepared 
so declared illegal and cancelled by Victor H. Kramer, chief of the 
various provisions of the constitu- trial litigation section of the anti- 
tion, by-laws and code of ethics of |trust division, and Herbert N. 
the Washington board which gave | Maletz, a trial attorney. Last week, 
the board power to control com- Judge Stanley Barnes, chief of the 
missions. anti-trust division, revealed that 
Mr. Kramer is supervising the cur- 
s The judgment prohibited the rent investigation of advertising 


real estate brokers from making and media groups. | 


Advertising Age, February 8, 1954 


While the Attorney General did memo has been circulated to the 


not give any further information 
about the scope of the investiga- 
‘tions, he indicated that investi- 


‘gators and economists of the FBI 
are sifting through records which 


‘indicate the business relationships 
between media and agencies. His 
|discussion of the investigation im- 


plied that several media will be. 


involved, and he brushed away 


“any impression that the depart- 


ment is particularly interested in 
newspapers. 


es Meanwhile, officials of the Na- 
tional Assn. of Radio & Television 


‘Broadcasters reported that two 


agents of the FBI have been at 
their headquarters throughout the 
week. NARTB said it appeared 
they “will be here a good many 
more weeks.” 

NARTB also said the agents 
have been given space in the asso- 
ciation’s board room, and that a 


ELECTRIC POWER SALES 


1946 


in Metropolitan Denver — 


are your sales keeping pace 


in the Denver Post’s Market? 


In the 7 years since the close of the war, electric utility sales in Metropolitan Denver have had 
a greater growth than in all the previous 66 years combined. 
Electric sales are up 109 percent. Generating capacity has been increased at a similar 
rate, Plant investment has been more than doubled with expenditures of over $100,000,000. 
Yet this represents only part of the electric utility expansion necessary to keep abreast of 
Denver's continuing growth. 


Another 41 percent increase in generating capacity is now under 


construction, part 


to be completed this summer, the rest in 1955. And there’s even more to come. Soon to move 
out of the planning stage and into construction, is another 25 percent increase in generating 
facilities scheduled for completion in 1956. 
Spectacular market growth? Yes, but it’s also diversified and sound. And it’s a growth 
in which you can share easily and economically. Through The Denver Post you can reach 
approximately 9 out of 10 of your prospects in this rich and expanding market. 


Daily .. 


Sunday 


Empire 


A.B.C. Publisher's Statement 


CIRCULATION 
222,134 
......350,243 
Magazine ond Comics ...... 380,106 


September 30, 1953 


y. Geese & Schmitt, Inc. 


‘Staff advising members to provide 
‘any and all information that the 
agents request. 


Simon Evaluates 
Legal Background 
for FTC Ad Probe 


PHILADELPHIA, Feb. 3—What’s 
the legal background of the gov- 
ernment’s anti-trust investigation 


(of the advertising business? 


Morton J. Simon, attorney who 
specializes in advertising practice 
(and who publicly stated that the 
Duane Jones suit was on sound 
legal ground shortly after it was 
filed), lines it up like this: 

In 1920, in the case of Blumen- 
stock Bros. vs. Curtis Publishing 
Co., the Supreme Court held that 
advertising did not constitute in- 
terstate commerce. Specifically, 
it compared the signing and plac- 
ing of advertising with insurance 
contracts. 

Thus, when the FTC investiga- 
tion of advertising was held in the 
20s, it was confronted with an ex- 
isting legal precedent. 


® In 1944, in the U.S. vs. South- 
eastern Underwriters Assn., the 
Supreme Court held that insurance 
was indeed interstate commerce 
and subject to regulation. 

In 195i, in a circuit court ruling, 
similar findings came in the Sun- 
beam vs. Wentling case. 

And, when the decision came 
down in the case of the U.S. vs. 
Lorain Journal, the government 
was able to proceed with legal 
precedent in its favor. 

“If you concede that the prac- 
tices investigated in the ’20s are the 
same as those in existence now,” 
Mr. Simon says, “you’re bound to 
ask—why does competent counsel 
start this investigation all over } 
again?” 


® The answer, he thinks, is simple 
—legal developments have com- 
pletely reversed the climate in 
which the first investigation op- 
erated. Earlier, Mr. Simon had 
pointed out that the Lorain Jour- 
nal case, covering the “outlets” of 


| 
advertising, clearly indicated that 7 
’ 


the “inlets” might be subject to 
the same examination. 

As for the target area of the in- 
vestigation, Mr. Simon (before At- 
torney General Brownell admit- 
ted it) said, “It would have to cen- 
ter around the 15% standard com- 
mission, the ‘no rebate’ clause, and 
the recognitici’ system.” 


Goodman Opens Own PR Firm 


Ronald Goodman has announced 
his resignation from the executive 
staff of Mitchell McKeown Organ- 
ization, Chicago, to establish his 
own public relations company at 
111 W. Washington St., Chicago. 
He will specialize in management 
public relations geared to medium- 
size corporations, industrial com- 
panies or businesses. 


Rogers & Co. to Gramercy 


Rogers & Co., Indianapolis re- 
tail jewelry store, has appointed 
Gramercy Advertising, New York, ’ 
to handle advertising, sales pro- 
motion and publicity. Ad plans 
include newspapers, television, ra- 
dio, direct mail and special em- 
phasis on instore promotions. 


NEWS ITEMS 


on any subject © 


From newspapers and magazines 
published throughout the country. 
Write for booklet . . . 


PRESS CLIPPING BUREAU 
165 Church St., Nowe be m 


Est. 1888 
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| how big i is 329, 2092 The moon 


is not that many miles from the earth. 
There are not that many people in the 
whole state of Delaware. And 329,209 
is the average number of copies by 
which The Saturday Evening Post out- 
sells any other magazine, week after 
week, on newsstands.* As a measure of 
the Post's vitality, that's big. As evidence 


THE KILLERS WHO 
NEVER GO TO JAIL 
By Morton M. Hunt 


of the current trend post == 


to the Post, it’s bigger — oe 
still! The Post gets to ° . | | Ce 
the heart of America. 


ee Wf iis ener 
*A_ B.C. figures for the first nine months of ‘53 show Post newsstand sales , . of : : 4 
averaged 1,703,873 copies a week — 329,209 above the next weekly magazine. siininamald , ; 
~ 7 . 
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“This is by long odds the 
most successful advertisement 
this company ever ran 


On any offer, In any size, 
in any publication, at any time.” 


(a 


This is what one of the most skillful long-time 
advertisers to farmers says of a new experience 
with Country Gentleman. 


A Country Gentleman ad for the Henry Field 
Seed & Nursery Company pulled so well in 1952 


co eee te eee 


that they decided to repeat the offer, in larger Most- : 

space, in the new Country Gentleman. read magazine 
“This 1953 ad pulled five times more inquiries, in the top-layer homes 

five times more closures with five times more ; 

sales,’ says Jack Foster, advertising manager. of a 40 - billion-dollar 


It is one of many examples of Country Gentle- 
man’s great new selling power. Advertisers of a 
wide variety of products report results up from 
20% to 200%. 


And in the first year of the redesigned Country 
Gentleman, 121 new display advertisers began 


using this same selling power for their goods and 
services. 


consumer market ! 


Whatever you advertise, make certain that 
enough of your advertising dollars are invested 
in the new and greater Country Gentleman to 
enjoy a share of the dividends it is paying in 
greater results! 


A Curtis publication - Circulation now more than 2,600,000 
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That Probe by the Justice Dept. 


Practically everyone in advertising is still mystified by the Justice 
Department’s sudden interest in the advertising business. Even the 
people who have already been interviewed by the representatives 
of the Federal Bureau of Investigation have little or no idea as to 
what is being sought, and they also have the impression that the FBI 
men doing the questioning have very little idea of what they are 
looking for. 

Of course, they could be wrong. It may be that someone in the 
anti-trust division of Justice knows exactly what he is looking for, 
and merely has avoided spreading the word around. But the impres- 
sion still remains that no one, in or out of the Department of Justice, 
has a very clear idea of what is in the wind. In other words, the 
present scurrying around is a fishing expedition, which may or 
may not turn up something worth talking about. 

Presumably, the current question-asking has something to do, or 
at least might have something to do, with such questions as those of 
agency recognition, payment of commissions to recognized agencies, 
etc. The system is, admittedly, unusual, and for that very reason 
Justice may have believed it was worth looking into. But old-timers 
recall that some 30 years ago the Federal Trade Commission indulged 
in a similar careful look at the mechanics of the advertising business, 
only to drop the whole matter without action of any kind after sev- 
eral years of fairly intensive investigation. 

The point to remember, perhaps, is that while the existing adver- 
tising system, involving agency recommendations and commissions, 
may not be perfect (what business mechanism is perfect?), it was 
not adopted arbitrarily. It developed over a long period of years, 
in the course of which the operation of the advertising agency busi- 
ness changed drastically, and it has continued in force because it 
seems reasonable and equitable and because, by and large, it works 
well for advertiser, agency and media. 

Also, some people in the business find it at least mildly amusing 
that advertising should be investigated, presumably for anti-trust 
actions, at a time when the highest court of New York (the state 
where the greatest advertising concentration exists) has just unani- 
mously declared that an agency head deserves protection from 
employes who leave him and take some of his accounts with them. If 
the business were a tight little monopoly, such action would be 
impossible. 

Instead, the splitting of existing agencies into two or more new 
ones has been so usual a procedure that it has always been con- 
sidered one of the natural hazards of the business—at least until 
this recent court decision. 


Releasing Agency Reports 

All advertising agencies are private businesses, and therefore their 
financial statements are not made public, normally. But release of 
operating figures for agencies has become more common in recent 
years, although it is still by no means the usual thing. 

James Thomas Chirurg Co., Boston, has released an annual report 
for a number of years, and Needham, Louis & Brorby, Chicago, has 
also taken up the practice. Both have gained considerable publicity 
by so doing, and are convinced that the practice is a sound one. 

There are many in the field, however, who disagree violently on 
this score, and who maintain that operating figures for their business 
are no one’s concern but their own. 

It is difficult to argue on this point, since obviously the decision is 
one for each management to make in the light of its own convictions. 
But it should be pointed out that agency ownership is becoming more 
widespread, as a general rule, and for that very reason, if for no 
other, the operating figures are far less “secret” than they once were. 


Advertising Age, February 8, 1954 


Gladys the beautiful receptionist — 


“Honest, Florence, | don’t know if Mr. Throckmorton is serious or not. He told me 
to put a votive light in a corner of the reception room dedicated to a man named 
Duane Jones. He says he saved three accounts we were about to lose.” 


What They're Saying 


TV—Local as a Living Room 

| In these days, when the [tele- 
| vision] industry is so busy specu- 
lating on the future of color and 
u.h.f., it seems to me that too little 
attention is being paid to one of 
the prime questions about our 
medium—for the ultimate trend/| 
of television toward the local ap-| 
proach or the national approach 
will affect in the most fundamen- 
tal way the network, the station, 
the talent, and most certainly the 
advertiser and the advertising 
agency... 

Entertainment, of course, is one 
area where personal or sectional 
differences of opinion can be 
strongest. But there is a further 
element of variation from city to 
city, in that the night of the week 
and the time period in which a 
program is scheduled may be of 
entirely different value in differ- 
ent cities, for reasons of competi- 
tive programming or a hundred 
and one local considerations such 
as dinner hours, daylight saving, 
swing-shift employment, indus- 
trial or agricultural working hours, 
and countless other similar local 
factors. Add these variables to the 
innate differences which already 
exist in programming tastes, and 
it seems perfectly apparent that a 
television program is more subject 
to localized preferences than any 
product that has ever been mer- 
chandised. All television is local to 
the viewer. He dials a local sta- 
tion, chooses between local sta- 
tions. The medium is in fact as 
localized as a living room... 


—Richard A. Moore, v.p. and general 
manager, KTTV, Hollywood, Cal. 


Automotive Outlook 
Automotive industry leaders look 
forward to 1954 with confidence, 
born of a conviction that a large) 
market potential remains to be. 
‘Satisfied. As evidence, they cite 
the following facts: 


Customers are demanding more 


this year as in all of 1952. 

Automatic transmissions were 
installed on 2.5 million cars this 
year, with more planned for next 
year. 

Twelve million of today’s cars 
were built before World War II. 
Trucks average a year older than 
in 1941. 

Seventeen million American 
families have no cars. Of those 
families who do have them, 89% 
have only one. Thirty-seven of 
every 100 American farms have no 
passenger cars, and 66 of every 100 
have no trucks. 

The automotive industry is con- 
fident that with employment, per- 
sonal income and savings at all- 
time highs, there is a real, not 
theoretical, market potential based 
on effective demand. 


—“Automobile Facts,’’ published by 
Automobile Manufacturers Assn. 


The Woman Angle 

Age tends to be a more powerful 
factor in the sale of women’s prod- 
ucts than is the case with men. For 
one thing, there is a fairly definite 
age of brand susceptibility among 
women. A study made among 5,- 
124 women in 37 cities indicates 
that women’s brand loyalties are 
strong before 20; then for the next 
15 years they are susceptible to 
other claims. After 40, they become 
progressively more fixed in their 
preferences. Woman’s experimen- 
tal age is in the 20s and early 30s— 
the years when living patterns are 
undergoing great change so that 
she experiences new needs for new 
products. And the advertiser who 
sells and keeps selling her through 
this period is the advertiser who 


her 40s... 


——"‘Please Note,” letter published by 
Henry J. Kaufman & 
Washington, D. C. 


and more of what used to be “lux- 
uries,” for greater comfort, con- 
venience and _ performance. 
1952, fewer than 115,000 buyers 
ordered power brakes. This year’s 
total is 550,000. 

Three times as many power 
steering units—600,000—were in- 
stalled in the first nine months of 


In 


Even Then 
Low cunning huckster, shrewd, 
tho daft 
| You show your trade, that is, 
your craft! 
| Blush for your deeds! Old Sa- 
tan’s imp! 
| Crude, crawling, cringing, 


| creeping crimp! 


—Lines on a 100-year-old British val- 
| entine, House of Cards, New York. 


will be selling her when she’s in| 


Associates, | 


Rough Proofs 


“Needham gets a slice of Wilson 
Sporting Goods,” reports the 
world’s greatest advertising journ- 
al. 

But it will do its best to per- 
suade the customers (golf, that is) 
that they won’t get a slice. 


“Tide gets clothes cleaner than 
any soap,” and “Your hands aren’t 
made of china,” have been battling 
for the consumer nod, and P&G 
notes with interest that detergent 
sales are now outstripping its soap 
business. 

* 


Sunset, high-flying magazine 
now celebrating its twenty-fifth 
anniversary under the present 
management, may figure that its 
career is just about reaching high 
noon. 


White Rock, moving easily from 
one agency to another with its 
favorite sponsor, is maintaining its 
unexcelled reputation as a first- 
rate mixer. 

*. 


Hiring two detective agencies to 
check on retail price-cutting is a 
new Sheaffer Pen policy, and the 
company hopes it will shine like a 
good deed in a naughty world. 


According to the people Ed Ber- 
nays interviewed, tv commercials 
range all the way from “trite” to 
“repulsive.” You have your choice 
between being completely unin- 
teresting and attractive only in a 
nasty sort of way. 


} 


7 
| Wonder what Bing Crosby meant 
when he said, in viewing the gyra- 
‘tions of the shimmy shaker on his 
'tv debut, “Hope we can get a cou- 
ple of good seats in the paddy 
wagon’? 
- 


Head of a New York model 
agency charged with running a 
child photograph racket must have 
been aided and abetted by the 
multitude of adoring mothers who 
can’t forget Shirley Temple. 
| ° 

John Sandberg, gifted with an 
“attache bag” as he left the presi- 
dency of the CFAC, figures that it 
ought to make a good carrying 
case for about three fifths. 


The Department of Justice in- 
vestigation of the advertising busi- 
ness may have started with a per- 
fectly good certified check in the 
hands of an unrecognized agency 
with no place to go. 


| . 
| Wayne Holman Jr. says the gold 
rush days are over, meaning prob- 
ably that sales prospectors will 
have to go back to swinging a pick 
if they hope to collect more than a 
handful of nuggets. 


People in the advertising busi- 
ness say that the debate on the 
Bricker amendment is getting al- 
most as hot as the battle over re- 
sale price maintenance. 


Copy Cus. 
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Whoever wailed ‘‘There are no more fron- 
tiers’ hasn’t heard the news about Delaware 
Valley, U.S.A. 


For this booming, busy, bustling area is 
really alive—and clicking! A vital New 
economic frontier. 


Billions of dollars in new industry are pour- 
ing in—including BiG Steel. Satellite indus- 
tries, thousands of new workers, homes to 
shelter them, stores to sell them . . . this is 
Delaware Valley, U.S.A.—with Philadelphia 
at the heart of it. 


And sparking the tremendous growth is 
THE INQUIRER... reaching out to cover 


: A new economic frontier welcomes you ! 


Delaware Valley, U.¢. 


WORLDS GREATEST INDUSTRIAL AREA 


completely America’s 3rd market... ring- 
ing up new sales records for advertisers . . . 
bringing you the greatest marketing oppor- 
tunity in the world today. . 


USE THE FIRST NEWSPAPER 
THE INQUIRER is clearly the First news- 
paper in this vital trading area. First in 
influence— First in linage—with a leadership 
that continues to grow every year. 


Take advantage of the great economic 
opportunity Delaware Valley, U.S.A. 
offers you. Do it efficiently —economically, 
in the Valley’s First Newspaper: THE 
PHILADELPHIA INQUIRER. 


Che Philadelphia Inquirer 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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To advertisers 


- who will be using 


Newsweek 


for the first time 
in 1954 


Last year 176 new advertisers joined the ranks of long-time and successful 
Newsweek advertisers. 


This year many new advertisers will be discovering the editorial vitality, 
circulation quality and merchandising impact that has long made Newsweek 
an outstanding buy in the news and business weekly magazine field. 


Now—in 1954—Newsweek offers you these dollar-wise advantages: 


BONUS CIRCULATION—Newsweek will deliver more than 50,000 
above its guarantee of 900,000. 


MORE MEN OF INFLUENCE PER DOLLAR— On its guarantee, 
Newsweek supplies more readers per dollar in business, industry 
and government than any other weekly news or business magazine. 
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Acushnet Precess Co. 

Admiral Corporation (Air Conditioner) 
Aero Design & Engineering Co. 
Allen-Bradley Co. 

Allen-Edmonds 

Alsynite Co. of America 

Ambassador, The (Los Angeles) 
American Distilling Co., Inc., The (Guckenheimer) 
American Export Lines 

American Gas Association 

American Magazine, The 

American Recording Society 
American Safety Razor Corp. 

Arco Co., The 

Ardmore Products Co. 

Autopoint Co. 


Baker-Raulang Co., The 

Barclay, The (New York City) 

Beltone Hearing Aid Co. 

Kirby C. Boyd Uaguar Cars) 

Charles T. Brandt Inc. 

Braniff International Airways 

British Columbia Department of Trade & Industry 
Brooks Brothers Clothing 

Burberrys, Ltd. 


Calvert Distillers Corp. (Lord Calvert) 
Carpenter Manufacturing Co. 

Carrier Corp. (Icemaker) 

A. W. Cash Valve Mfg. Corp. 

Champion Paper & Fibre Co., The 
Chesterfield Cigarettes 

Chris-Craft Corp. 

B. V. Christie & Co. 

Citizens Utilities Co. 

City Savings Association (Chicago) 
Collier's 

Columbia Records wa 
Connecticut Telephone & Electric Corp. 
Continental Copper & Steel! Industries, Inc. 
Corning Glass Works 

Cortina Academy 

Cunard Line 

Cyclone Fence Dept. 


Dairylea 

Deering, Milliken & Co., Inc. 

Delta-C&S Airlines 

DoAll Co., The 

Dow Chemical Co., The (Anti-Freeze) 

E.1. DuPont de Nemours & Co., Inc. (Dacron) 
E.1. DuPont de Nemours & Co., Inc. (Orlon) 
Dwyer Products Corp. 


Eagle Clothes, Inc. 

Eagle-Picher Co., The 

Eastman Kodak Co. (Institutional) 

Eastman Kodak Co. (Movie Camera) 

Eastman Kodak Co. (Verifax Matrix Paper) 
Electro-Motive Division General Motors Corp. 
Emery Air Freight Corp. 


Equitable Life Assurance Society of The United States 


Eshelman Co. 
Evis Mfg. Co. 
Exit Lock 


Facit, Inc. 

Field and Flint Co. 
Fine Editions Club, The 
Forbes Magazine 


General Air Conditioning Corp. (Refrigerator) 
General Tire & Rubber Co. (Truck Tires) 
Gerity-Michigan Corp. (Dishwashers) 

“Go” Europe “N’ Sign,” Inc. 

Goodyear Tire & Rubber Co. (Truck Tires) 
Graphic Systems ; 

Greater New Orleans, Inc. 

Greenbrier Hotel, The 

Grossman Clothing Co. 


Hambro Trading Co. of America, Inc. (MG Sport Cars) 
Hanan & Son Inc. 

Harrington & Richardson, Inc. (Brushmaster Saw) 
Haspel Brothers, Inc. 

J. 1. Holcomb Mfg. Co. 

Holeproof Hosiery Co. 

Holiday Magazine 

Household Finance Corp. 


Inertol Co., The 
Ingersoll Products Co. 


Jacobsen Manufacturing Co. 
Jamaica Tourist Board 


Kearney & Trecker Corp. 
Kent Cigarettes 

Kimble Glass Co. 

Kiplinger Letters 

Knights of Columbus 

Koch Fiberglas Luggage 
Kruse-Rieke (Whiskometers) 


Lackawanna Railroad 

Leather Specialty Co., The 
Licensed Beverage Industries, Inc. 
Lightning Adding Machine Sales Co. 
Lindsay Co., The 


Manger Hotels 

Mason Box Co., The * 

Massachusetts Mutual Life Insurance Co. 
Metal Craft Manufacturing Corp. 

Meteor Machine Corp. 

Mitchell Manufacturing Co. 

Musical Masterworks Society, Inc. 
Mutual Broadcasting System 


National Blank Book Co. 

National Broadcasting Co., Inc. 

National Business & Property Exchange 
National Credit Card, Inc. 

National Distillers Products Corp. (Bourbon DeLuxe) 
National Distillers Products Corp. (Institutional) 
National Distillers Products Corp. (Old Crow) 
National Gypsum Co. 

National Life Insurance Company of Vermont 
Nebraska State 

Niagara Manufacturing & Distributing Co 
Northern Pacific Railway 


THESE 176 ADVERTISERS JOINED NEWSWEEK IN 1953* 


H. C. Paulk 

Philco Corporation . 
Plymouth Manufacturing Co. 
H. K. Porter Co., Inc. 


Radio Corporation of America (Tape Recorder) 


Refinite Corp., The 

Renfield Importers, Ltd. (Haig & Haig) 
Revolvator Co. 

Reznor Manufacturing Co. 

Robinson Remindors 


Rochester Products Division of General Motors 


Rochester Ropes, Inc. 
Roto-Hoe & Sprayer Co. 
Rudd-Melikian, Inc. 

Rum & Maple Tobacco Corp. 


Sacramento Municipal Utility District 
W. B. Saunders Co. 

Save The Children Federation 
Sawyer’s Inc. 

Schenley Distributors, Inc. (Schenley Reserve) 
Seiberling Rubber Co. . 

Sentinel Radio Corp. 

Shavex Co. 

Silver Dome Co. 

A. G. Spalding & Bros., Inc. 

Spring Cotton Mills, The 

E. R. Squibb & Sons (Tooth Brush) 
Steelcraft Manufacturing Co., The 

A. Stein & Co. 

Stromberg-Carlson Co. (Institutional) 
Stromberg-Carlson Co. (Television) 

Sun Oil Co. 

Sylvania Electric Products Inc. (Television) 


E. E. Taylor Corp. 

Tellier & Co. 

Texas & Pacific Railway 
Thornton Co. 

Three Dimension Co. 
T.W.A.—Avis Rent-A-Car System 


United Aircraft Corporation 

United Fruit Co. 

United Wallpaper, Inc. (Varlar) 

U. S. Electrical Motors Inc. 

U. S. Industrial Chemicals Co. (Anti-Freeze) 

United States Trust Company of New York 
a 


Viceroy Cigarettes 
Vogel-Peterson Co. 


Warner Bros. Pictures, Inc. 

Weaver School of Real Estate 

Wells Organizations 

Westinghouse Electric Corp. (Dishwasher) 
Whitehall Pharmacal Co. (Anacin) 

David White Co. (Camera Division) 
Whiting Corp. 

Wisconsin Conservation Department 


Yawman & Erbe Mfg. Co. 


Zippo Manufacturing Co. 


%& New advertisers include companies and individual company 
campaigns which did not appear in Newsweek during 1952. 
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Telephone Bargain 
Service Gets Cold 
Eye from Dailies 


Cuicaco, Feb. 3—Chicago’s 
newest advertising gimmick has 
run into some snags. 

Bargain Shopping Service Inc. 
has been formed here by Robert 
W. Ward, former sales manager 
for WJJD, and three Chicago ad- 
men. The new company—with the 
cooperation of Illinois Bell Tele- 
phone Co.—is offering a list of 
“bargains” in Loop stores via re- 
corded announcements in answer 
to phone calls to WEbster 9-1600. 

“Subscribers” to the service pay 


Wonder expresses less 


than ASTONISHMENT 


and much less than amazement... so 
why wonder... be rarely astonished 
when you'!! be amazed how easy it is 
JAY P toget a good adtypeskilled by Walk. 


WALK aovertising typocrapny 


11 E. HUBBARD, CHICAGO 11 @ MOhawk 4-6134 


“t 


a “service charge” based on the 
number of calls received during 
the day their bargain was reported. 
The charge is approximately l¢ 
per call, with a maximum charge 
of $100 per day at present. 

The snags in Bargain Shopping 
Service’s path are the Chicago 
metropolitan newspapers. None 
are accepting advertising for the 
new service. 


® This means that virtually the 
only way “Bargain Information” 
can be plugged to the public is via 
radio announcements, which tend 
to produce a flood of calls all at 
one time instead of spaced out 
during the day. 

The newspapers, AA was told, 
have rejected the advertising 
(full-page insertions offered for 
the opening announcement) be- 
cause the service is competitive. 
One paper, however, said it had 
rejected the company’s ad simply 
because it was afraid it couldn’t 
be sure the products listed would 
be genuine bargains. Negotiations 


with the newspapers are continu- 


Record year for Southern 


Appliances’ dealers 


Air Conditioner market 
more than 3 times as good 
in South-Southwest 


Makers of home appliances 
are definite on this: If satisfac- 
tory volume is to be maintained 
in 1954, the plus sales they must 
obtain will come out of the far 
from saturated South-Southwest. 

Immediate past performance 
proves the point. Last year Dixie 
dealers sold about 3'%2 times as 
many room air conditioners per 
1000 utility customers than did 
the rest of the nation. 

According to NEMA, first 
three-quarters 1953, states served 
by SOUTHERN APPLIANCES 
moved 38% of all home freezers, 
35% of the electric refrigerators 
and 39% of the electric ranges 
sold in the country. 


The dealers who can give you 
this kind of volume comprise the 
readership of SOUTHERN Ap- 
PLIANCES. This is the South and 
Southwest’s own appliance pub- 
lication. 

Place this magazine on your 
major business paper schedule 
for 1954. Its 15,000 copies 
menthly assure you profit-pro- 
ducing coverage of appliance re- 
tailers and distributors, utilities, 
radio-TV stores and all other im- 
portant appliance outlets in this 
market, large city and small. 
Come South — there’s business 
here for you! 


SOUTH 
SOUTHWEST 
4] per 
1000 


South-Southwest unit sales were 
nearly 100% over 1952. Spade- 
work done, distributors foresee 
real boom in ‘54. 


Coming in April 


Southern Appliances’ 
Annual “Fan and Air 
Conditioner Show Issue” 
A 1954 exposition in print! New 
models illustrated; complete lines 


listed with specifications. Make 
space reservations now. 


SOUTHERN 
APPLIANCES 


806 Peachtree St., N.E., Atlanta 5, Ga. 
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AG DIAMOND CRYSTAL 


MOVING STORY—These point of purchase displays for the Diamond Crystal Salt 

division of General Foods Corp. both use an actual box of salt and a small battery 

powered motor to provide animation. The husband at left pounds his clogged salt 

shaker up and down on the table and the weather house couple swing in and out. 
Both displays were created and produced by Kling Studios, Chicago. 


ing, and Mr. Ward hopes to es- 
tablish his program with their 
help. 

When the system was inaugu- 
rated Jan. 10, AA learned, as many 
as 20,000 calls per day (the service 
is supplied 24 hours) were antici- 
pated; without newspaper adver- 
tising, the calls have averaged 
around 1,200 per day since the 
service was launched. 


Autocrat to Kastor, Farrell 


Brownell & Field Co., Provi- 
dence, has named Kastor, Farrell, 
Chesley & Clifford, New York, to 


handle its advertising. Brownell 
& Field makes Autocrat coffee, 
instant coffee, tea and _ coffee 
syrup. 


Hayes Joins John Poole 


Lytton W. Hayes, formerly 
sales representative for KYNO, 
Fresno, has joined John Poole 
Broadcasting Co. as an account 
executive for KBID-TV, Fresno. 


Duncan-Brooks Adds Two 


North East Metal Products Corp., 
Merrick, N. Y., and Pfaff & Ken- 
dall, Newark, N. J., have named 
Duncan-Brooks, Mineola, N. Y., to 
handle their advertising. 


Davine to Royal & deGuzman 

Royal & deGuzman, New York 
agency, has appointed William 
Davine. formerly of W. L. Towne 
Advertising, New York, produc- 
tion manager. 


Shaw to KDYL as Sales Head 


Glenn Shaw, formerly assistant 
manager of KCC-TV, Sacramento, 
Cal., has been named sales mana- 
ger for KDYL, Salt Lake City. 


® Bargain Shopping Service will | 
attempt to confine its bargain of- | 
fers to special offers—at least 20% | 
off, except in the case of food 
products—which are not adver- 
tised elsewhere. Thus, the service, 
technically speaking, isn’t directly 
competitive, Mr. Ward points out. 

The program, despite the news- 
papers’ antipathy, has garnered a 
fair amount of support among Chi- 
cago retailers. A call to the as- 
signed number produces an im- 
pressive list of “bargains” ranging 
from a special on canned apricots 
to men’s storm coats reduced from 
$65 to $39.90. 


‘Journal’ Promotes Spellman 


John F. Spellman, circulation 
field sales manager of the mid- 
western edition of the Wall Street 
Journal since 1951, has been pro- 
moted to national director of cir- 
culation field sales. 


V-M Names Cain Sales Head 


Merle Cain, formerly assistant 
tv sales manager of Hallicrafter 
Co., Chicago, has been appointed 
distributor sales manager for V-M 
Corp., Benton Harbor, Mich., pho- 
nograph manufacturer. 


Joscelyn Leaves CBS Post 


Austin E. Joscelyn, director of 
operations for CBS Radio and CBS 
Television in Hollywood since 
1949, has resigned. His future plans 
have not been disclosed. 


Czufin Elected Club Head 


Rudolph Czufin, v.p. and execu- 
tive art director of Gardner Ad- 
vertising Co., has been elected 
president of the Art Directors Club 
of St. Louis. 


WIJAR-TV to George Metcalf 


WJAR-TV, Providence tv sta- 
tion, has appointed George T. 
Metcalf Co., Providence agency, 
to handle its promotional opera- 
tions. 


‘Etude’ Promotes Cobaugh 


James C. Cobaugh, head of the 
circulation department of Etude, 
Bryn Mawr, Pa., has been pro- 
moted to advertising manager of 
the magazine. 


American Switches Harty 
Joseph J. Harty, public relations 
representative for American Air- 
lines in Hollywood, has been 
transferred to the airline’s general 
promotions, a new position. 


{ 
Cadden Joins Krupnick 
Thomas S. Cadden, formerly 


with Smith, Taylor & Jenkins, 
Pittsburgh, has joined the radio- 
television department of Krupnick 
& Associates, St. Louis. 


Are you missing over half your dealer prospects? 


Let Smith help you up 
your Southern sales in ’54- 
a proven approach 


The way to move more goods 


on the inside track with the small-town dealer. 70% of the people 
in this market live in rural areas and in the small cities and towns. 


Here you find 7 out of 10 of 


account for over 50% of Southern retail sales. Reach and influ- 
ence this important segment of this market, as well as the heavy 
metropolitan areas, with the South-Southwest’s own “home-town”™ 
business publications. See below: 


Hardware volume pin-pointed. 
Over half of the business here 
comes from dealers in South’s 
small cities and towns. SOUTHERN 
HarRDWarE delivers the complete 
package for you, metropolitan, 
rural and urban. 


Automotive bonanza! Now with 
30,300 copies monthly SOUTHERN 
AUTOMOTIVE JOURNAL gives you 
the only truly adequate coverage 
of the South & Southwest. Mar- 
ket has zoomed to over one- 


third of national automotive total. 


ort 
SS 


industries j : 
— ee Bs, « oe as : 0 . 


Southward industry! 
lions of dollars of Southern and 
Southwestern buying power un- 
touched by national journals. Use 
SOUTHERN POWER and INDUSTRY. 


Sells the textile industry. The most 
complete unit coverage and thor- 
ough penetration of U. S. textile 
buying power available is given you 
by TEXTILE INDUSTRIES. 


in the South-Southwest is to be 


this region’s sales outlets; they 


al rs 


Building activity unlimited. The 
brightest construction market in 
the country offers you access to 
thousands of new _ prospects 
through SOUTHERN BUILDING SuP- 
PLIES. Over 10,000 copies month- 
ly in 18 South-Southwest states. 


Sells electrical contractors, dis- 
tributors, inspectors, chief elec- 
tricians, engineers of the utilities, 
industrial and large service plants. 
Add ELECTRICAL SOUTH to your 
national schedules now. 12,000 
monthly sells the market. 


Reach mil- 


W. R. C. Smith Publications 
806 Peachtree St., N. E., Atlanta 5, Ga. 
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ABC Tells Plans 
for Radio Push 
in TV Territory 


(Continued from Page 2) 
the afternoon Martin Block disc- 
jockey show as an example of 
“easy-to-listen-to” listening. Mr. 
Kintner spoke of plans for more 
shows of this type. 


= A new Edgar Bergen variety 
show scheduled for this fall, and 
sponsored by Kraft Foods Co., will 
be of this order, he noted. 

Regarding the Martin Block 
show, the question was raised of 
ABC’s proposed split-sponsorship 
plans (AA, Jan. 11), one of which 
offers the two-hour disc show to 
participating sponsors with re- 
duced compensation to stations. 
The Station Representatives Assn., 
in an attack on the entire ABC 
split-sponsorship proposal, had as- 
serted that the Martin Block show 
“is the type that any well-run 
station can build for itself, and 
probably better.” 


a Mr. Kintner disagreed. “The 
Martin Block show, with its guest 
stars, such as Patti Page, Martin 
& Lewis, etc., cannot be duplicated 
by the individual stations,” he 
said. 

For any affiliates worried about 
possible competition between na- 
tional and local disc shows, how- 
ever, Mr. Kintner said the ABC 
road troupe has an answer: 


American Luggage Goes on Air 

As part of its biggest advertis- 
ing program in company history, 
American Luggage Works, West 
Warwick, R. I., will participate on 
the CBS-TV program “The Big 
Payoff,” on Monday, Tuesday, 
Wednesday and Thursday between 
3 and 3:30 p.m. Consumer adver- 
tising is scheduled to appear full 
page, full color in Bride’s Maga- 
zine, Collier’s, Good Housekeeping, 
Harper’s Bazaar, Holiday, Life and 
Seventeen. Full page advertising 
is being used in trade publications 
to announce the campaign. John C. 
Dowd Inc., Boston, and Dowd, 
Redfield & Johnstone, New York, 
handle the account. 


Whirlpool Promotes Howard 
Whirlpool Corp., St. Joseph, Mo., 
has realigned its sales promotion 
and advertising department, with 
Roy Howard, formerly director of 
sales promotion and advertising, 
heading all activities as merchan- 
dising manager. Jack Sparks, form- 
erly ad and sales promotion mana- 
ger, has been named national sales 
promotion manager, and Jack 
Sullivan, formerly sales promotion 
manager of the dryer and ironer 
division, becomes ad manager. 


LONDON 
CANADA 


No matter how you look at it... 
YOU CANT BUY CANADA 
without first 


TESTING LONDON 
through the pages of 


Che London Free Press 


Western Ontarios Poiemest Meurpuper 


Ontario's Largest Daily Newspaper Circulation Outside Toronto—86,074 


ON 
CANADA 


“We've been telling the affili- 
ates of a plan by which network | 
and local station disc jockey-type | 
programs will be made to supple-| 
ment one another, through cross- | 
references, joint promotions, etc.,” 


he announced. 


s All in all, despite some opposi- 
tion, the team reported strong sup- 
port from the radio affiliates for | 
the ABC split-sponsorship plan, | 
together with “confidence in the 
future of radio broadcasting, es- 
pecially the ABC approach to it.” 
The plan is scheduled to go into 
effect about Feb. 15. 

As for the 168 tv affiliates, it 
seemed to go without much com- 
ment that they were happy with) 
ABC achievements since (and very | 
much including) the merger with 
Paramount Pictures (AA, Feb., 
16, 53). Mr. Kintner pointed out, 
for example, that November, 1953, 
tv billings were 71% higher than 
a year before. (For December, 
1953, they were 97% above the 
same month in 1952, according to 
Publishers Information Bureau 
figures.) 


= Other tv developments § an- 
nounced for the ABC circuit in- 
clude: 

1. A large-scale programming 
operation for the 1954-55 season, 
in which ABC will aim at putting 
together “20 or so” key owned- 
and-controlled show packages, be- 
sides the sponsor-produced pro- 
grams. 

2. More public service program- 
ming. One definitely planned is to 
be a seminar-style education show, 
based at Columbia University. 
Another, still in the idea mills, was 
only described as a “major effort, 
comparable to [NBC’s] ‘Victory at 
Sea.’ ” 

3. “Good progress” in drawing 
up a weekly “TV in Hollywood” 
show featuring 10-to-15 minute 
“teaser” sequences taken from un- 
released movies, behind-the-scenes 
live interviews showing Hollywood 
in action, and institutional blurbs 
by stars and movie producers. 

Fresh from a meeting with 
members of the Motion Picture 
Conference of America, Mr. Weit- 
man looked forward to having six 
to eight studios in on the opera- 
tion. 


A POINT-OF-PURCHASE DISPLAY THAT DEALERS FIGHT FOR! 


THe fome-lifs, poini-cf-purchese diapleys that seii your 


- No competition from 
other displays or products 
because when the cus- 
tomer is ready to order, 
he's passed every other 
window and store display. 
Your rubber counter 
ADVERMAT doesn't take 
any room. Dealers wel- 
come it, want it, keep it 
because of its high utility 
value. It has a soft, quiet 
working surface. Gives 
the dealer the ideal 
place to pack and to 
make change. 


ptecuct where # counts] ‘ 


Trigger that customer impulse at these high traffic points : 
1. ON THE COUNTER: 2 


- AT THE STORE 
ENTRANCE: 


That's where you cash in 
on the fast growing trend 
to self service. Remind 
your customers right be- 
fore they enter the store. 
All customers that enter 
must see your display. 
They can’t get in without 
walking on it. Dealers 
like store entrance 


ADVERMATS. Outside 
the store it is decorative. 
Inside the door it protects 
the floor at the very heav- 
iest trafic point. Dealers 
pay for such rubber mats. 
They are eager for and wel- 
come your ADVERMAT. 


You don't do a hard selling job to get 
your ADVERMATS into your out- 
lets. Dealers like them. Dealers want 
them. Dealers even pay good 
money for them. That means long 
life for your ADVERMAT point-of- 
purchase displays right at the heaviest 
store traffic points. You get continual 
hard sell on your products where the 
sell means most, when the sell 
really counts. No waste! Every 
ADVERMAT is used. None ever end 
up “in the basement’! 


4. IN FRONT OF YOUR 
PRODUCTS: 


With more and more 
appliance dealers’ show- 
rooms looking like moun- 
tains of ivory or 
mahogany forests, you 
need the colorful attractive 
ADVERMAT to provide 
a focus point in front of 
your product. Sets it off 
from your competition. 
Attracts attention. Adds a 
quality atmosphere that 
none of the competitive 
brands possess. As con- 
sumers walk across the 
floor to examine various 
brands, they see your dis- 
play again and agafn. 


5. COIN MATS: 


Most of the point-of-pur- 
chase advantages of 
counter mats are achieved 
by the ADVERMAT coin 
mat. Give your product 
that last-minute reminder 
where it counts the most, 
right at your customer's 
finger tips. You get your 
product name and selling 
theme across at the last 
instant before customers 
leave store. Dealers like 
coin ADVERMATS be- 
cause of their high 
utility value. 


ADVERMATS today are selling all these nationally known products: Van Heusen Shirts * Kleenex 
Tissues * Bellows Liquors * Florsheim Shoes * Kuppenheimer Clothes * Columbia Bicycles * 
Arrow Shirts * Plumb Tools * McGregor Sportswear * Dutch Boy Paints * RCA Batteries * 
Bostonian Shoes * Schwinn Bicycles * Elgin Watches * Chevrolet Automobiles * Kelvinator Appliances 
* Wildroot Cream Oil Hair Tonic * Westinghouse Appliances * Admiration Cigars * Garcia & Vega 
Cigars * Echo Springs Whiskey * Cascade Whiskey * Camel Cigarettes * New Departure Coaster 
Brakes * MoPar Parts * Jarman Shoes * Abbott Laboratories 


PERFO MAT & RUBBER CO., INC. 


461 Fourth Avenue, New York 16, New York * LExington 2-3051 
In Canada: Perfo Mat & Rubber Co., Ltd., Sherbrook, Quebec 
Sole Selling Agents in the U.S.A. and Canada for Redfern Rubber Works, Ltd., Hyde Cheshire, England. 


3. IN FRONT OF THE 
CASH REGISTER: 


If ever there was a last 
minute chance to get your 
product sold at point-of- 
purchase, it’s as customer 
walks up to the cash regis- 
ter. The few seconds that 
money and change pass 
hands are the last oppor- 
tunity to make your sale. 
And dealers welcome rub- 
ber ADVERMATS in 
front of their cash regis= 
ters for ADVERMATS 
protect their floors at this 
high traffic spot. 


A _ 


are “ife-time™ aatural rubber mats — 
_with your product mame, trademark, 
and your selling phrase die cut and 
inlaid right through the entire depth 
of she mat. Never weer; out. On- 
limited color tange. Made by 
Redfern's Rubber Works, Lad., origi- 
nators of mat advertising,in England — 
save Pea MONncy,. 4 ese mats can- 
not be duplicated im fhe United State: | 
: for tun i. 


Ne . Initellation, tee, trouble or 


a | sn x y . ; M 4 
4 : ; (§ Gown 2nd it 


Price 


FREE! We'll give you a free 


ADVERMAT sample ‘incorporating 
your own advertising copy. No obli- 
gation. The $50 it costs us to make 
up this sample is a measure of the 
certainty we feel that you will be 
pleased. For complete details write 
today for free brochure containing 
complete information on Free Offer, 
and our self-liquidating sales plan 
for you. Dept. AA-2. 
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Scientist cooks up cosmic stew... Murphy 


Everyman to his own taste. A famous professor mixes up some 
thermo-dynamics, pours in a few hydrogen atoms, a pinch of 
cosmic space. Result? Artificial starlight. So what good is it. 
Fuel to propel a space ship to Mars. 


Fantastic science? About as fantastic as supersonic flight or 
atom-powered submarines were when MECHANIX ILLUS- 
TRATED first talked about them years ago. MI just got there 
ahead of the rest, pioneering such science stories. 


Murphy, who thinks his home workshop is out of this world, 
comes across a knockout of an idea on page 151, same issue. 


Shows him how to make a hamburger press. This is the stuff 
that appeals to him. In five minutes flat he’s down in the cellar 
turning it out. MI’s VITALITY stirred him up. 


More than a million readers get a sizable charge out of 


MECHANIX ILLUSTRATED every month. Over 60 features in 
each issue guaranteed to banish boredom. To make a guy sit 


up and think. To help a fellow do things for himself. 


MI has a way with these men. We call it V/TALITY. It shoots 
them all over the lot — scouting new cars, chasing accessories, 
loading up on hunting and fishing equipment, using up mate- 
rials, wearing out tools and parts, buying things . . . consuming. 
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Hot foot for the sportsmen. Gil Paust, Faith, and there’s Murphy’s missus 
MI’s Outdoors Editor, tests electric putting a body press on a juicy ham- 
socks for the hunter and finds them as burger. That, of course, is the gadget 
cosy as toasting the toes in front of a that Aloysius so lovingly constructed 
roaring fire. That’s MI—always help- in the cellar. All part of MI’s great 
ing its readers. VITALITY content. 
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Tom McCahill shows up each month in MI likes to keep its readers posted on 
MI as regular as an ant at a picnic. the latest in everything. Here’s a re- 
This month he gives the lowdown in port on electronics—RCA’s new video 
high gear on the ’54 Ford. Uncle Tom’s tape recorder, designed to eliminate 
reports are hearty, honest and, at times, the complicated, time-consuming film 
hilarious. What’s more, the whole in- method now in use. MI also gives its 
dustry respects him. His MECHANIX readers a look into the future, peeks at 
ILLUSTRATED readers revere him, plans for electronic air-conditioning. 


ays hamburgers will d 


| Remember, these are the original “do-it-yourself” guys. They’re 
Ifamished for ideas. Hungry for equipment. MI gives them the 
lideas — good ideas, different ideas. Who is better qualified? 


| } MECHANIX ILLUSTRATED pioneered the “do-it-yourself” field 

n | pthat every Johnny-come-lately is latching onto now. 

. his field is hotter than the sun over Suez. Cash in on it with 3 
| ithe most imaginative, liveliest book of the bunch. MECHANIX 

's ILLUSTRATED, the magazine that’s loaded with VITALITY. 

Ss, It can easily give a hefty million-man power lift to your adver- one of the Fawcett family... 

oe 


tising. Ask us for advertisers’ results stories. We’re loaded 
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opportunity to sell 
more fishing equipment! 


April is the month for The Elks Sixth Annual Fishing Issue. 
It will be read by more than a million mature men 

who give preference to products advertised in their 
magazine. 59% of them are known fishermen. 

They can afford to buy better, to fish more, because 
their family incomes are far above the national average. 
Line up The Elks for April now... forms close March Ist. 


MAGAZINE 


Sears Uses Armour 
Meats to Show Off 
Its Kitchen Ranges 


Cuicaco, Feb. 3—Sears, Roebuck 
& Co. and Armour & Co. have 
initiated a 45-week program pro- 
moting Sears kitchen ranges and 


out the mail order firm’s nation- 
wide outlets. 

While Armour will provide point 
of sale identification material and 
recipe leaflets, Sears’ promotion of 
the gimmick will be left to individ- 
ual store managers, tying-in wher- 
ever possible with Armour’s na- 
tional campaign. 

According to George Vidal, pub- 
lic relations head of Sears, the 
products, which will be coordi- 
nated with Armour’s national ad- 
vertising, will be used to demon- 
strate range top griddles as well as 
convenience features of ovens, 
broilers and top burners of the 
1954 Kenmore gas and electric 
ranges. Sears will provide its own 
demonstrators. 


‘Paine Names Jimmy Fritz 


Paine & Co., Los Angeles, man- 
'ufacturer of Hickory Smoked and 
Kitchen Fresh potato chips, has 
appointed Jimmy Fritz & Associ- 
_ates, Hollywood, as its agency. Use 
of television and radio spots is 
| planned. 


i 


| V-Line to Feigenbaum 


_ V-Line Clothiers, Philadelphia 
| ee of men’s suits, has 


appointed Feigenbaum & Wermen. 


|to handle its advertising. A cam- 


New York + Detroit « Chicago « Los Angeles | paign in men’s wear business pub- 


lications is planned. 


Things have changed 
in ARKANSAS, too! 


There’s nothing blue sky about comparing 
Arkansas’ economic growth with that of the 
aluminum industry. Aluminum is made from 
bauxite—and Arkansas is the world’s leading 
bauxite producer. This is only one of many new 
economic facts. And Arkansas Retail Sales are 
now running 251.7% ahead of ten years ago*! 


There’s a tremendous new radio value to deliver 
the new Arkansas, too. It’s KTHS in Little 
Rock, 50,000 watts, and the State’s only Class 
1-B Clear Channel radio station. KTHS gives in- 
terference-free daytime coverage of more than 
31, million people—primary daytime coverage 
of more than a million people! 


Ask your Branham man for the whole KTHS 
story. 


*Sales Management figures “ 


50,000 Watts « « ¢ CBS Radio 


Represented by The Branham Co. 
Under Same Management as KWKH, Shreveport 
Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 


BROADCASTING FROM 


LITTLE ROCK, ARKANSAS 


Armour meat products via “live”. 
cooking demonstrations through-_ 


Advertising Age, February 8, 


Getting Personal 


H. Lee Hoffman, head of H. Lee Hoffman Advertising, Baltimore 
agency, has been elected to the board of managers of the 128-year- 
old Maryland Institute, said to be the country’s second oldest art 
school. Mr. Hoffman is a graduate of the school—class of 1918... 

Hugo Gernsback, editor and publisher of Radio-Electronics, New 
York, was appointed “Officer of the Oaken Crown” by Grand 
Duchess Charlotte of Luxembourg, on the occasion of her birthday, 
Jan. 23. The citation and a jeweled medal were presented in New 
York by B. N. Zimmer, honorary consul general, for Mr. Gerns- 
back’s “meritorious service to science.” He was born in Luxem- 
bourg... 

There’s a wedding in the offing—June 5—for Betty MacFarland, 
daughter of Hayes MacFarland, president of MacFarland, Aveyard 
& Co., Chicago... 

Robert Belden, of the merchandising department of Young & 
Rubicam’s Los Angeles office, is back on the job after a honeymoon 
in Palm Springs with his bride, Patricia Klorer, Beverly Hills in- 
terior decorator. The couple 
were married on Jan. 16... 
Cn Jan. 29, Robert Anderson, 
v.p. of the Stodel Advertis- 
ing Agency, Los Angeles, 
was married to Ann Slater, 
assistant in the KNBH press 
department. ..Another recent 
marriage is that of James E. 
Allen, director of tv promo- 
tion, Crosley Broadcasting, 
to the former Mildred Evans, 
of the personnel department 
of Emery Industries, Cincin- 
nati... 

. Larry Lane, publisher of 
Sunset, and his wife Ruth 
left California Jan. 24 for 
South America—to return 
March 15...James Thomas 
Chirurg, head of the Boston 
agency of that name, is on 
a business trip in the Medi- 
terranean area...And Ruth Volckmann, office manager of Sawyer- 
Ferguson-Walker Co., New York, has returned from a 14-day South 
American-West Indies cruise... 

Ulcer Department news: Tres Goetting, head of public relations 
at Campbell-Mithun, Minneapolis, is recovering after two weeks’ 
hospitalization...And Bill Von Zehle, chairman of William Von 
ag & Co., New York, has been having a successful battle with 

S. Gira 

John A. Groen, art director of Foote, Cone & Belding, Los Ange- 
les, for the past ten years, is winner of the Art Director of the Year 
award of the Art Directors Club of Los Angeles... ‘s 

Philadelphia Man of the Year in Graphic Arts is C. Howar 
Thomas, v.p. of National Publishing Co. The award was made at the 
second annual Printing Week show. ..The Atlanta Junior Chamber 
of Commerce named Jim Murray, promotion manager of Atlanta 
Newspapers Inc., as Atlanta’s Young Man of the Year for 1953 for 
“meritorious public service beyond the requirements of his job”... 

“Salesman of the Year,” so tabbed by the Dallas Sales Executives 
Club, is Leonard M. Green, president of Dr. Pepper Co. The award 
for outstanding contribution to the city’s civic and business ad- 
vancement was presented at the club’s sixth annual dinner... 
Greenville, S. C.’s Young Man of tne Year is James M. Henderson, 
president of Henderson Advertising Agency... 

Red Barber, CBS counselor on sports, is convalescing at his Scar- 
borough, N. Y., home following a delicate ear operation. He’ll be 
there until the first week in March when he leaves for the St. 
Petersburg, Fla., training camp of the New York Yankees... 

A reception was held Jan. 25 for Rone!d Teacher, British sports- 
man and a director of William Teacher & Sons Ltd., @lasgow dis- 
tiller, who donated a trophy to the winner of the professional golf 
association tourney in Dunedin, Fla., last month. It was a nice 
party, except for one thing: The gucst of honor wasn’t present. He 
spent the party flying over the Atlantic, delayed by bad weather... 

Once again, agency head Ted Nelson has been named director of 
the New York Newspaper Guild’s annual Page One ball, on May 
14. He’s taken a five-month leave from the agency to supervise the 
ball... 

Credit Roberta Rothbart, 5’4” 112-pound switchboard operator at 
Lewin, Williams & Saylor, with catching a sneakthief who recently 
ran afoul at the agency. She nabbed him as he was heading for the 
elevator with a secretary’s handbag in tow and she didn’t let go 
until help arrived... 

Harry A. Palmer, v.p. of Foreign Advertising & Service Bureau, 
left Feb. 1 for a three-week business trip to Mexico...A painting, 
“Orchard Street,” by Lester Rondell, art director and v.p. of Scheid- 
eler, Beck & Werner, has been selected for New York City Center’s 
exhibition commemorating the city’s 300th anniversary. . . 

Off to Europe are Dick Jones, ad director of House & Home, and 
Mrs. Jones. They’ll visit their daughter, who is studying at the Sor- 
bonne, and also luxuriate for a while in sunny Italy...Murray 
Appel, space salesman on leave of absence from Parents’ Magazine, 
is recovering from a polio attack at the New York State Rehabilita- 
tion Center in West Haverstraw. He enjoys reading letters from 
friends... 

On Jan. 5, CBS newscaster Allan Jackson launched the new year 
with a salute to youth, quoting the philosophy of an anonymous 
author. A few days later he got a letter from Walter D. Corning, 
publicity director of WNOX, the CBS affiliate in Knoxville. Mr. 
Corning wrote that he thought the “salute to youth” was pretty 
good. Why? Because he wrote it 29 years ago when he was a Chi- 
cago adman... 

Leslie D. Farnath, media v.p. at N. W. Ayer & Son in Philadel- 
phia, faces a hospital siege of several months to correct spinal disc 
trouble... 


CELEBRATION—Ashley Belbin, 
copy chief of H. W. Kastor & Sons, Chi- 
cago, is shown with Constance Malinski, 
celebrating their engagement in the Per- 
sian Room of New York’s Plaza Hotel. They 
were married in Chicago on Jan. 29. 
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(ADVERTISEMENT) 


Better Products, Better Selling 
Evident in Building Industry 


Two facts of vital and far-reach- 
ing significance were evident when 
the National Association of Home 
Builders ended its biggest and most 
successful Convention and Exhibit 
January 17 to 21: 


1) Exhibitors and builders alike 
(both attending in record- 
smashing numbers) left the 
show impressed with the con- 
vincing evidence that this 
country is still in the midst 
of tremendous building boom. 


2) By the very nature of their 
exhibits, building products 
manufacturers proved that 
their sights are set on the 
most aggressive merchandis- 
ing the building industry has 
ever known. Simultaneously, 
the builders themselves dem- 
onstrated, by their reaction 
to both the convention and 
the exhibits, their intention 
to make merchandising and 
selling work overtime to 
“keep the boom blooming.” 


These two facts can easily con- 
found forecasters whose predici- 


| built this year. At the same time, 


|tial to the basic structure intro- 


builders into their exhibits. 


featuring product developments 


|} manufacturers of products essen-_ 


| 


| 


ating obslescence in their own 
ket, these manufacturers are cre- 
factor in the home building mar- 
niques to supplement their exhib- 
its, every manufacturer’ with 
“something new” to sell is mer- 


'chandising it to the hilt, knowing 


that our over-ample production ca- 
in the auto industry. 


Using press conferences, private 


duced entirely new product de-| suites and all the publicity tech- 
velopments as the magnet to draw | pacity can easily follow the sales 


lead. 
It all adds up to a healthy state 


_e And in all, the competition for of affairs that promises to provide 
attention was comparable to the greater value to the home buyer; techniques for the entire residen- 
General Motors “Motorama,” in great forward strides in the con- | tial building industry through edi- 
that many of the exhibitors were temporary, 


NEW AMERICANA 
| style home design; and a new era 


not yet in mass production. Not |in home building boom that can 
content with the sales opportuni- mean continuous good business to 
ties resulting from the obsolescence the builder and the building prod- 
products...the sales-making prac- ucts manufacturer who steps out 
tice that has proved so successful and sells. 


(ADVERTISEMENT) 


Man Bites Dog! 
While Practical Builder was pre- 


dising Awards at the National 
Association of Home Builders Con- 
vention, a “man bites dog” twist 


given the Ninneman Award in 
'recognition of its merchandising 
leadership and achievement. 


Bearing the inscription, ‘“Pre- 


‘encouraging better merchandising 


torial achievements and originating 
and conducting annual nationwide 
merchandising contests,” the tro- 
phy was presented by N. F. Ninne- 
man, well-known Pennsylvania 


It is shown at the right. 


senting its 4th annual Merchan-| @ 


sented to Practical Builder Maga- ee 
zine for its leadership and meri-|§ 
torious efforts in promoting and| © 


builder and community developer. | i 


Re Ae 
ty ak 
ae. ae 


baht 


developed when the magazine was | = hi 


tions for 1954 home building were 
at all pessimistic. But, even if 1954 
does fail to completely measure up 
to these optimistic indications, | 
both facts illustrate the effective | 
and well-directed leadership Prac- 
tical Builder has given the entire | 
building industry. | 


e For example, ever since 1950, 
when the first Practical Builder 
nationwide Merchandising Compe- 
tition was held to direct a spot- 
light on the much-abused selling 
side of home building, Practical 
Builder has continually cam- 
paigned for extensive and effective 
builder-merchandising and selling 
policies. And while interest in the 
awards has grown each year, it 
was not until 1954 that the entire 
Convention program of the Nation- 
al Association of Home Builders 
was built around the selling and 
merchandising theme, and every 
Convention feature was based on 
PB’s editorial platform: 

Besides devoting a day and a 
half to merchandising and selling, 
the N.A.H.B. Convention program 
featured familiar PB editorial 
themes in sessions on decorating; 
on how to put more consumer ap- 
peal into houses; on public rela- 
tions for the builder; on cost rec- 
ords; on financing, etc. And, as a 
final stamp of approval to Practi- 
cal Builder’s editorial recipe, the 
last day’s convention feature was 
a “5 Ring Circus” on typical PB 
“How-To-Do-It” demonstrations. 


e Builder reaction to the Conven- 
tion was typified by one of the 
best-informed men in the country 
on building finance and an out- 


You look through a representative issue of a good 


trade publication. You are impressed. 


The editorial menu is healthy and well-balanced. 


The pages are filled with meat, not mush; food, 
not froth. But what you don’t see is the biggest 


thing you buy: the reader-confidence in every page. 
The editors of practical 


one master: the reader. Ther job is to serve 


him and his best interests; to raise his sights; 


to help him be not only a better builder but 


a better profit-maker. And 


they guard this 


reader-relationship jealously and zealously. 


That’s why PB lives close te 


of men who don’t just talk building but 
actually do it... more than} 90,000 of them, 


principally builder-contractors. 


standing industry leader, who said, 
“I got 3 ideas out of just one of, 
the sessions that more than paid | 
for all the time and expense of 
being here.” and when a builder 
of this stature takes away 3 use- | 
able ideas, the average builder. 
must have been inspired with at) 
least 30! | 

Practical Builder’s NEW AMER- 
ICANA home building style set 
the trend for the exhibits. New | 
products, particularly those in the 
“building accessory” class (prod- | 
ucts not essential to primary struc- 
ture) were the rage of the show. It. 
was obvious that most of the more 
than 22,000,in attendance were in-| 
tent on getting more value and ap- 
peal into the homes that will be, 


wma pees, 


builder fave only 


the heads and hearts 


A California company (name on request) 


writes: “We have read your 20-page 


presentation on Shopping Centers 


(November, 1953 PB) with interest 


and with care. It is an excellent, 


comprehensive round-up of a most 


complex subject, and you deserve 


high compliment for the presentation.” 


© INousTRIAL PUBLICATIONS, INC., CHICAGO 3 


onstruction industry 
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Malcolm, head of Malcolm & Rey- advertising. 
nolds, “one of the top ten ad shops 


in the country” ($32,000,000 in bill- Summers Joins Bond & Starr 

David Summers, formerly with Ziv Promotes Kotler 
the Chronicle-Telegram, Elyria, O., | 
has joined the public relations de- | to spot sales manager of the central | 
partment of Bond & Starr, Pitts- 
burgh agency. 


ings, to be exact), is stricken with 
what is apparently a heart attack, 
the agency’s team spirit degener- 
ates into open jockeying by the 
v.p.s to take over the business. 


Agency Man Solves Ziegelasch to Saussy 
. | Dwight W. Ziegelasch, formerly 
M urder By Applying director of advertising for Wemb- manufacturer of wear resistant 
Adiiaelinins Theceles | Wein seae Lintenen Tea! | a bes sonciosed aber, 
- Johnso i 

vertising eories cy, New Grieuia. as pone 5 ea to beadis Pe oma 
New York, Feb. 2—When James ager. He will specialize in fashion Hecker Inc., Chicago, will continue | 
/as_ advertising consultant to Py-|Salt products. 


its advertising. Van) 


Joseph Kotler has been promoted 


| Pyroil to Baker, Johnson SB&W Gets New Product 


La Crosse, Wis., International Salt Co., Scranton, W. C. Day, E. B. Krough and 
Pa., has named Scheideler, Beck & | Eric Bellingall have been appointed 
Werner, New York, to handle ad-|v.p.s of Honig-Cooper Co., San 
|vertising of its new Halite ice-|Francisco and Seattle agency. All 
melting crystals. SB&W already|three will continue as account ex- 
handles seven other International| ecutives of the San Francisco of- 


Riosol Names Bureau 


|la, Colombia, in that country. 


Foreign Advertising & Service| Richard Silverman formerly as- 
Bureau, New York, has been ap-|sistant direct mail poten d of 
) Spc . pointed to handle the advertising| Remington Rand, has been ap- 
division by Frederick W. Ziv Co.,| of Laboratorios Riosol, Barranquil-| pointed direct mail manager of 
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Honig-Cooper Names 3 V. P.s 


fice. 


Silverman Joins Advance 


Advance Pattern Co., New York. 


However, someone jumps the 
gun by stabbing Mr. Malcolm in) 
his hospital room, and “Death of 
an Ad Man,” a murder mystery by | 
Alfred Eichler, copy supervisor for | 
Biow Co., gets under way. 

The weight of suspicion for the 
murder falls upon Martin Ames, 
head of the radio department, to 
whom the business, it turns out, 
has been willed. Mr. Ames is the 
narrator of the book, and he finds 
himself forced to help solve the 
murder to clear himself. 


w At this point, the book uses an 

unusual gimmick in a murder 

mystery. Because Mr. Ames is pri- 

marily an ad man, he uses “the 

proven principles of advertising” | 
1 to ferret out the murderer. 

Just how effective the principles 
of advertising would be for solving 
a real-life murder is a moot ques- 
tion, but Mr. Eichler has managed, 
in this novel, to give a fairly in- 
teresting picture of the operations 
of an agency, and to maintain 
suspense all along. 

The picture of how v.p.s and ac- 
count executives scheme to take 
over Malcolm & Reynolds reads 
like a recap of some of those) 
“private” barroom conversations 
which everyone in the business has 
heard. 

The book is published by Abel- 
ard-Schuman Ine. and sells for 
$2.50. 


Mrs. H. H. Kynett Dies 

Mrs. Edna G. Kynett, 64, wife 
of Harold H. Kynett, president of 
Aitkin-Kynett Co., Philadelphia 
agency, died Jan. 26 at Bryn Mawr 
Hospital after a long illness. She 
lived in Wayne, Pa. | 


Merrell Switches Agencies 

Wm. S. Merrell Co., Cincinnati 
manufacturer of ethical pharma-— 
ceuticals, has switched its adver-_| 
tising account from  Stockton-| 
West-Burkhart, Cincinnati, to Sud- 
ler & Hennessey, New York. 


: 8 wonderful 
Ways to use 
color that pays! 


- DAY-GLO' 


Daylight 
Fluorescent 


f : Screen Color 

Printing Inks 

Bronzing Powder 

Coated Paper 
Gummed 
Pressure Sensitive 
Boards 
Blotting 

Flock 

Banner Satin 

Pd Water Colors 
: Spray Paint 


SWITZER BROS., INC. 


FIRST NAME IN. FLUORESCENT COLORS 
47372 St. Clair Ave.» Cleveland 3,Ohio 


IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenue, Montreal 28, Quebec 


WHAT'S 


DOING 
IN 


CHICAGO 
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National Drive Set 
for Pream: Ties in 


with Coffee Bureau 


CoLumMgpws, O., Feb. 2—M & R Di- 
etetics Laboratories, having com- 
pleted national distribution of its 
powdered Pream, which can be 
used as a substitute for cream in 
coffee, is planning a national ad 
drive. 

Full-color pages are scheduled 


for Ladies’ Home Journal, Life 
and Sunset Magazine and the 
Nancy Sasser shopping column 
will be used in 96 newspapers in 
63 markets. The product is also 
‘being plugged three mornings a 
week over Dave Garroway’s “To- 
day” on NBC-TV and on “Let 
George Do It” over 45 Don Lee 
radio network stations on the West 
\Coast. Radio and tv spots are also 
being used. 


aw A_ special Pream-and-coffee 


‘promotion will also be launched in 
cooperation with the Pan-Ameri- 
can Coffee Bureau “coffee-break” 
theme in mid-February. 

This promotion will be high- 
lighted by a four-color spread, 
shared by the coffee bureau, in 
the Feb. 15 Life. 

Point of sale material is being 
being provided to chain stores, 
jobbers, co-op groups and coffee 
producers. 

Benton & Bowles, New York, 


handles the Pream account. 


Poultry Producers to Long 


Long Advertising, Fresno, has 
been appointed to handle adver- 
tising for the San Joaquin Valley 
Poultry Producers Assn. News- 
papers and tv will be the primary 
media. 


Two Name Fuehrer-Williams 

Press Wireless Laboratories 
West Newton, Mass., and Magic 
Chemical Co., Brockton, Mass. 
have appointed Fuehrer-William: 
Co., Providence, to handle thei 
advertising. 


oo PLENTY 


In this second television market of the nation, one of the 
four major radio stations — AND ONLY ONE —has in- 


creased its audience since 1950 . . . the period of greatest 


TV growth. 


The average daily Monday - through - Friday rating for 
Station WMAQ (Pulse, Sept.-Oct. 1953) is 13 per cent 
GREATER than it was during the same period in 1950. 
Meanwhile, Station A has DECLINED seven per cent, 


Station B 11 per cent and Station C is unchanged. 


In addition, Station WMAQ is the ONLY station of the 


four to register average rating gains in each of the three 


periods of the day—morning, afternoon and night. 


Once again, proof that more and more Midwest radio 


homes — now 12 per cent greater in number than four 


years ago — turn to 


NBC 
RADIO 


“bo Q 
YALITY STATION 4 
f Mid.» 
Mer, 
C9 


Quality Programs 
Quality Services 
Quality Audience 


Represented by NBC Spot Sales 


Sure—we all do—and 
it takes a top flight 
service organization to 
keep you on top. Here 
are a few production 
tools that are yours for 
the asking by calling 
Pontiac. m 

Six services under one 
roof! Photography, Artwork, 
Photo-Engraving, Color 
Process, Electrotyping, 
Typography. 
PLUS— 

Largest group of strip 
film cameras and electric 
etching machines in the U.S. 
..» New velvet edge halftone 
trimmed on Pontiac’s ex-  « 
clusive patented machine... 
and many other advantages. 
_ If you'll invite us we'll be 
glad to tell you more, to < 
your advantage, about 
Pontiac. 


Y 


UNIFIED 
SERVICES 


COLOR PROCESS 
ENGRAVINGS 
ART WORK 
PHOTOGRAPHY 
TYPOGRAPHY 
ELECTROTYPING 
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PENETRATION of both big automotive markets! That's what you want 
—especially in competitive 1954. That’s just what your advertisement in 
the 1954 Automotive News Almanac will give you — throughout the 
entire year. 


Your primary prospects refer to the Almanac whenever they want authori- 
tative information on the industry they head up. These are the top execu- 
tives in manufacturing plants, and the key personnel in car and truck 


dealerships. 


Here is the one yearbook that takes you inside both markets. That's 
because it goes to the 41,000 regular subscribers of the industry's only 
weekly newspaper. The Almanac is the recognized authority for every 
kind of data on production, manufacturing, merchandising, and servicing. 
Such complete information cannot be obtained by these men through any 
other single published source. 


The Almanac for 1954 is being prepared right now. For advertisers, it will 
be an especially valuable one for meeting the keen competition that lies 
ahead. A space reservation now—while there’s still time—will get you 
“in”... now and throughout 1954. 


Your key prospects reach for the Yearbook 
of the Axto Industry all year long. Many 
call it their Buyer’s Guide. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


BP 


PENOBSCOT BUILDING ° DETROIT 26, MICHIGAN 
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Chicage ~ de Goldatein, Wenterk Memane 
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CxHIcaGo, Feb. 3—The fast-grow- 
|ing Broadcast Advertising Bureau 
/was handed a big chunk of some- 
‘thing more to grow on today when 
jone of the sponsors of last sum- 
mer’s Alfred Politz radio survey 
challenged BAB to support a con- 
tinuing survey of the same sort. 
Victor A. Sholis, director of 
WHAS, Louisville, which was one 
of the Politz study sponsors (AA, 
Aug. 3, ’53), minced no words in 
a speech to the Radio Executives 
Club here, as he challenged BAB 
to take up the study. 

“The challenge is directly up to 
BAB,” he declared, adding that at 
‘present “the bureau is derelict in 
‘not doing something for the medi- 
um as a whole.” 


‘a “What is the good of more co-op 
;ads and dealer aids, if we haven’t 
first established radio as a medi- 
um?” he asked the broadcasters. 

In charging BAB with the per- 
manent establishment of a “quali- 
tative” study of radio, Mr. Sholis 
first counted out the National 
Assn. of Radio & TV Broadcasters. 
“NARTB feels this is outside its 
province—and I agree,” he said. 


'@ In New York, Kevin Sweeney, 
president of the Broadcast Adver- 
tising Bureau, said that BAB and 
the networks have been contem- 
plating a radio survey to determine 
the number of household and auto- 
mobile radios and the disposition 
of radio sets. This project is still 
in the talking stage. 

Such a study would be financed 
/mainly by the networks, with BAB 
contributing. Spot representatives 
and major stations also would be 
asked to lend financial support. 

At the Chicago meeting, one of 
the main reactions to the call for 
| a Politz-type qualitative study was 
speculation as to the cost. In- 
formed guesses placed it at $200,- 
000 per survey, with a new survey 
|being made, it was figured, every 
‘three or four years. 


. Mr. Sholis coupled his call for 
ithe Politz study with a strong at- 
tack on radio ratings. 

“Ratings have never told us one 
‘solitary thing about the _ basic 
‘aspects of the medium,” he as- 
iserted. “They were an expediency 
|—they simply made it easier to 
‘buy and sell time.” 
| In contrast, the Louisville radio 
executive pointed to the findings 
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Sholis Challenges BAB to Back Politz-Type 
Study; Calls Radio Ratings Ineffective 


the precious fact that in a given 
day radio will reach two out of 
three adults in the most saturated 
tv areas, Mr. Sholis went on to 
review the Politz-discovered rea- 
sons for this fidelity: 

1. Radio’s mobility. ‘Wherever 
the individual goes throughout the 
day, radio follows him.” 

2. Radio’s ability to exploit the 
“human capacity for multiple at- 
tention.” According to the Politz 
survey, 26% of those interviewed 
‘found radio’s great advantage in 
the fact that “you can do other 
things while listening.” 

3. Public good will. “People like 
and trust radio. In the Politz study, 
71% couldn’t find anything about 
it they didn’t like.” 


w In his call for more study of the 
specific advantages of the medium, 
Mr. Sholis made this point about 
possible weaknesses in radio: 

“The past five years have shown 
that a new medium does not cre- 
ate weaknesses in an old one—it 
merely exposes shoddy practices 
and bad thinking which were once 
tolerated.” 

As present evidence of the latter 
he pointed out that “there are stil! 
too many stations, and in the 
wrong locations. Also, I’m not sure 
radio can support four nationwide 
/networks.” 
| A final blemish on radio’s com- 
| plexion for Mr. Sholis was “recent 
‘irregular practices,” such as rate- 
‘cutting. 
| “How can we blame the adver- 
tisers for not respecting the radio 
medium if we don’t show respect 
for it ourselves?” he asked the 
broadcasters. 


| Knight Group Names Agency 


| Smalley, Levitt & Smith, Los 
Angeles, has been named to han- 
dle advertising for the Knight-for- 
Governor-of-California campaign 
to reelect Goodwin Knight, who 
| was lieutenant governor when Ear] 
Warren was appointed Chief Jus- 
'tice of the Supreme Court. Media 
to be used include newspapers, 


| outdoor, radio, television and di- 


| rect mail. 


| Lambert Appoints Raynolds 


Lambert Pharmacal Co., Jersey 
City. N.J., has appointed Edward 
M. Raynolds to the new post of 
| director of market research, bud- 
‘gets and media. He was formerly 
v.p. and research director of Do- 
| herty, Clifford, Steers & Shenfield, 
New York. 


i. the Politz study. Beginning with 
| 
| 
| 


Six-Month Average Rating Trends 
for Top 25 Network TV Programs 


| 
| July 1952 to December, 1953 
| By Pulse Inc., Covering 32 Markets 


Program 


Dragnet (Chesterfield, NBC) 


You Bet Your Life (DeSoto-Plymouth 


Racket Squad (Philip Morris, CBS) 


Comedy Hour (Colgate, NBC) ...... 
Fireside Theater (P&G, NBC) 


| 18 T-Men in Action (Borden, NBC) .. 


20 Mama (General Foods, CBS) ...... 
21 Ford Theater (NBC) 
22 Studio One (Westinghouse, CBS) .. 
23 Boxing (Pabst, CBS) 
24 Martin Kane (U. S. Tobacco, NBC) 


Oeeeeeeeeeeeeeeeneeeee 


Strike, NBC) 


* Failed to make top 25. 
** Not telecast during this period. 


| Love Lucy (Philip Morris, CBS)....... 


Milton Berle (Buick, NBC) ............... 


Jackie Gleason (Several sponsors, CBS) 
Godfrey’s Talent Scouts (Lipton, CBS) ........00.0000. 


Godfrey & His Friends (Several sponsors, CBS) .... 
Red Buttons (General Foods, CBS) ... 
Your Show of Shows (Several sponsors, NBC) ........ 


Burns & Allen (Carnation, Goodrich, CBS) ............ 
Our Miss Brooks (General Foods, CBS) ................. 
What's My Line? (Stopette, Remington, CBS) ........ 
Television Playhouse (Philco, Goodyear, NBC) .... 
Toast of the Town (Lincoln-Mercury, CBS) ............ 


|19 Jack Benny (Lucky Strike, CBS) ... 


July - Dec. Jan. - June July - Dec. 


25 Robert Montgomery (Johnson Wax, Lucky 


1953 1953 1952 

cadena tiaesvinsercceanied 47.1 53.7 46.6 
beajRbaateksek s<isitons 37.5 39.6 34.0 
Sentaeleetivenersivases | Se 39.9 41.2 
"B. . ot Se 34.2 41.0 30.8 
beni a cea 33.9 32.1 bs 

33.8 41.4 36.0 

piabeiseaseerecsosiessae 33.0 ' ' 

32.3 38.0 33.1 

ebivitenniepaneesssenaee 29.8 30.8 bi 
29.6 37.2 34.8 

eaeveeevs 29.1 37.2 35.0 
pdesenunnenseciccanseseass 28.2 33.0 30.5 
28.0 27.6 7 

28.0 30.8 25.4 

27.9 32.7 26.9 

27.4 32.8 27.5 

26.7 ° = 

peateboiasntesteesivictets 26.3 - : 
sa staeserneas envio’ 26.1 sce pct 
cea labena eect aah 26.1 30.8 27.1 
dicibuobneneracetsidendte 26.0 ae i 
pierbdocesiteiliwrsemeun 25.2 27.6 24.1 
siesiuntaseesorvenniianie’ 24.0 29.5 27.4 
iobetbdicathebintwines 23.6 a “ 

saviwvaveissaielepiaiaiae 23.4 26.8 25.6 


NOTE: Sponsors and networks ore the mest recent or current ones. 
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Fifty-six years ago, when 
the Chicago Daily News be- 
came the first American news- 
paper to found its own world- 
wide news-gathering organiza- 
tion, some people said: 

“All that expense—what a waste! Who cares, here in 
Chicago, what goes on in London, Berlin or Moscow? We 
have our own life, our own interests. Why bother about 
what other nations do, or plan to do?” 

Many expressed the same sentiment after World War IL 

“We are sick of crazy Europe,” they said. “We never 
want to hear of it again.” 

And when a reporter asked why the Carnegie Endow- 
ment for International Peace had not come out in favor of 
the League of Nations, Elihu Root, an officer of the En- 
dowment, removed his cigar and said: 

“The American public is neither intellectually nor 
morally ready for international co-operation.” 

Some newspapers almost ceased to publish foreign dis- 
patches. Elaborate services improvised during the war 
were dissolved. But the Chicago Daily News decided not 
to restrict but rather to expand its foreign service. 

Came the crimson chaos 
of World War II, the awe of 
the atom, the jet bomber’s 
annihilation of time and 
space. | 

And what then? Has the 
thinking of the American public changed since the era 
of Elihu Root? 

Certainly, fewer people are saying “Who cares what 
goes on in Moscow?” And more and more people are 
realizing that what happens in Germany, India, Asia, Rus- 
sia, or in a hundred other far away lands may affect their 


ome Newspaper” 


lives much more than something that happens next door. 

Helping measurably to bring about this awakened 
awareness has been the superb performance — past and 
present—of the Chicago Daily News foreign service. 

Founded by Victor F. Lawson .. . furthered by Walter 
Strong and Frank Knox . . . this illustrious foreign service 
has attained its greatest acceptance by American readers 
under the direction of John S. Knight. 

Never before have so many American newspapers 
turned to it ... or so many Americans followed it... as 
today. Indeed, right now 
with some 25,000,000 readers 
it is more widely read by 
Americans than any other 
newspaper foreign service. 

¢ * % 

Broadly beneficial service to the community and the 
nation such as this is another reason why more and more 
advertisers, as well as readers, are turnin g to the Chicago 
Daily News. In 1953. the News carried 3,603,711 lines of 
general advertising, more than was carried by any other 
evening newspaper in the nation. *Liquor linage omitted. 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


DAILY NEWS PLAZA, Chicago 6, Illinois 


@ NEW YORK OFFICE: @ MIAMI OFFICE: 


9 Rockefeller Plaza 615 Langford Bldg., Free Press Building 


121 S. E. First St. 
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@ DETROIT OFFICE: e@SAN FRANCISCO OFFICE: e@LOS ANGELES OFFICE: @# MEXICO CITY OFFICE: 
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703 Market Street 
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Your Choice fo Sell the 


Here are FIVE Reasons why... 


The Progressive Farmer Market 
is the RURAL South 


Your advertising needs a rural magazine to sell the 
South, because the South is predominantly rural in popu- 
lation and trade. Its population is 51.4% rural; the rest of 
the U.S. is only 29% rural. The South has more than 
half of the nation’s farm people. 

Look at this map of the 16 Southern states. In the 
shaded counties, more than half the families live on farms 
or in rural communities of less than 2,500 population. The 
white counties are urban. This is a picture of your South- 


ern market. Urban media do not adequately serve the 


The Progressive Farmer Market 


is a PROSPEROUS Market 


The South’s cash farm 
income was UP from 
$2% BILLION in 1940 to 
$9% BILLION in 1952...and 
1953 income is estimated at 
$8% BILLION-—the third 
largest in history and three 
times that of 1940. During the 
1940-52 period, the South’s 
country bank deposits and 
farm-owned government 
bondsrose from $1.3 BILLION 
to $6.9 BILLION. What does 
this vast, reserve buying pow- 
er mean to you? Can you 
afford to overlook the fastest- 
growing big market available 
to advertisers today? Remem- 


The SOUTH's 
Cash Farm Income 


ber, The Progressive Farmer 
dominates the rural South as 
no other magazine dominates 
a market of similar size. 


rural South; neither do national farm maga- 
zines edited mainly for Northern agriculture. 
The rural South is The Progressive Farmer g— 
market! 


The Progressive Farmer is No. 1 
in EDITORIAL SERVICE to Farm Families 


The Progressive Farmer renders an editorial service to 
its readers unmatched by any other farm magazine. For 
example, The Progressive Farmer carried 45% more 
editorial matter in 1953 than any other farm magazine. 


FARM MAGAZINES LINES 
TOTAL EDITORIAL LINAGE IN 1953 


1. The Progressive Farmer... 511,765 
2. Country Gentlemon............ 352,231 


3. Successful Farming. ........... 332,605 
eS a eee 323,362 
BD og bg he se 4 221,445 
6. Farm & Ranch®.. 2... 2 157,273 


* Average all editions. Source: Lloyd H. Hall Co. 


In addition to leading all farm magazines in editorial volume, 
The Progressive Farmer also tops them all in intensely-local- 
ized editorial service. A Southern magazine, edited by South- 
erners for Southerners for 68 years, The Progressive Farmer 
is published monthly in five separate editions localized to the 


THE SOUTH 
SUBSCRIBES TO 


The Progressive Farmer 


five distinct farming areas of the South. Your product gains 
strong local prestige when you advertise in The Progressive 
Farmer, a local magazine to each of its 1,238,000 prosperous 
subscriber-families. 


PAUL HUEY, Vice-President and Advertising Manager 
Birmingham 2, Ala. « Telephone: 54-2571. 
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The Progressive Farmer is third among all 
monthly magazines’ in Advertising Volume 


Only two other leading monthly magazines of over a 
million circulation (urban or rural) carried more ad- 
vertising in 1953 than The Progressive Farmer. 


The Progressive Farmer is the No. 1 
Farm Magazine in ADVERTISING VOLUME 


: THE TEN LEADING MONTHLY MAGAZINES* LINES 
yap aera get tA reg wypbanet IN ADVERTISING LINAGE IN 1953 
apes ag Apel grasinir gs vo <A lay 1. Better Homes & Gardens ..... . . 1,149,961 
FARM MAGAZINES PAGES LINES 2. Seventeen. .............. 845,464 
TOTAL ADVERTISING VOLUME IN 1953 IN 1953 3. The Progressive Farmer’ 792,589 
. - , 4 
1. The Progressive Farmer 1,166 792,589 4. Ladies’ Home Journal... 2... 768,761 
2. Farm Journdl ......... 1,126 = 482,863 5. Good Housekeeping .......... 655,177 
3. Country Gentleman... . . . 1,083 = 477,217 Se 549,477 
4. Successful Far ming ...... 1,049 472,000 7. Woman's Home Companion eae 509,877 
5. Capper’s Farmer ....... 687 303,635 8. Farm Jounal .......2...... 482,863 
6. Farm & Ranch” .. . 509 218,368 9. Country Gentlemon.......... 477,217 
The Progressive Farmer carried 792,589 lines of advertis- 10. Successful F orming .......... 472,000 
ing in 1953...a gain of 37,779 lines over 1952. In 1952 and + Of more than a million circulation. *Average all editions. Source: Printers’ Ink 


in 1953, The Progressive Farmer was far out in front of all 
other farm magazines in total volume of advertising. And for 
1954, The Progressive Farmer continues to pile gains on top 
of gains with 10% more advertising in January than its all- 
time high for that month last year. The Progressive Farmer is 
the first farm magazine to go on many leading advertising 
lists today. 


The high rank awarded The Progressive Farmer by Amer- 
ica’s leading advertisers indicates the importance of the farm 
market in general and the rural South in particular. Note that 
the top ten magazines also include three other farm magazines. 
If you will study this listing carefully, you’ll see why many 
media men say: “The Progressive Farmer is the hottest maga- 
zine in the business today!” 


ee eae th cada l t ad Ga one a 


The South i$ prosperous. The South is rural. The South subscribes to The Progressive Farmer, ‘a Hee. 1 
Farm Magazine in editorial and advertising volume. In the South, The Progressive Farmer offers you dominant 
influence... intensive readership... powerful-reader loyalty and preference... high average subscriber income... 
vigorous, hea circulation growth...and far greater merchandising value than any other magazine. You 
add the rural South to your market when you add The Progressive Farmer to your advertising list. 


H..EARL BUTCHER, V. P. and Eastern Advertising Manager 
250 Park Ave., New York 17 e Plaza 1-0160 


OSCAR M. DUGGER, V. P. and Western Advertising Manager 
Daily News Bidg., Chicago 6 e Central 6-3400 


Other Advertising Offices: 
RALEIGH « MEMPHIS e DALLAS 


Pacific Coast: Edw. S. Townsend Co 
San Francisco « Los Angeles 
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Panagra Appoints Garcia 
Louis J. Garcia has been ap- 


Brush-Punnett Names Agency 
Brush-Punnett Co., Rochester, 


pointed public relations director of |N. Y., manufacturer of floor and 


Pan American-Grace Airways Inc., 
New York, succeeding Buell A. 
Patterson, who has resigned. 


wall safes, has appointed Hanford 
& Greenfield, Rochester, to han- 
dle its advertising and marketing. 


LAST | 


; 


CALL 


to Tell Builders 


Where 


Final Closing Date Feb.25 


When the Builders can't find your Dealer 
you've LOST THE SALE 


To Sell 'em... tell ’em ) AMERICAN | 

) 
1) Bu lt in the APRIL 1954 VILDER | 
y ae Builder-Dealer eaeaseaed 


LOCALLY! 


AMERICAN BUILDER 


Catalog Directory 


Send for 16-page brochure 
for the complete story 


79 W. MONROE ST., CHICAGO 3 
30 CHURCH ST., NEW YORK 7 


FOR THE LIGHT CONSTRUCTION INDUSTRY | 


Two Appoint Ayres Agency 
Ayres & Associates, Lincoln, 
Neb., has been named to handle 
advertising for Anchor Serum Co. 
and Research Laboratories, both | 
of St. Joseph, Mo. Phillips-Reick- | 
Fardon, Kansas City, formerly 
handled the Anchor account. 


Join Brand Names Foundation 
Among 17 companies recently 
elected to membership in Brand 
Names Foundation, New York, are 
Buchen Co., Chicago; Gardner Ad- 
vertising Co., St. Louis, and Mac- 
Farland, Aveyard & Co., Chicago. 


Register Co. Boosts Hyer 


Merrill F. Hyer has been pro- 
moted to sales promotion manager 
of the Standard Register Co., Day- 
ton. He has been acting sales pro- 


motion manager since last July. 


Two Name Bozell & Jacobs 
Bozell & Jacobs, Chicago, has 
been named to handle advertising 
for Parker Pharmaceutical Co., 
Chicago, and Pollard Bros. Mfg. 


Co., Chicago. 


ss Bae at 


FRANK J. CLEARY, for the past 13 years 

an executive of National Transitads, has 

joined Mutual Transportation Advertising, 

Chicago, as secretary and assistant treas- 
urer. 


Rhoades & Davis Moves 

Rhoades & Davis, San Francisco 
agency, has moved to larger quar- 
ters at 642 Commercial St. 


circulation. 
Sept. 30, 1953) 


— 
ll 


Playing 3 “first fiddles,” now in Solid Cincinnati 


First in Circulation! The Daily Enquirer 
now leads all other Cincinnati Dailies in CITY 
ZONE as well as Retail Trading Zone and Total 


(Source: A.B.C. Publishers’ Statements, 


First in Advertising! The Daily Enquirer 


carried more advertising linage than any other 


Cincinnati dail 


lines than the 
than the Post. 


during 1953, 381,369* more 
imes-Star, 207,311* more lines 
*(Source; Media Records) 


MW) First with Women! A new, independent 
study by Special Surveys, Inc. ‘Cincinnati 


Solid Cincinnati reads and owns 


The Cincinnati Enquirer 


Represented by Moloney, Regan & Schmitt, Inc. 


v ~~ NY 
‘ 


Newspaper Profiles,” confirms the fact that 


more women (in and out of th 
and prefer the Enquirer than 


e City Zone) read 
any other daily. 


P.S. To Space Buyers: Harmonizing with the 
Sunday Enquirer's unquestioned leadership, all 


of this is sweet music to o 


ur own ears, of 


course. But isn’t it also smart music to have 
going through your head when you make up 


your next schedule? Not m 
there, that The Enquirer is 
daily buy in Cincinnati? 


uch question, is 
now your basic 


Advertising Age, February 8, 1954 


|Newspaper Linage 
Up 4.2% in 1953, 
Media Records Finds 


NEw YorK, Feb. 2—Newspaper 
advertising enjoyed a 4.2% growth 
in 1953—up from 2,505,393,224 


\|lines in 1952 to 2,610,669,761 lines 
| last year—according to a summary 


prepared by Media Records. 

Automotive had the biggest 
bulge of any category, jumping 
30.5% over 1952’s 107,424,208 lines 
to a total of 140,144,672 lines. Next 
highest gainer was the general 
category, with 5.4% over 1952’s 
349,131,462 lines. In third place 
was classified, up from 617,511,985 
lines to 648,840,500 lines, an in- 
crease of 5.1%. 

Retail linage (including depart- 
ment stores) was up 1.5% in 1953, 
moving from 1,399,041,368 lines 
to 1,420,211,650 lines. The same 
percentage increase was registered 
for December, when linage went 
from 138,332,438 to 140,449,231. 

For the month of December, lin- 
age was up 2% over the same 
month in 1952. The figures: 219,- 
798,035 lines in 1952 and 224,298,- 
646 in ’53. Automotive and finan- 
ciai both enjoyed the same per- 
centage hike—13.6%. Automotive 
was up from 8,846,780 lines to 10,- 
048,019, while financial jumped 
from 2,549,985 to 2,896,542. Classi- 
fied was the only category to lose, 
dropping from 45,562,670 lines to 
43,297,156 lines. 


Pushing Odorono Year Round 


With the theme, “perspiration 
knows no season,” Northam War- 
ren Corp., Sanford, Conn., is pro- 
moting Odorono deodorant on a 
12-month basis. Advertising is 
scheduled in general and women’s 
magazines, newspapers, radio and 
television. A special display mer- 
chandiser will be distributed and 
prizes will be offered some 400 
druggists who write in telling how 
the unit was used to increase sales. 
J. M. Mathes Inc., New York, is 
the agency. 


S. F. Art Directors Elect 


Rokert B. Freeman of Charles 
R. Stuart Advertising has been 
elected president of the Art Di- 
rectors Club of San Francisco. 
Other officers elected are Ettore 
Firenze, Brisacher, Wheeler & 
Staff, lst v.p.; Guy Street, Schmidt 
Lithograph Co., 2nd v.p.; Frederick 
J. Herschleb, McCann-Erickson, 
secretary, and Walter T. Warde, 
Foster & Kleiser, treasurer. 


NBC Promotes Dietrich 


George Dietrich has been ad- 
vanced from eastern radio sales 
manager of NBC spot sales, New 
York, to natinnal radio manager 
for the network-owned represent- 
ative. He replaces William N. 
Davidson, who has been named 
assistant general manager and 
sales director of WTAM, NBC’s 
o-&-o tv station in Cleveland. 


Geyer Boosts Hibbard, Neary 


Arthur B. Hibbard, ad manager 
of Gift & Art Buyer, and James E. 
Neary Jr., ad manager of Office 
Management, have both been pro- 
moted to the new positions of 
business manager of their respec- 
tive publications, both published 
by Andrew Geyer Inc., New York. 


McHugh Forms New Division 


Phil D. McHugh Co., Los An- 
geles agency, has formed an ana- 
lytical research and product de- 
velopment department, under the 
direction of Joseph Michaelson, 
consulting chemist. 


O'Neil, Larson Shifts Silha 


Elmer D. Silha, manager of the 
New York office of O’Neil, Lar- 
son & McMahon, has been trans- 
ferred to the agency’s executive 
offices in Chicago. 


Maxon Inc. Names Marker 

Robert S. Marker, formerly cre- 
ative director of a Dallas agency, 
has been appointed a writer in 
the Detroit office of Maxon Inc. 
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Compare on the sound basis of audited paid circulation, and you quickly see that the Star Weekly is 
head and shoulders above all other Canadian publications for proved coverage at the lowest cost. 


And there is no waste due to duplication of circulation! The “average net paid” of 961,001 copies per 
week delivered by the Star Weekly is not only A.B.C. certified circulation, but also wnduplicated circulation. 
In fact, the circulation of the Star Weekly is equalled by only five other A.B.C. Sunday papers on the North 
American continent* . . . three in New York, one in Chicago, one in Philadelphia. 


Note the two key words in the famous A.B.C. trade-mark . . . “audited” and “‘paid’’. It pays you, as an 
advertiser, to remember that 99.3°, of Star Weekly circulation is bought every week on a cash basis, and 
only '4 of one per cent by subscription. People pay for the Star Weekly because they want to READ it. 
Advertise in the Star Weekly and you can be sure you reach Canada’s Largest Reading Audience ! 


*New York “News —** Mirror’ —* Times”. Chicago ‘Tribune’ and Philadelphia “Inquirer” 


Covers Every 
English-Speaking Centre 


Published at 80 King St. West, Toronto + Montreal Advertising Office: University Tower «+ U.S. Representatives: Ward-Griffith Company las. 
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FOOD 

DECORATION 

FASHION 

BEAUTY 
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FAMILY AFFAIRS 

HOME ENTERTAINMENT 


GARDENING 
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HOME will be the most practical television program 
ever designed for women. True to its name, HOME 
will deal with everything of importance to every 
woman who has or hopes to have a home (as well as 
to her husband). Beginning March 1 — from 11 a.m. 
to 12 noon, NYT, every Monday through Friday on 
NBC Television, HOME will present the new, the 
good, the useful in fashions, beauty, interior decora- 
tion, architecture, food, family affairs, child care, 
leisure entertainment, gardening and anything else 
that interests women. Just as in “Your Show of 
Shows” and “Today,” NBC has created a totally new 
pattern for television. 


HOME’S EDITORS are outstanding authorities in 
their fields. And behind the scenes will be batteries 
of sub-editors ferreting out and testing HOME’s 
subject matter. HOME’s performing editors make 
up a Who’s Who of women’s service experience. 


POPPY CANNON, HOME’s food editor, has been food 
editor of House Beautiful and Living. She wrote “The 
Bride’s Cookbook” and “The Canopener Cookbook.” 
ROSE FRANZBLAU, psychologist and human relations 
columnist in the New York Post, will edit the family 
affairs and child care department. EVE HUNTER, 
HOME’s editor of fashion and beauty, comes with 
plentiful radio and television experience in San 
Francisco and New York. For HOME’s department 
of interior decoration, the editor is SYDNEY SMITH, 
TV star of the “Swift Home Service Club” and 
‘‘Ask Miss Smith.”’ ESTELLE PARSONS, a graduate of 
“Today” is roving reporter and “new brides editor.” 
(She was married in December.) At a later date the 
editor-in-chief will be named. 


HOME’S HOME is a machine for selling. It’s a 60- 
foot rotunda surrounded on its perimeter by a trans- 
lucent plastic skin for front and rear projection or 
special lighting and color effects. In its center are 
two concentric, revolving turntables. In its various 
stages are a kitchen, a testing laboratory, a how-to- 
do-it workshop which can accommodate everything 
from a crochet hook to a compound lathe, a small 
garden (with the richest earth in television.) On 
the floor will be three regular television cameras, but 
high in the ceiling is NBC’s aerial camera, a remote 
control camera mounted on a telescoping arm which 
can cover any position in the rotunda, giving camera 
flexibility never seen before in television. 


For displaying HOME’s editorial matter and adver- 
tiser’s products in new ways, some new devices are 
needed; like the “tumbler.” The “tumbler” is a mech- 
anism for handling heavy objects: for example, to 
show the construction of an easy chair, the “tumbler” 
will whip it upside down, tilt it or spin it effortlessly 
and quickly. Then there is a “picker-upper,” a 


mechanical arm which can lift and unroll a rug or 
bolt of cloth as easily as you handle a pack of cigar- 
ettes. It will even gently ripple drapes and curtains 
if rippling is in the script. HOME can even make its 
own weather. At will in a special effects area, it can 
produce rain, fog, sleet, snow or hail—perhaps even 
sunshine. Some of those gadgets may sound a trifle 
strange, but they are designed to allow HOMP’s staff 
the greatest creative latitude for imaginative staging. 


TO ADVERTISERS: 


HOME’S PRODUCTS STAR in every program. The 
basic concept of HOME is that commercial presenta- 
tion and program content are woven in the same 
fabric. HOME’s spectacular new staging has a very 
special advantage for you. It means that you don’t 
have to have special announcers, film commercials 
or expensive commercial sets. HOME’s facilities are 
at your service. HOME provides the perfect mood 
and setting for selling your product. 


HOME’S AUDIENCE will be a screened audience. 
Every woman who watches will watch because she’s 
interested in improving her home, her family life 
and herself. It stands to reason, then, that HOME’s 
audience is made up almost exclusively of prospects. 
And those prospects will see your product at the best 
time, in the best setting. 


HOME’S ECONOMY is evident in its sponsorship 
plan. HOME offers eight one-minute participations 
per program. As with “Today” you may buy one 
participation or as many as you want. HOME, then, 
is a perfect place for young products, and for limited 
budget advertisers who want big time television. 


HOME’S CHARTER CLIENT PLAN gives you a 
full hour program without extra cost. This special 
“merchandising program” can be scheduled to cor- 
respond with the launching of a new product, a new 
line or a new promotion. All eight commercials on 
the Charter Client’s “merchandising program” are 
devoted to his product. Charter Clients also receive 
two more invaluable assets: (1) exclusivity in their 
product category in all HOME programs for the rest 
of the year (2) a color franchise in HOME. To be- 
come a HOME Charter Client, you buy 52 participa- 
tions, non-cancellable, between March 1 and Decem- 
ber 31, 1954. 


Your NBC representative has all the details of spon- 
sorship including the participation price. He can also 
tell you more about HOME’s plans. Suggest you call 
him today. 


TELEVISION 


a service of Radio Corporation of America 
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Gourley Joins Edward Lamb 


Richard H. Gourley has been 
named director of public relations 
and advertising for Edward Lamb 
Enterprises, Erie, Pa., inciuding 
newspaper, radio and _ industrial 
holdings. Mr. Gourley was a To- 
ledo radio advertising and promo- 
tion executive. 


Lewyt Reorganizes 


Lewyt Corp., Brooklyn, N.Y., 
has reorganized so that Lewyt 
Corp. will manufacture and market 
Lewyt vacuum cleaners, and the 
Lewyt Mfg. Corp. will continue 
contract manufacturing of elec- 
tronic and precision mechanical 
equipment. 


Pe ee 
THE QUAD CITIES 


§ 38° IN POPULATION § 


Among the 11 Standard Metropolitan 
Areas in lowa-—lllinois 


ev. 
TELCO BUILDING, ROCK ISLAND, ILLINOIS — 
rn vresented by Avery-Knodel, Inc. 


So" eect 


Advertising Age, February 8, 1954 


Industrial Firms Need Modern Marketing 
Concepts to Buck ‘54 Competition: Crain 


New York, Feb. 1—Industrial 
companies which employ modern 
concepts of marketing will more 
than hold their own in the in- 
creasingly competitive atmosphere 


bers of the Industrial Advertisers 


_Assn. of New York today. 


_vertising program which backs it. 


|virtually writes 
of 1954, G. D. Crain Jr. told mem- | 


At the same time, such a program 
lessens the creative burden for the 
agency by providing “copy which 
itself,” and by 


organizations which have still not 
assigned responsibility for a mer- 
-chandising program to an individ- 
ual, the advertising manager has 
‘an unequalled opportunity to come 
forward with dramatic promotion- 
al plans around which to build a 
complete marketing program, he 
added. 


stabilizing appropriations for ad-. 


vertising purposes. 
Finally, he asserted, since a 


/s Recommending that industrial 
advertising men consult with mer- 


The publisher of ADVERTISING merchandising program demands’ chandising people in the consumer 
AGE, Industrial Marketing and Ad- | consistent advertising to support! field to uncover ideas that might 
vertising Requirements pointed out the complete sales plan, media men | be adapted to their own uses, Mr. 
to a luncheon meeting of the local | will find fewer fluctuations in Crain mentioned particularly the 


NIAA chapter that promotion of 
the merchandising concept in a 
marketing program benefits not 
only the organization concerned, 
but the advertising manager, the 


space commitments where such 
programs are in effect. 


s “Today’s advertising manager 
is in essence a marketing mana- 


_proven effectiveness of sales con- 
‘tests at the distributor and dealer 
| level. 

| The case history of a program 


‘successfully staged by the Harn- 


advertising agency and the busi-| ger,’”’ Mr. Crain said. If merchan- ischfeger Corp., Milwaukee, as de- 


/ness press as well. 


a A well-conceived, well-directed 
merchandising plan increases the 
importance and prestige of the ad- 


| vertising manager within company 


counsels, Mr. Crain said, by dem- 


onstrating the necessity of the ad- | 


dising is understood to be the “dy- 
namic approach to marketing,” as 


it is in the consumer field, he con- 


tinued, a merchandising program 
must be a general company policy, 
in which “everybody has to work 
as a team.” 

Thus, in those many industrial 


WHAT 


of magazine advertising 


CITY ——— COLUMBUS 


LOCALLY-EDITED MAGAZINE OF ——— COLUMBUS DISPATCH 
STORE——— OHIO FURNITURE COMPANY 


sparks sales 
in COLUMBUS? 


“The Locally-Edited Columbus Dispatch Mag- 
azine has shown us immediate results and a 
really sizeable increase in volume. From here 
on we expect this ‘Atom Bomb’ of Columbus 
media to be the backbone of our advertising 


program.” 


“ON. on se A MNA_y 


Ohio Furniture Company 


Maybe your product is one that takes color appeal and the best in printing reproduc- 
tion for effective selling? But — you want to gun for big sales in choice markets like 
Columbus? Your problem has been answered by merchants like M. L. Lieberman. 
Say you want color appeal? Newspaper circulation impact? You get both by placing 
your advertising in any or all of the Locally-Edited Gravure Magazines. In Colum- 
bus, the Locally-Edited Columbus Sunday Dispatch Magazine gives you 87% circu- 
lution coverage, while a leading national magazine offers you only 15% coverage of 


this important market. 


So why not buy magazine circulation the way your dealers do? They'll tell you from 
experience: “Use Magazine Advertising at the Local Level — in the thirteen markets 
served and sold by the LOCALLY-EDITED GRAVURE MAGAZINES.” 


AKRON BEACON JOURNAL * ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE 
COLUMBUS BISPATCH * DENVER POST * HOUSTON CHRONICLE 
INDIANAPOLIS STAR * LOUISVILLE COURIER-JOURNAL * THE NASHVILLE TENNESSEAN 
NEWARK NEWS * NEW ORLEANS TIMES-PICAYUNE. STATES 
ST. LOUIS GLOBE-DEMOCRAT * TOLEDO BLADE 


TOTAL CIRCULATION OVER 3,370,000 COPIES WEEKLY 


* Locally-Edited for highest readership 
* Gravure magazine reproduction 

* Newspaper circulation impact 

* Complete flexibility 

* Maximum savings on positives 


For more information about these 13 
weekly newspaper gravure magazines con- 
toct one of the following representatives: 
The Branham Company, Cresmer & Wood- 


ward, Inc., Jann & Kelley, Inc., Kelly-Smith 
Co., Moloney, Regan & Schmitt, Inc., 
O'Mara & Ormsbee, Inc., Scolaro, Meeker 


& Scott, Inc., Story, Brooks & Finley, Inc. 


‘tailed by its advertising manager, 
George L. Staudt, in the January 
| issue of Industrial Marketing, was 
| cited as an outstanding example of 
|a complete merchandising cam- 
| paign in the industrial field. 


. “Its two major objectives were 
| fulfilled,” said Mr. Crain. “It made 
| the company’s product well known 
throughout the construction indus- 
try, and it generated enthusiasm 
in the sales and dealer organiza- 
tions.” 

This year presents an opportun- 
\ity not present for a decade to 
| demonstrate the meaning of indus- 
trial merchandising, Mr. Crain 
concluded. “Business,” he said, 
“now needs unusual efforts to 
market in a healthy, competitive 
| climate.” 

Noting that the New York group 
'was organized in 1905, Mr. Crain 
| praised the National Industrial 
| Advertisers Assn. and its chapters 
for their consistent efforts to dem- 
| onstrate that advertising is a func- 
‘tion of marketing, and said he 
‘hoped that the local group’s 50th 
‘anniversary next year would be 
marked with appropriate program- 
matic material. 

Entitled “Let’s Put It All To- 
' gether,” Mr. Crain’s address was 
the sixth in IAA’s current series 
of monthly talks geared to the 
|general theme “Industrial Mar- 
| keting Leadership.” 


Townsend Joins Foote, Cone 

| Albert W. Townsend, formerly 
supervisor of sales promotion for 
/Union Oil Co., Los Angeles, has 
|joined the creative staff of Foote, 
| Cone & Belding, Los Angeles. 


Runin Joins Al Paul Lefton 


| Ben Runin, formerly with Sor- 
lensen & Co., Chicago, has joined 
‘the Chicago executive staff of Al 
| Paul Lefton Co., which is expand- 
ing in the Chicago area. 
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Black Magic 


Adequate supplies of fuel, together with other natural resources, are 
important assets in attracting new industries. In order to reach execu- 
tives in these industries, industrial site advertisers use the pages of 
Business Week. 


In a study conducted among 1,000 Business Week subscribers in 
1952, four out of ten stated that their companies had built plants 
in new locations during the past five years or were considering 
doing so. Nine out of ten said they influenced their company’s 
choice of a new plant site. 


These are some of the reasons why, for the past eight consecutive 
years, advertisers of plant site locations have placed more pages in 
Business Week than in any other magazine in its field. These adver- 
tisers know that they reach more decision-making management men 
per advertising dollar in Business Week than in any other general- 
business or news publication. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


Alameda County, California, 
New Industries Committee 

American Gas & Electric Co. 

B. C. Electric Co., Ltd. 

Baltimore & Ohio Railroad Co. 

British Columbia Government 
(Dept. of Trace & Industry) 

Charleston, South Carolina, 
Development Board 

Chesapeake & Ohio Railway Co. 

Chicago & Eastern Illinois Railroad 

Chicago, Rock Island & Pacific 
Railway Co. 

Clearwater, Florida, Chamber of 
Commerce 

Cleveland Electric Illuminating Co. 

Consumers Power Co. 

Erie Railroad Co. 

First National Bank of Minneapolis 

Fiorida, State of 

Georgia State Dept. of Commerce 

Grand River Dam Authority 

Houston Oil Co. of Texas 
(Houston Pipe Line Co.) 

Investors Diversified Services 

lowa Development Commission 

Kern County, California, Boara of 
Trade 

Lackawanna Railroad Co. 

Lewistown Industrial Development 

orp. 

Long Beach, California, Chamber of 
Commerce (Dept. of Industry) 

Los Angeles Dept. of Water & Power 

Louisiana Dept. of Commerce & 
Industry 

Mahanoy City, Penna., Industrial 
Development Committee 

Metropolitan Oakland Area 
Committee, California 


These Industrial Site Advertisers 
Reach Their Top Prospects Through Business Week 


Minneapolis Gas Co. 

Mississippi Agricultural & 
Industrial Board 

Missouri Division of Resources & 
Development 

Monterey County, California, 
Industrial Development, Inc. 

Nebraska, State of 
(Division of Nebraska Resources) 

Netherlands Industrial Institute 

New York State 
(Dept. of Commerce) 

Norfoik & Western Railway Co. 

North Carolina Dept. of 
Conservation & Development 

Northern States Power Co. 

Northwestern National Bank 

Ohio Edison Co. 

Cklahoma Planning & Resources 
Board 

Pennsylvania Commonwealth Dept. 
of Commerce 

Philadelphia Electric Co. 

Puerto Rico, Government of 
(Economic Deveiopment 
Administration) 

St. Louis Southwestern Railway Lines 

San Antonio, Texas, Municipal 
Information Bureau 

Sault Ste. Marie Citizens’ 
Industrial Commission 

South Carolina Research, Planning 
& Development Board 

Southern Railway Co. 

Union Pacific Railroad Co. 

United Gas Corp. 

(United Gas Pipe Line Co.) 

WCCO, Minneapolis-St. Paul 

West Penn Electric Co., Inc. 


Source: Publishers Information Bureau Analysis 


A MCGRAW-HILL PUBLICATION 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


Ce Sh ae Fe ep 
ae, POD eS hicks 4 ae PGS. ec ee eee ee Te ag ron 4 ‘4 pM Se bh - > as 
ee se tO Seger See Ru Alt vad aaa hah Me SN CO aE ER Bac oy 0 Dek ee Ee eR ee ST ee aie Sg sh a “ PAS FEET, Yee SPA MM a, CRS Se oe ON eran. c a pres 
pit : . a ; fan ote ia Be et a ore anys ee Poni eat sh Dm: payee eQitet tc ihe an hh ake ek ON, ake oe ey yt Gee WEIS) EP oa Spat Sod ire 3 Wa B x wes we : oe Pes "DAP 2, s ¥ 
re at ys; ee Be Pea Re EN ge 9h Rdg Cae ales ley oes Pury oy pa tie Fe er cee Seng Svan" ee i f oe Ee te tie My Ste Ba thes, iy Pg tae ete oe at BR ; es ey at Sa neg ace geet Sree Aas hh eau 
“. > nm pe feed eS, ¥ ¥ ee : ae Pero es oe eS AY ee, Bee reer %: Baa Tin eee) hy oa ‘ : : eeenay Raia om Pa aE ¥ ca rar re eae a ae pe Pome Cee eter Ra ley ae : f 
Pa ger ‘pales es a Rn ea = Ge ee a aia pee easy ee ss Pa ata ey Bar A Saget Se Me 5s DS a ee Ne Pees it bea ee ae Cee pic a Cl 35.5 a eeeee Hic et ee enone porns AOE ee a Re RMB ee VP et ar tig Se ee t ne a ee tee ee see TP oe 
3 ipod Sy 655 | ig ek Sh are MY: sy “ Weta ee Pe at eee Te ta x = i Se Tee . cas Atte ye ie i poate or oF haa ee! ni Te loos ocaet Oa eikre Shae Se ete Fe ay ty, Dena aged eee A hee ee? ee ay qe Sa ae Rae “4 oie 7 eae Eto sth Cae, C42 penta sega ob 
Gen ae eee ee ig, ae Rh Reg, cuca 2007s a na ee Beef : Slee | S wea a Pat. go NN a eae 5 manawa Sef ate) onmuiieta ee oir Daas Eee a ee) Rare aay ae k, eee a ae RP es eee hat er eta me ; et as SRey eran 
ad ge ee tie fe shy cece a | sale aA pola dies Sa ala MUOLEN reas corgi Dae aa on vy spOaM bok 2 Re Reb Cary eae : Bence aa ae Mee otatetre eS EN Set AB phi dt: Peat ce Sad geet Mr AP ee fy Ye reader os eat Perit Pr a et Se tats Peete, ? a eh ge MAIR SO ei oe i a: aaa iia: Sef Sec 
“ ors. 49 pets 4 “ple hee pa a Be get 2 Oe ace ae Wi i zener en 0 i AGES; * 2 sh Ss eM ras $8. gaye Se a, gra ter eae ae eae craig | tae eel ty ? er Pepe ts. Se eae eerie i 0S eS east Lath es: Se ae eee 7 gay aps Ls ir ty Ae ck sf Wee SS at sia 
- Oe a. NT GRRE RIES CPN Wa eat ugh orgenne wenn Cera 2: ee ee BE > Ps ant ; Nias re ge Bs cies pn ts erry eR 2 Beg ot mass PEI Bis Sr ie ae See nate Seg aoa rs, pe ager es ee oe a Sas E ee Bap ig 
Sarat. ; ei oe t : <a } : rae ae sa | as ce 5 : , er BS iol og ty aa iret ee i ee W P< setae aed sod peed 
eet a 
| wad “5 fl ies: 
we : ean 
oe $i’ 5? eee 
ise a % eo . rr 
Sg ‘ aes na 
a 4 fs 
kek x 
‘ 
. i 
fi - f 
| ¥ f 
e 4 < 
if bam d a oe 
ae 7 "ais Ke 
4 let? ee 
3S i ies 
= ‘ + as. 
| ao i f 5 ; oe ae 
4 oe 4 4 . z i) a aoe. = By 
e om ? Cole. 5 boeken cma ue eee eke reine Oa CEN, oF OE eRe ee kg 8 eee ore one ones eee gies. tae UN ieee ct 8 Sp ees it 
im ae: es i og ee eee re ee SE erg eas, ee Mae ce aes: eee ec 
os ee ae ge ot Syke See eae ieee ae SO a ee) et Bee cin, “ape 0% Ce ela ce laiee SN MLNS RRS be. £2 : oe ieee 
a : meer Cord ae, BR Re ae peter we is ir. i ee oe ee ee ee eG We oe ee se ere RS ae Sorat ae “yi Use ieacs Dh > > aie 
Z is ein 2: ee ee i), fhe F- a a “4 a Tana eh eta tae ee a Sans eee a. teat Mi ape ae 7 ey a 1 a es ge : ‘ee ae 
: : ‘ é eas eee tS i ay whe: ee ees Ae TORO Sy ae apts a snd ee pee ae een. as May ea ad a2 SoS ee 7 eee wes 
‘ Rr a ee PE gas Seg R= Oe ly 2 So. ae Me 4 “i ne ae : A ae Sipe: eee ae 
Bi ; H 2 — + spilt ee ~ ge ey gees J, 0.3 Ree 8 ea ee eee ae 7 Slope ae ea Se, oe — Bape 6 Peas be 7 Mga 
; : : tea Se en, onels Oareya PS 8, ecg eM. ce ee ec a a iy oo IRs SN teen) ey ce on. aa ce 
b] of R * 7 See i C: aang Sane remy Oo een eat 5 eae Spear Wee ry oe rageene pera, Tee 30) oor Te see ieee Pe ee ries 1 OEE ee Ce 
; — 4 - eh ed saat eee ss pea ees. 8. aa REE) Sh ee ee gi Bate, EO SS oie... mE a DOL Regier at: gt eda AN UD Palliat. aaa Ray ep 
Wl MT ees. Lei Oncd etc ke P A iy Oe MB, Clear be cian Lee Pe a Hagiccane Sth SNe ones ote Sats reais POR «eae 7 REISS eR Se ee Beata cath og BA LO, AE reee eas 1 ges 
= % aa PME: seca a a ae . , ae" iy ee a peemamamemee hee: Ea inne’ eaten tigs = agit neat teri ol Fae, a ts ct en ame a Ore aw “hee ai dha, abies a ok 
1 pial. \ ie ce 2: nace fe seca TAPERS Bog 2S EE aa earn tet Sone are 4 ON) a ee Theta oes a iii a RUE Shin or te Fah eae aS sh ey cay ae ee 
; rate AES Se. on 1 oS Teepe as aa eg eee Tats ee Mee MAE Re it, 4 PRE 7 nk heel e Sac ae dee ORE oe Re a + ei gee Ge se Se) ey oe ea . ee 
ey i Ba ss ee sole aS at ea i OM a i nie Es ek see |: Ft ge oe ok at RE eR Tuga? ily ®t 45 i aeitie AO pie Vetch Oi 2 ae a oh aioe 
toe ’ nd ich tiie. = Pied Beg te ae Pe an eee is Bae ei - ne Eby 3 Ee ser ae Sr! taut ernie i ree Mae i Be ee By see tee ies ae sp tips. cite ei Se te gree Cotas gree ok: write Pete: 3: 
ae * hoe 4 Ree ane ee eee pee). RON ae OPS Pa Sele ort Get ew i 8 Ima ili mi ae SSG cae ee eee Oaipanilid Sic asta el oe Ag ‘ ae ce. ee 
r. . 5 ote, da oe ikea ‘ re pagent a sev a Rue Se ee i geek a Shh ae ae Mees be cea Cig Th cian as Ai deen gh eee 2 = 
nae ae. Beant Si gia pi a alee EN GP RO eke Bo a lee PM DR cy See ech ace: ae eS CaS. By : are <2 
7 = ' eter ay aa ee Ca Seas my EMM ES a, rae RR me serie Wk ee ia % 
ae eect: Mat, traits BP ce ee a at eR eh ce eere eee Pee “ia oe ED ee a a es ne ear ea | Be dae ran ese eee 4 ; 
si atte Mc ee ‘ Le pened! ad edge agree: Na Oe SR A a ay NR a! MN A a See lames aa, 
ee. q a : aa a oe ot ae ae ae ve eee = .- x ai ; cites: e VSaiaeetar i inca anes maa ee aie 
7 : Pen ee | 7 aes 7 - . = wear ye ve 7 ate - tg 4 1 Fe pee ee era op MAS a 7 a ds 
i Pee Tre ae, eee” a a ae eee & ery) nen e ‘3 oe val AR so ss ; ” . 
‘ } bac ie Se ae eS * nA ia } ee i ; bg “we ? ‘ oy Reid a o-eeatore eae ona 
oe on GTS a: eens a Js Jane ; gps 2 = ST eae” a pro ee ; 
] ae cS; . be ad Le a Mars Cel ee ey ce : . i ea Fag Sl ba 
; ee BAS , idea ee ar Ca ie a es...” ahi Ge eee ; 
: a i. a ne, oe oe x 4 7 y A : Bo nt : ET ae, Cm 
i a = tr, 5 ~ _ : . pgp: Res Be: ill a ih) 
et 7. # ne ch © 7 ss er - ae , ™ “Stele ae eh eae 
q | < me. © aks Pia: Pa pie ts i A : * pede 
mes ' Pag ~~  seoe 7 7 Y Oe ies " ra ca ey 
4 re A? Then ve “ye ee ee “a 4 ~ 
: ; | er oe ee a Rea : Apress Oe sai 
i) OE er) wae See Aes la aa 7 TO a a i ee i ar é 
7 : es Sa - Si gs ee = — a ee eS at. stich i xe 
| 4 ‘ Syanecan cies 8 : -_ ay ek eee, ~ _. “Ree . nb tae a E. : 5 a é : go 
} Par ind Calley "4 ws ss pe, i eae 5 = TY i'n rr 2 at eae ae ae, 
: es. ae Rien tig tek . Bris am cn aa - Te Sige i “ees tt oes mes 2 i x 
- | GE mace 0 ae aa rey ee ara 4 Sea SP. ir, ar 7 a MM 9 iedpeas: be aes Re 
. | hee ae . BS a aes ee MEASLES R  n “ine 8 sabe = gee te eee CRE re hy ee . ica iii aains sae 
2 es i Sais: of Pesiiemi Ve lea alight g a eee oa See i oe, a Rper in iam ae eh pes Pas Oates: an patel an wana «ng ectiager 
ite a a ‘ ‘ Soe wh eke oN ee i bc gaat lin A gee et Sheen ae ch i hoe se ae a 1 a a i ee eee as A ee oo ee lilt sit 2 fs 2 oe 
: ; : . : Agi ieee. : SN ho ee SS, Le, ince te OS ee ae > aS, Rs ar ioe ees tee Pus wii armrt sig! ate pee gs: ae i ae tad 
; ae - i Pr ge: Ue ig ee a ec ae US See Ga CGE. Oa ant mame <M is ee Ds 
Ge) al ae oe eee 8 ope eee ee IN aap Pee ee Oe Si Sees sol aan Ree (0) 08 A Sag: PR TOMER ee iE oS Totem ee Terie 
| en pce ener loge oan MR: Berit a tas RP ec ger a Ges am Sie Tora ee ae PO E ek a ay 4 soe aye De ca a eT rare ee Dine pt ae palow ij) as eee aes He POTS POR Sra 
2. fe aan "st ; pee aan ay ee oe yaa Pe oa VE ple PR RS TE Siro. i POLES) og eat “a a ah robe [st omnes Ss h- a rere bey ts! ios 1 Sets 
oe iN ee eens eA ee Ae, Oe any eis oa ee ee eg ae BEE, Sok. ca a OFF alent eA nee tee ees ay, 
>. a ey ade nea @ rs he RRR 2 SE RE er keene ee Re hcg hy Neale lee : ce ee meu. ee i a ee SS es ica Se 
‘ ; f ee RN Ea See oe e ° Yh Rae emi ts seer, TED MiB ere S00 ae ee fae Sek Re opie ae re ee er ae a Meare: ace nas at \ 
} : : ce oe. oF oth oleae r Sa weds OU eres ae eee i. me Cue oe Saaen cena : 
f Fae Ee pee eon Pant TF ae ead ee ae eee CON Yee ; ing Sah a f cls pean acl ees cia Rie ieee a id mC ogee 
: es Pet tye hs ae eaae pay Sie 2 ne 2 6 eo te ea ide Ai ae Sack CO ee ep Senne easter ee ee hea A aaa Ge a a A i +). ee We wa et Sea Wer 
Naa : Pan ea ss ore Se ge Sek EE | Wl Oe eae, PS care tress aie Siok hs Se RR ee Se a een ee ee | o. tae ee by ate ye = es 
fie 1! BOs, 2, Sheena Git es Me op Oi Se anc REAM RCTs Scie vo". SOE api ye ea Te Be er ce | ein eae "7 SN rea en ee eae -_— OC es te gi 
: eon ets alk eco eee aie ag co no eee ee Te ih See Nc me ee aaa es Wade ae Naan Romer a Sonne a aera a eX i. ee 
( ; Cee Sy, en ae ae Wisi Sheen BP oS sinl cea ae ee ae ie perce: eae : ‘ : eae Bie J Ri ae ihe ; te oe 
eget on 4 és Desater ee “th: SESE” Pe ee ewes le 3, ieee Oe Soa ene a mary Aa) em OS TEEN Y a Z epee yh " y es Rane Remeach ea Ne 
r 5 ee Keita 2 MiB eee UE = a " ies Sa Pee) ere al saw eee’ iene eee ee to eee, Se Weert fa eee rie “LIE Bala ic a eS cot a a 3 Ss) oie ¥ 
‘ ea ig Aes me Ae Rr ce mater rf a Pilates Oma yo gene acu Pete bi. a Boe hte ee SF ie i ROD aan a Ae NSE eee, a igh a NOORS ae ey a ee 
A rae = hh eee egy, Ce t: aa eae Py Rhee Gaertn oe ee the Sak Re rack sas Ber ig ei Sy Be ee eee OF G.. ten kia vee « 70 se 5 Gioia pe dara 
eer 5 WO ay te + 5 Ie Sao eR Sire ag emee FSp pr ae iS oa rae ce ates, se J eeeess Ses 5 years peta wee So ewe eS Gea of or et tie ae at ‘ <j ni ea gs 
Jt eee. ee aes ee ee ee ey fee <TR ecm “agen ee gem ae MM. (can a >. eae: sa eee et 
fy oat Pg aa on ey ee ke cc | ga anes Ce lid eee - ah z Me ig 9 eae OO ae Np ars Re fe ee Jick (ued oh SS ae POP ea keene. Sere E 4 eta Ay, eee 
: fi DS a eterna feos oR Gene ot aaa Bev: tea pick “V3 ete Sy ce hase i) ee a Ni a US ae aaa i ee i eae Rees ae Ae a ' ~ aed ¥ as era ts 
; : eee ee CS. ge ee. Pg Bae E aaah Ns Sr arty av ney ER Gee om eh ESL 3 em : ES, ee a) 
, ‘ Satoh ae Beaks Seen ake ice Aa Siete. (Se EME, hi Seem ee ay eo Ne ay et ae pete hc Pee alae fo Een. nee. r WA 5s ae ise, Sten 
54 Deter ae eee Bs” Saenger moh i. ne OE : Dare ene” eee Pa Op Eee > “4 age T Ee § Ba = of hha He _—- « PaO > eee 20 Cee 
ra os ae re Be tera mat panel ar Pee eee eee =) Seen amas. ae ca F <! pe ee a Oe Petite 
et a 4, ile ee. RE «Re Rigi i Mateane oe. > AR eg OE iti AB “De ; er. 3 Bests ae a As 
oe ae en _. fa Ml ie St Oe ae Baie tions Sa eee eos sence ; is ; ; 2 ees : eae. 
a Reals ds ee = SPER, Oe near en ase es ee ee % SoS Ge Bpoee ee a ery sah Rid coe 4, é th a Sees fos ee 
pais eg opt = kak at aie aeemecosee |: \ gt ae eae ee ee arent, oo eS pts ite ot ts - ae fo le Se Tee ee xo ee 
coo eae: MMR aL tg jomenet. =) “Aare iee sit =~ Sg Mey < Bisons ci te} Rr Seas ae a oy, eS) ae SM fo, Re oes OR ° "ae ie Ae in ie 
eo i} het a re oe 7 Peis aides eee ma a pA La in 2 ae oP ee oe, "eae ph eM yo a. Sea a ae ec eee ee ni TEs Orn ee <= ae 
} a 2 eran ese SS” at eee Remeron | ee SS Ce.) SS SR eRe Ge Te eR ee, ns Ss So ecm i agile aero 
| sis } i lia Rae ee eee aca er eR SRO es mem TSE, Rese eg oad Sy MR ae eae ene Y SR a ie ee Pt a Uae: Os meetin ae es as Ts aa 
| = % a Se Uae <i en ee es pie oat ed ek k aD 1 ota i a ia i ep iy er ee ek RSME een ot <* agar, f 2 
} Ee ‘ é see eee Be. een : See, ae ate ea ee soi Sa i anes cine. e pee ome 
(i ai “ ee 7 
= ete ale ne: : 
pe ( sO aon eee ne 5 ee ‘ 
a . t Se ee iat ae ee Rea : : F é 
a ‘eae aap Sia ; e L oe 4 ie ~ are ot hs 7 cycle Se eee te < 6 ee 
es” eee : eee se fh , eee? : bag. a Sigal any ¥ = = 
: AEE _ rt aN ; a ta 4 eens 2 4 : ~ oe 
pie ge 7 inh Sie a ash ; 5 : f 
& “ef > ges - 2 ; e 
ae ea, PE ; fe Tie ede ae Pes rea ae i i iret ae saree hire ees oor st = 3 ; £9 
eS ’ “ oe te by ee Be cere ree, | ie prekioe ~ z , ee, ‘ a we * ae sae ee asa Pet Gani ane Sa B= ae oie 
| et Ce _.. MR ce ; i: a a cat a oa 
= Pet al, ‘ tea 
: tas! 1 ee : 
& wa 
eer Se. aR ae tenes 2 Bhs Pee Emme sin = Ae et ouside iil 3s ena. 5 aera latte aR iy ia oe OE Pears) Tn ee sp hed =o gl es mas ici le Spe aapic e il 
Nae oe eae ee aaa ie ‘ae Hig See yee" A ee Ff ae ge cs capeae OF ‘ Bove baie a Sees SOs areas asi LE ee wit ee oc: Sm Ne 1a teat ore iin Gre eee raed ete 
che a weme Le eta aead alse See oes : Coe eae a ay" ane Leng ae een ‘ : ee eS 8 
| ag i + ea ee ee Cas ney s ain ee, ie te ob “gener Bemeas 52 Sain ee py = Ree ais i sie Pas) tite 5 ae ea ene: : eae ; 
“Mg a BS (tps SUS ee seers i ie a ‘ Cees ite eo oer ignemerrours 1A Lacey euie otes Ges va Pas cea eotnt ova : . 
eso b ‘ hts emt py pe gee ee. ere a ae Se re iccsaiel ia : cr shia host Sad ¥ ie eA pee tae ees 4 ius pein. Be ee pe eee es te seat ad 
ae baie a RE es. sas, Se Fie se ad toda Sip eh sag Pe ae oe ee OR ie oe ee Ce nT ease =a Be ee ee RT fa 8» nega ieeeamaner ts oa ag aaeaede ae Wy. cae ~ A aa Tai ieee Die i bei a 
i i Ae gn ee aie eee ec a eee =p ea eaRamE ESA py meted «ae. ee sg ae scat as tag ia eae ie Bia 2: eee ~ Ceacaeee 
o Fel eee Gen nN anita, Cae aw OMe Sc, a ae oe ess aa te ces: area ee oS A, Pe IM Ce omen ene eo Shy Li 3) cc MRR "eae fe ae 
5 J ita fay gO Beg oe Pyle eR Ti i. mca oes hea Reet rien e's callay es ae oe bo aoe eer ar esis ay gee oat Ae oe Pea ap OA Gera Seen Pore a Nin a aera Geek SA ae ee tees 
& | we ose ko ta ey Ph Seen ine PMG - A g eae Sees PT eee Sy OI Vals Bye tee gr ae ee! AM is pis = gi ta cape EO aR 1 My herds acs 
4 “ pat ; ; ee ae ers oo ye ee bac OES Se eG eter ae Feel Oo ee Ve Hy ene , ptt a oa 5 ae Za ene oo ee Oe ee, vege a ie a ee 
; U gua apa Bae eects hat at in ae > os Ta NT Se ae reas a ia) Lace Pete A Tg tem a eee Cee Pee 
os ‘ ‘ : = aban epee eee see eee ae ete Nake at eer 3 Nene ea ai leks ae? es ise Si | aes foe 
5 ‘ Wao tees Siler roe ey ee eRe ee oe ah Prades cha Ry ae : Sse) eae Fiabe spt Fe EN ge te ’ . = 
3 Be Re ae : te eee eae RST ty pe ae: EN eee 4 Se rites os a os as oO a j eoeT ates 
= pave Stine i, wy at i Ce ieee tic tas =D hae ce 8 Sele ae é eee : = e cise Pet og Bry sit eae 5 = eee 
| A he baer Seep ae ae GG ak (aoe ray : : pe ee Ae vos ee stew ar i ' : 
| cs , : : : Rosie Pas aes 
} ie Mag a 
} te see 
; eres 
a oe 
as a 
: ee 
| f iF ats 
ree >a m 
Be s ; 
‘ 
ie } : Sei iia 
ae, | Pe sae 
4 . ey es 
& Caeet 
os Cs enti 
t Siar i ar eee 
7 ' see me 
a S : 
ieee 
fee ie te 
ees Peete 
es Sag ees 
; } a8 get THON 
] ‘= . i 8 
| } . HW Whe 
1 x 
Bc ae | we 
es = 
i oH Exige Sete: 
a. ‘ ai 
| Be i 
\ : Ti : 
4 
ia te 
» 
a 
er et ria 
y Lens 
eon el ees 
. Cn, ieee 
reo en ates 
vo ae 
Me eee 
4 ok rages 
‘ * ea ae 
~ SPM tk 
) ‘ ea 
- EE K sai fein 
e a. eee 
| : ] , Lie 
) z ] ~ ne 
] j a 
= j » ee 
/ a j ‘ pe 
ee / = 
{ ] 
, | i 
- j 
: | ee 
: 4 
| 
_ 
_ 
ean e hone 
/ : 
}) 
i 7 
2 : ' : 
- Hl / Sey . 
q ; a ‘ 
‘i 4 oe 
~ Sr yoo 3 rey it Seto eee I, ily ae ee ”~ of ene m We ae My aS NS oo 2 pe i r rie fy est é L- a ers Cee “ 


Investigate Television, Radio and Newspaper Response 
.. In the NEW Milwaukee Market and the 


TELEPHONE ANSWERING 
SERVICES 


of Telephone Message Exchange. Adequate 
Response Facilities and Varied Number 
Banks Always Available. No Program Too 
Big or Too Small. 24 Hour Service Every- 
day Including Saturday & Sunday. Full 
Co-operation and Endorsement From 
All Local Stations and Publications. 
Accurate Telephone Response 

Reports Resulting From Publicity 
Submitted To Advertising Agency 
—Client, Station or Publication. 


TELEPHONE MESSAGE EXCHANGE e TELEPHONE ANSWERING SERVICE 


312 E. Wisconsin Ave., Milwaukee 2, Wis. BROADWAY 1-7060 
Milwaukee's Supreme Wisconsin's Largest 


LOOK FOR cS THIS EMBLEM 


a 
OFFICES IN ALL Seek PRINCIPAL CITIES 


Paul Gaynor Shows 
Profit After First 


Month in Business 


New York, Feb. 2—Paul Gay- 
nor, who opened his own agency 
and p.r. shop Dec. 1, ended his 
first month’s operation with a net 
profit—and he’s got a CPA’s state- 
ment to prove it. 

The former v.p. and account ex- 
ecutive of Buchanan & Co., who 


told AA on Dec. 3 that he expected | 


to bill about $1,200,000 this year, 
now anticipates his billing will be 


running at the rate of more than | 
$2,000,000 by April 1. He opened | 


with 2,900 sq. ft. of office space 
and today he feels 5,000 sq. ft. 
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- Laboratories, Social Research Inc. 
(direct mail and publicity, no ad- 
vertising), Fairchild Recording 
Equipment Co., three McGraw-Hill 
publications, the Institute of Aero- 


CLIENT HELP—When Paul Gaynor (left) was 
setting up his own agency in New York last jt’s not client money,” he said. 
December, he got an assist from Warren 


' to the client roster. The others are 


would be just about adequate. 

_ His agency has 12 accounts, in- 
'cluding G. M. Giannini Co., which 
turns out industrial and aviation 
electronic components—just added 


Smith, director of public relations for Fair- 
child Engine & Airplane Corp., a Gaynor 
client. 


Co., BG Corp., Link Aviation, J. A. 
Maurer Co., Fairchild Engine & 


‘American Moninger Greenhouse Airplane Corp., Precision Film 


Your advertising 


works 


harde 


with these millions! 


Over 3°i-million families, 


screened for the BUY on their minds 


b pee advertising dollar buys a lot more in 


Better Homes & Gardens for 2 significant reasons. 


You start with a positive advantage. You reach over 
3%4-million families preselected by editorial planning 
for high income, home ownership, and the desire to 
raise living standards even higher. 
In BH&G they find nothing but 
helpful, inspiring articles to make 
their lives more fruitful—what to 
do, how to do it, and what to buy 
to do it with. 

Your second advantage is that 
these families consider BH&G 


their buying guide. They “shop” it from cover to 
cover. Hence your advertising is a continuation of 
editorial—not an interruption. 


Third largest of all man-woman magazines, BH&G 
is the only one to grow great by an unvarying 
policy of showing readers how to 
live better. 


Yes, your advertising works harder 
in BH&G—your primary medium 
for any consumer goods or services! 
Only BH&G gives you more than 
3°4-million families screened for 
the BUY on their minds. 


MEREDITH PUBLISHING 


COMPANY, Des Moines, lowa 


Serving over 3°: - million families, 
screened for the BUY 
on their minds. 


BH&G Cook Book hits record sale of over 5>OOO 000 


Another demonstration of the selling power 
of the great magazine behind the book. 


No other cook book has come anywhere near 
this figure—in fact, it makes the BH&G 
Cook Book third largest best seller of all 
time, including fiction! And every month, 


over a million women clip punched-page 
recipes from BH&G, designed to be inserted 
in their BH&G Cook Books. When BH&G 


says “this is good.” people buy it! 


, nautical Sciences and Thomas 
| Wolf Publishing Co. i 
a 
= Mr. Gaynor, whose income at, 8 
Buchanan was about three times h 
what his salary will be at his own y 
agency, had to scratch pretty hard 
to raise the $30,000 necessary for u 
accreditation. The first $15,000 was ‘ 
easy, and then he tried to borrow h 
—$2,000 here, $3,000 there. It was y 
no dice. So then he started asking 
for $5,000, $10,000, $15,000—and he y 
soon raised the needed money. f 
“I’m in hock up to my ears, but | ” 
N 
Although Mr. Gaynor’s initial y 
income from the agency will not t 
compare with his Buchanan take- , in 
home, he has two things going for . c 
him: His interest in the agency, A 2 
which will bring him considerable - N 
dough as the client list grows and ° -_ 
the billings mount, and the satis- * e 
faction of running his own opera- i} 9 
‘tion his own way. He’s convinced t 
‘most agencies know little about 0 
business management of their own 7 
shops, and he’s determined his n 
agency will be different. y 
Mr. Gaynor started a retail store ‘ a 
in Washington after the war with . 7 
less than $5,000 capital, and he c 
says his volume today is something Pa 
around $500,000. The store sells bc 
appliances, radios, tv sets, furni- , 
| ture and toys. . 
|@ Getting set up in his new agency ' : 
‘office was a_ grind, physically. | B 
Everybody pitched in, including. . 
clients. One was Warren Smith, di-_ - 
rector of public relations for Fair- " 
‘child Engine & Airplane Corp. Mr. tt 
Gaynor himself moved desks, set‘ - 
up typewriters, carried jumber. He fe 
was sprucing the place up a bit one’ - 
Saturday when he was startled to (i st 
find another client standing behind x 
him watching. “I’ve been standing a 
here for 15 minutes,” said the man. ' a 
Paul Gaynor thinks he’s got one ti 
_of the best paper systems in town: to 
Clients get a copy of every letter, ar 
every piece of copy, every con- sp 
tact report. 
In hiring—except for media,' 
traffic and production managers’ . 
and a treasurer—he’s looked for' po 
his talent outside the agency’ - 
sphere. For creative jobs, for in- = 
stance, he’s dipped into the ad de-' 7 
partments of advertisers. ‘That's ai 
where guys really have to pro- = 
duce,” he says. “I don’t want any a 
$40,000 geniuses who wind up run- : 
ning me.” . 
Renfield Promotes Birnbaum ‘ aa 
Jack S. Birnbaum, New York! n 
sales manager of Renfield Import- ‘ 
ers Ltd., New York, has been pro- tir 
moted to advertising, merchandis- wl 
ing and promotion director. His! is 
former duties will be taken over be 
by Leonard Birnbaum, eastern di-. loc 
vision sales manager. Sydney B. tic 
White continues as national sales un 
/manager and Don Zulauf as adver- er 
| Using manager. ; 
| Agency Changes Name s 
Kaufman-Strouse, Baltimore: 58 
agency, has changed its name to col 
Kaufman, Strouse & Woods, fol-, ve 
lowing the inclusion of David F. on 
Woods as a member of the new ca 
corporation. Mr. Woods joined the bu 
company in 1953 as a v.p. Under 
the reorganization, Marx S. Kauf- th 
man will be president; Samuel S. 7S 
Strouse,. v.p. and treasurer, and rs 
Mr. Woods and Frank Katz, v.p.s. Mi 
ter 
Loewenberg to Katz as A.E. 26 
Sydney Loewenberg, formerly ic 
with Lawrence C. Gumbinner 12 
Agency and Roy S. Durstine Inc., ler 
has joined the Baltimore office of Be 
Joseph Katz Co. as an account ex- Po 
| ecutive. . 
tic: 
Dailey Joins Patterson j : 
Scribner C. Dailey, who served te 
by several national accounts at ff 
|N. W. Ayer & Son, has joined Pat- . 
_terson Productions, Philadelphia, net 
'as v.p. in charge of sales. wh 
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Networks Shaping 
Plans to Capture 
Early A.M. Viewers 


New York, Feb. 2—The morn- 
ing tv audience will get a lot of 
attention from the networks this 
spring. And the telecasters in turn 
nope to stimulate sponsor interest 
with their new programs. 

Sharpest competition is shaping 
up for the early morning hours, 
which NBC’s Dave Garroway has 
had to himself for the last two 
years. 

First man to attempt to lure the 
video-loving housewives away 
from Mr. Garroway and his help- 
ers on “Today” will be ABC’s Don 
McNeill. Mr. McNeill and the net- 
work executives, who have been 
toying with the idea of simulcast- 
ing his midwestern “Breakfast 
Club” for some time, have set Feb. 
22 as the date for the move. Mr. 
McNeill will be a Garroway com- 
petitor in the Midwest only, how- 
ever—his show is aired from 8 to 
9 a.m., CST. The McNeill competi- 
tion to “Today” will be backed 
over WBKB by “Chicago Parade,” 
7-8 a.m., which, like the NBC early 
morning stanza, will feature 
weather reports, capsule newscasts 
and time, and will be emceed by 
Tommy Riggs, well-known radio 
comedian, and his alter-voice cre- 
ation, Mary Lou. “Today” is tele- 
cast from 7 to 9 a.m., EST and CST. 


® CBS Television also has decided 
that NBC has had a monopoly on 
the wake-up hours long enough. 
Hubbell Robinson, programming 
v.p., is putting together a program 
to be slotted opposite “Today.” The 
accent will be on news and fea- 
tures. The exact format of the 
show is still a network secret. 

TV coverage of the “Breakfast 
Club” was offered first to the 
show’s radio sponsors—Swift, Phil- 
co, Toni and Quaker Oats. These 
advertisers had until Jan. 29 to 
exercise their options; after that 
time the video McNeill show was 
to be offered to eompanies which 
are not competitive with the radio 
sponsors. 


s Other plans for daytime net- 
work fare at ABC depend on how 
much success Mr. McNeill has at 
attracting advertisers. If this show 
turns out to be a strong sales vehi- 
cle, the network will build sus- 
‘taining shows around it. At the 
moment, ABC does not open its 
video network on weekdays until 
7:15 p.m., EST. 

CBS’ wake-up telecast is ex- 
vected to debut by March—and 
yerhaps even sooner if program- 
ning details can be completed in 
time. The principal star, around 
whom the program will revolve, 
is still to be selected. Stations will 
be given participations for sale 
locally within each 30-minute por- 
tion of the show. One of the titles 
under consideration is “Eye Open- 
er.” 


s Meanwhile, “Today,” which is 
58% sold out for the first quarter, 
continues to attract additional ad- 
vertisers. General Electric (Max- 
on Inc.) will use the show for a 
campaign to sell tv set owners on 
buying G-E picture tubes when 
they need replacements for their 
receivers. Other new orders on 
“Today” came from: International 
Minerals & Chemical Corp. (Bat- 


ten, Barton, Durstine & Osborn), | 
26 participations for Ac’cent; Mag- | 


ic Chef (Krupnick & Associates), 
12 participations; Jacques Kreis- 
ler Mfg. Corp. (Foote, Cone & 
Belding), 11 participations, and 
Polaroid Corp. (BBDO), 60 par- 
ticipations. 

This spring also will find NBC 
juggling its mid-morning schedule 
again in an effort to get this time 
off the sustaining hook. Here the 
network must do battle with CBS, 
which starts off its strong spon- 


sored daytime lineup with Arthur 
Godfrey at 10 a.m., EST. 


8 Effective March 1, NBC will 
launch “Home,” its new tv service 
magazine hour. This telecast has 
been in the incubator stage for 
months. The show will be sub- 
divided into food, health, beauty, 
etc., departments, with an editor 
for each. 

Sponsors can buy a one-minute 
commercial on “Home” for about 
$5,450. There are eight such avail- 
abilities. Six 26-second product 
mentions also will be sold. Any 
advertiser who signs up before 
March 1 will get one free “mer- 
chandising day” during which all 
the commercials will be devoted 
to his products. 

Coincident with the start of 
“Home,” the rest of the morning 
schedule will be shuffled, with 
“One Man’s Family” and “Break- 
fast in Hollywood” joining the 
lineup. 

NBC also is considering expand- 
ing its network day into the late 
evening hours. To be aired at 


about 11:30 p.m., EST, this show 
will star Steve Allen, a former 
CBS exclusive performer, who has 
been brightening up the after- 
theater hours on WNBT, New 
York, for several months now. 
NBC may start giving Mr. Allen 
the run of the network this sum- 
mer. 


Kurtz to Schwimmer & Scott 


Paul Kurtz, formerly television 
advertising manager for Polk 
Bros., Chicago retail store, has 
joined Schwimmer & Scott, Chica- | 
go agency. Polk has not announced | 
a successor to Mr. Kurtz. 


United Promotes Stiller 

John M. Stiller, director of ad- 
vertising and public relations for 
United Wallpaper Inc., Chicago, 
has been promoted to assistant 
to the president. 


Dodd Joins Katz Agency 


Thomas M. Dodd, formerly with 
the sales staff of Harper’s Bazaar, 
has joined the publications sales. 
wd of the Katz Agency, New 

ork. 


The NEWS of the Rockies: 


This is the Sth highest of all 
U.S. morning newspapers in per 
cent family coverage, City Zone. 
Denver's other good newspaper 
rs 1 Sth highest—in the evening 
e 


Denver builds—Denver grows. 


| Rocky Mountain 
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where Mount Vernon 
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do prospects know where they can buy your 


products or services in their own home towns? 


There’s a sure, economical way to direct 
them —Trade Mark Service in the convenient 
‘yellow pages’ of telephone directories. 


Trade Mark Service identifies your authorized 
dealers (names, addresses and telephone numbers) 
easily and quickly. The list of your dealers appears 
under your trade-mark or brand name. 


Thousands of companies in many lines are 
using this dealer identification plan. 

Why not include Trade Mark Service 

in your new sales program. 


For further information call the Classified Directory Representative at your local 
telephone business office or see Standard Rate and Data (Consumer Edition). 
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New York, Feb. 2—Radio and 
tv stations need their own industry 
association to help them fight their 


Flanagan, managing director of 
the Station Representatives Assn., 
suggested in a speech here last 
week. 

Speaking before the University 
of Georgia’s radio and tv institute, 
Mr. Flanagan said: 

“The first big failure of the net- 
works was in their conviction that 
tv would destroy radio. They used 
their unilateral power over affili- 
ates and rates to undermine the 
radio rate structure. The stations 
protested, formed the all-affiliates 
committee to deal at arms length 
with the networks. The stations’ 
effort collapsed under legal advice 
of conspiracy. 

“Now the stations have no ef- 
fective means of dealing with the 
networks. The stations have no 
general station organization. A 
station group of one network is 
under the disadvantage that the 
network can plead ‘competition.’ 
NARTB is stations and networks. 
So is BAB.” 


+ The representatives’ spokesman 
said the constant efforts of the 
networks to increase their power 
requires counter strategy. Cited 
among these network “excesses” 
are their ambitions to represent 
their affiliated stations for non- 
network time sales to national and 
regional advertisers and their vari- 
ous special plans—power, multi- 
message, tandem, etc.—which are 
“cut-rate devices mostly” for si- 
phoning off national spot business. 

“The necessity that mothers 
these inventions is the decline of 
network radio business,” Mr. Flan- 
agan continued. “It started down 
hill in 1948 and is accumulating 
toboggan speed. The network peak 
was $134,000,000. It’s now down to 
$89,000,000 (Broadcasting’s 1953 
estimate). National spot keeps 
gaining; has an unbroken series of 
annual increases since 1935; gained 
3.4% in the crucial glamor year 
of tv, 1952, and gained 16.9% in 
1953, according to Broadcasting’s 
estimate. Spot’s a natural, yes- 
siree.” 


A 


s As for the networks’ represent- 
ing non-network owned stations, 
Mr. Flanagan had this to say: 
“The revenue of the networks, 
if you include their o-&-o stations, 


If you use 
DIRECT MAIL 


You should Know 
CHARTMAKERS 


A PRINTED PIECE is no good unless 
it's read. That's why it makes good 
sense to turn your ideas and copy 
over to Chartmakers for expert lay- 
out and production. 


FOR THREE DECADES, we've design- 
ed some of the finest printed pieces 
for many great advertisers. And 
we're mighty proud of our distin- 
guished list of satisfied clients. 


BOOKLETS, BROCHURES, MAILING 
PIECES of every description: no mat- 
ter what your problem, or budget, 
call us. We'll be glad to show sam- 
ples and quote on your job. 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 
MUrray Hill 8-2760 


battles with the networks, T. F.' 


Radio and TV Stations Should Have Own 
Group to Fight Networks, Says Flanagan 


was off 8.2% in 1952. The national 
spot business of the networks’ 25 
o-&-o radio stations was off 3.4% 
while total spot radio was up by 
the same figure in 1952. If they 
(the networks) can’t maintain the 
industry increase, how can they 
solicit representation contracts 
from stations? These 25 stations 
should have far more than the av- 
erage national spot gain if they 
were well managed.” 

The SRA executive offered this 
advice to the networks: 

1. “They might examine their 


past pressure on stations that re- 
sulted in repressive regulations”; 
adopt a policy of “be kind to our 
affiliates,” and thus avoid an FCC 


network investigation and new 
governmental controls. 


= 2. “They might move complete- 
ly out of the business of non-net- 
work representation, thus guaran- 
teeing competition and helping the 
creation of new spot advertisers, 
so many of whom are network 
prospects.” 

3. “They might discipline them- 
selves to keep their pencils out of 
station rates, even for network 
programs, and also stop the pres- 
sure to secure station time in ad- 


vantageous station segments.” 

4. “They might realize that film 
transmission by a tv station is not 
network business and graciously 
concede it to be spot business with- 
out making the station fight for it.” 

Mr. Flanagan said that most 
owners of network affiliated sta- 
tions “value a network affiliation” 
but that the “station owner who 
becomes too independent or balks 
at network determination of rates, 
or refuses network programs or 
shows lack of loyalty, sacrifice, 
humility can easily find himself 
looking for another network.” 

He added that though it “takes 
courage and hard work, the station 
owner has the solution of his net- 
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work problems in his own hands 
The stations need their own indus- 
try trade organization to do a great 
deal of their work.” 


Daum Joins Road Commission 

Arnold R. Daum, formerly pub- 
lic relations specialist for the oil 
industry information committee of 
the American Petroleum Institute, 
New York, has been appointed 
public relations director of the In- 
diana Toll Road Commission, Indi- 
anapolis. 


Kaufman Heads XETV 

Julian M. Kaufman, formerly 
with KPHO-TV, Phoenix, has been 
named general manager of XETV, 
San Diego. 
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Advertising Age, February 8, 1954 
Kettell Elected President POPAI Names Ruder & Finn 


Walter Kettell, an associate di-| Point-of-Purchase Advertising 
rector of Bowman Dairy Co., Chi- | Institute, New York, has appointed 
cago, has been elected president, Ruder & Finn Associates, New 
of the Chicago Convention Bu-)| York, to handle public relations 
reau. Other officers elected are and promotion for its eighth an- 
Gerald A. Sivage, 1st v.p.; John J. | nual symposium and_e exhibit, 
Murray, 2nd v.p.; A. M. Quarles, March 30 through April 1 at the 
= and A. V. Farr, secre-| Hotel Statler in New York. 
ary. 


Harvester to Break 
Refrigerator Drive 
in March Via ‘Post’ 


Cuicaco, Feb. 3—International 
Harvester Co. will break the cam- 
paign for its ’54 line of refrigera- 
tors and freezers March 6 with a 


Named Associate Art Director gour-color spread in The Satur- 


Sullivan to General Foods Rod Emery, formerly with J. R. 
Frank A. Sullivan has joined the Kupsick Advertising Agency, has 
Walter Baker chocolate and cocoa been named associate art director 
division of General Foods Corp. as ‘of Daniel & Charles, New York. 
marketing manager of its bulk | 
products division. He will direct WITY Names Burn-Smith 
sales of all bulk products fromthe | WITY, Danville, Ill., radio sta- 
division’s offices in Dorchester, tion, has appointed Burn-Smith 
Mass. ‘Co. to represent it nationally. 


day Evening Post. 

Other magazine ads will follow, 
but the complete schedule has not 
been announced. 

Co-op newspaper, radio, tv and 


movie trailers will be used exten-! 
sively. More than 100 individual | 


ads have been prepared for use by 


37 


dealers, and six outdoor posters, KPTV Appoints Pacific National 
are also available on a co-op basis.| pacific National Advertising 
An extensive line of point of Agency, Portland, Ore., has been 
sale material, including drapery appointed to handle both program 
fabric printed with the IH insig-|and advertising promotion for 
ne, also has been prepared. |KPTV, Portland’s first television 
The theme of the campaign is Station and the nation’s first com- 
“new faces, new spaces,” calling ™ercial u.h.f. station. 
attention to “face-lift restyling” | 
of doors and increased interior | Fitzmaurice Promoted to A.M. 
storage space. Edmund J. Fitzmaurice Jr., who 
Leo Burnett Co. is the agency.|has been a supervisor of railway 
and motive power sales for Elec- 
‘Haire Opens L. A. Oftice tric Storage Battery Co., Philadel- 
| Haire Publishing Co. has opened 


phia, has been promoted to adver- 
an office at 3460 Wilshire Blvd.,|tising manager and sales engineer 
Walter J. Breslin, 


manager of the industrial division. 
who has been advertising manager 
of Corset & Underwear Review,|Mogge-Privett, Account Part 
‘has been named western manager.| Mogge-Privett, Los Angeles 


|Los Angeles. 


You're seeing double 
in the daytime 


have: 


as low as 34 cents. 


each shopping day. 


television stations. 


Today your chances for making sales in 


daytime television have doubled... 


Because the 10 stations represented by 


CBS Television Spot Sales—in two years— 


...doubled their daytime audiences, today 
attracting 14,500,000 different viewers 


...doubled their gains in multi-station 


markets, to win an average lead of 20% 


...doubled in economy, with costs-per-M 


These 10 stations are the best way to 
daytime television—and daytime television 
is the best way to 28 million housewives— 


who spend over 204 million dollars 


In 1954 your sales picture will be brighter— 


all day long—on these 10 big-volume 


CBS Television Spot Sales 


Representing wcss-Tv, New York ; WCAU-TV, Philadelphia ; 


agency, and California Marine 
Curing & Packing Co., packers of 
Priority tuna, have severed their 
client-agency relationship. Reason 
given was “new product complica- 
tion.” 


Names Waterston & Fried 


Underwood Laboratories, Strat- 
ford, Conn., maker of Keraplex 
face lotion, has named Waterston 
& Fried, New York, to handle its 
advertising. 


Hotels Name Bloch Agency 


H. George Bloch Advertising 
Co., St. Louis, has been named to 
handle advertising for the Mayfair 
and Lennox Hotels, St. Louis. 


“It still 
comes out 


7 BILLION" 


No matter how you figure it, the 
amount of money the men and 
women in the U. S. Armed Forces 
have to spend, largely on the con- 
sumer market, is over 7 billion 
dollars. If you want to learn the easy 
way to do business in this special- 
ized field contact our nearest re- 
presentative. He can show you the 
direct way to sell Service families. 


Army Times, Navy Times, Air Force 
Times, the great Service weeklies, 
and Air Force Daily, the dynamic 
new European edition can establish 
your product with these young 
buyers who will carry their brand 
preference into civilian life. 


EAN 
NEW! euro 


ed from London 5 doys weekly. Circulation 


Publish 
pore 


@ Widest Service Coverage 
@ Lowest Cost Per 1000 Readers 
@ Published In 12 Weekly Editions At 


WTOP-TV, Washington ; WBTV, Charlotte ; WMBR-TV, Jacksonville ; Home and Overseas 

WABT, Birmingham ; W8BM-TV, Chicago; KGUL-TV, Galveston- 

Houston ; KsL-Tv, Salt Lake City ; KNXT, Los Angeles and @ Low Combination Rates For All 4 
CTPN, CBS Television Pacific Network. Great Service Papers 


GET “HOW TO SELL” DETAILS, SAMPLE COPIES, 
RATES AND MARKET DATA AT NEAREST OFFICE 


ARMY TIMES § ( 
AIR FORCE TIMES 
NAVY TIMES 


(All members: Audit Bureau of Circulations) 


AIR FORCE DAILY i 


HOME OFFICE: 2 
3132 M St., N.W. WASHINGTON 7, D. C. 
Branch Offices in: NEW YORK @ CHICAGO 
SAN FRANCISCO @LOS ANGELES and PARIS 
LONDON e ROME e FRANKFURT @ TOKYO 


Sources on request 
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COMPARE: THEY’RE LONGER—Kathi Bieluck 
of the Match Industry Information Bureau 
lights up a giant smoke with a giant match 
as a reminder that entries in the bureau’s 
annual advertising awards contest will be 
accepted until Feb. 15. Entry forms are 
available from the bureau at 1 E. 43rd 
St., New York 17. 


More Companies Use Match 
Book Covers as Ad Medium 


Match books were used as an 
advertising medium by 19% more 
companies during the first nine 
months of 1953 than in the com- 
parable period of 1952, the Match 

dustry Information Bureau re- 

Aports. The bureau estimates about 

' 300,000 business concerns used 
match cover space in 1953. In 
1952, 257,000 companies advertised 
on them. 

Among new trends the bureau 
notes are increased use of the 
match covers by agencies, as pre- 
mium offers; with coupons; larger 
number of match books in the av- 
erage order; upgrading of paper; 
use of more color, and greater us- 
age by industrial advertisers. 


Hold Heads New AFA District 


Roger M. Hold, director of ad- 
vertising and sales promotion of 
Munsingwear Inc., Minneapolis, 
and president of the Minneapolis 
Advertising Club, has been elected 
governor of the newly-created 
ninth district of the Advertising 
Federation of America, covering 
Minnesota, Wisconsin, and North 
and South Dakota. Louise Haeber- 
le, WCCO-TV, president of the 
Women’s Advertising Club of Min- 
neapolis, was elected secretary- 
treasurer. 


Dutch Firm Names Agency 


Nederlanse Klokkengieterij B. 
Eijsbouts, Lips of Asten, Holland, 
has appointed Allen, McRae & 
Bealer, Atlanta agency, to handle 
its U. S. advertising. Eijsbouts is 
a manufacturer and installer of 
cast bronze ringing bells and car- 
illons. 


SCHOLASTIC 
MAGAZINES 


| 
| 
| 


| 


PR Group Elects Officers Hy-Grade Buys Carstens 
William McCray, Amalgamated| Hy-Grade Food Products Corp., 
Sugar Co., has been elected presi- Detroit, has purchased Carstens 
dent of the Intermountain chapter Packing Co., meat packer and 
of the Public Relations Society of | processor with plants at Tacoma 
America. Other officers elected and Spokane, Wash. Price is re- 
are J. Roy Bardsley, Research ported to be close to $3,500,000. 
Services, v.p., and Arthur McQuid- |Thomas Carstens Jr., president of 
dey, United States Steel Corp.,|Carstens, will remain as Tacoma 
secretary-treasurer. ‘manager, while Philip Carstens 
will continue as Spokane manager. 


Advertising Age, February 8, 1954 


|Consulting Service Launched 
Lee W. Court, formerly display 
manager of Filene’s, Boston de- 
partment store, has joined with 
Ben Nason, advertising designer, 
and Robert R. Walker, public re- 
lations consultant, to form a new 
consulting service for retailers, 
manufacturers and _ advertising 
agencies. Nason-Walker-Court has 
opened offices at 1126 Boylston 


Two Name Foltz-Wessinger | 'St., Boston, and will specialize in 


Alloy Rods Co., York, Pa., man- Anderson Joins WDEF 
ufacturer of welding electrodes, | Harold Anderson, formerly gen- 
and Drawalloy Corp., York manu-|eral manager of KOLN and 


store planning, product identifica- 


tion, planned retail promotions, 
and public and industrial relations. 


facturer of welding wire, have ap- KOLN-TV, Lincoln, Neb., has! 
pointed Foltz-Wessinger, Lancast- joined WDEF, Chattanooga, as. 
er, Pa., to handle their advertising. manager of the projected new sta- | 


handled the Alloy Rods account. on its transmitter shortly. 


Heck Leaves Italian Swiss 


| 


Bennett Joins Best Foods 
Charles F. Bennett has joined 
Best Foods Inc., New York, as a 
product advertising and promotion 
manager. He was formerly with 
Lever Bros. Co. as brand promo- 
tion manager for Spry and Rinso. 


CBS Names Pumphrey 

Preston Pumphrey, formerly ac- 
count executive for General Elec- 
tric at Maxon Inc., has joined the 
business affairs department of 
CBS Radio, New York. 


Comegys to Feiberg & Glass 
Comegys Food Corp., Philadel- 


r ; é Adolf L. Heck has resigned as phia packer of food products, has 
W. H. Long Co., York, formerly tion, which will start construction president of Italian Swiss Colony | appointed Feiberg & Glass, Phil- 


.Co., San Francisco wine producer. | adelphia, to handle its advertising. 
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Here is where you tell them 
Where to Buy Your Product LOCALLY 


Up to now .. . manufacturers have had little or no opportunity to tell builders just where to 
buy their products or equipment in their local building area. This has been one of the 
biggest sales problems confronting every manufacturer serving the light construction 
industry. 

But now . .. in the April 1954 Builder-Dealer Catalog Directory . .. AMERICAN BUILDER 
gives you the opportunity to place your dealer listings in the WHERE TO BUY IT LOCALLY 
Section... and at NO ADDITIONAL COST to you! 


F fe b E To Full Page Advertisers — 105 Two-line 
or 210 One-line Dealer Listings in this Section 


This is how the plan will work: for every full page display advertisement placed in the 
April Catalog Directory issue of AMERICAN BUILDER . . . you will receive 105 two-line 
or 210 one-line dealer listings absolutely FREE OF CHARGE! If necessary, additional listings 
may be purchased at $2.50 each, so that you can list all of your dealers. 


This is it . . . the most powerful dealer sales-help ever offered to manufacturers . . . the 
answer to your problem of building better builder-dealer reiationships! It’s a natural 
goodwill builder for you . . . and will pay off . . . in many more SALES. Be sure to list all of 
your dealers . . . (you get 105 two-line or 210 one-line listings with every full-page adver- 
tisement) . . . so builder-contractors know where they can buy your products locally! 


SECTION ONE 


ALPHABETICAL LIST OF 


Building Products and Equipment 


QUALITY SAVES TIME and MONEY 


FOR ALL ABRASIVES 


Klene-Rub Abrasives 


Here You tell the Builders Who You are 
and What Products You Make 


To further strengthen the tie-in between your dealer listings in the WHERE TO 
BUY IT LOCALLY Section and the PRODUCT LISTINGS Section . .. AMERICAN 
BUILDER offers manufacturers a direct route to bigger and better SALES in 
the light construction industry. 

One, two and three-inch display ads . . . to run in both the Product and 
Dealer Listings Sections . . . are available to any manufacturer wishing to 
complete the tie-in between his Dealer and Product Listings in the APRIL 
AMERICAN BUILDER Catalog Directory. These display ads will be placed 
adjacent to your specific Dealer or Product listings at the nominal cost of 
$35.00 for a one-inch ad; $65.00 for a two-inch ad; and $95.00 for a three- 
inch ad. 

All display ads should be tailored to fit the specific classification they 
appeor under . . . and they should be used throughout both sections . . . 
thereby offering you the opportunity to present as many additional sales 
messages as you desire. 

This is the way to obtain maximum product identification! Multiple ads 
. . . Strategically placed . . . all shooting to sell the builder — at the most 
opportune time — when he is in the mood to buy. And remember — these ads 
will work for you throughout the year — for this Catalog Directory is kept 
and referred to all year long. 


ere 10 


a 


- 


A” Kea Wig ern ee | RR OM, Ra le bee. une 7 rs _ ey Ww hg Cs a ee eee * oe coe ae on ee oe a hee. = aS |S a, wee ee. eee eS — 7. a See oe OE AP. CEP ads Se ee” “7, , _ Me ie is iia ee A 
eth. Heo wt ty eset Shans IS Sees Sa ce ats RRNA id low steer” Hh eae VO Bi cu Weiadias SS ok nee RLY Sao é CEOS Hits mR Fe) cee ee ads Sam Miu Saco A em FR BY A iG oe red ee ROL eae = é ha Sheena a had ten Pea a ky ares Perey a ‘ 
aden oe ean big : eS peda Ate 3 3 e: ak timetge s2 foro ae: yes en eon ay Be a ras ve Ret ie ene eu 9, teh Wee Si er 3s le me Bi aut Mee ASE fae rca Meek ae Rta (SE Degg ona ae 4 ef gfe seine 
ee. Beek ota can eee Wale ae ae ick r Ae abe: ; : pe ed os GA barter’ Feel RR yea Pet Fe ey Naam a E Sia ere ae Fe I eas Cee rit 3 a ie Pte Ferg ey My, pea bene pees A, : i yaa ee 
pie ie ap 7 : 4 : " oe ge 4 Agi, Suge Gre od ngs ey, SIN cl 4 ies So ae reas ie Ris a igles EAL cae o te: ti shod ciple Pues eas Ae Renee eae ee Bee as et tat one oe ee UA eer 
Tee : ‘ ’ : ae ‘ ' peice Pe a4 f nheged x “62 hoe Ceeenene aerate 

Phy ee: . - . ; ee ia aa er ot 
See ~~ 4 oe ee ; 

OY Bae aes eae 
Sor ’ | peat 
ones — os 2 
aa. et 

% 38 Bee 4 
ee oes 

j aia 

Fi . , 

vee. ot "aq 7 { 

, e . 1 Ts : a 

fi 4 : ! 

: ee ee ¥ 
mabe. m fe. eee 2 lL 1 
cK, 4 Ee eye 3 ca> 
ae i ‘ Z . Ge aise re) { 
oN * , a he tt } 4 , 

oie ; \. ; j Bee : 
‘ ' i" a } ty } 
a e sete a a 
 & eis ae 
ee . : i mae 
c a - i ee 
a a a “Ae <i = ; “ 
: a ae | : 
‘ aes j . 
: ee: oe ee | 
. ieee se es | } : 
PN tae + 2 
j : ; 
a - 
> 
- | . i ea 
: : 7 
aa | 
be > 
Prk + | i si 
ee ” Bese 
Be Bs 5: 
; ee 
2) ae 
ger 0 — 
Be PS So -_ 2 
one : gee 
~~" a 2g 
Saad oe aes 

gir 8 aj se } 
Wing Pe s 
ei ve ‘ Valse at rv 
aes ahs. q Ry " te: i 
it Sa 4 A ££ asi! 

vie ie ‘ My 
ee ie “F: , ¥ 
: es | = 2 “s 

ran i a ae Ms 
eter | fee 
: | = 
ber : stn 
a ae 

| eae 

| Sear 
Hi : = " Say 
} ae 
| ee 
c C 2 
ae | Se ————S Baik" 
wee : | a ee Bic oy 
se ————————— EE af 
es if 
Renee oO 
oe SECTION THREE Be. 
Paes Ae 
ee ue 
ae ry int ) 
ae, co AUBURN MFG. CO, "= == cae SER Score { Bh sage ‘ 
sf ge Eicws aT Seve St 
et et tame ete! Soe ae 8 oe —_ se Be es 
9 sit see ese Eley on oe 

eae Ses ass SS Se. ? oe 

aye ont See 1 ty en a ine 7 i 

ae FP | NR Ae 3 ya 

2 SReess are ‘ 

ane HH HANSEN MFO.co. SS Nes : 

a ee | KENOSHA, WIS. , mo 
a es | a a 4 ee 
bo ae age cate n lee Sar 
ce ena sect SRN ou“ i ae 
eas: nant apeperes— TTT . 
Weld | amass ve ie 
‘ae cons ange tn. Reentne pata cope Be 

5 j oon eS mth“ “EERikeee 8 Sate vclects  & rf 
ee 5 Nea SR) oe _ 

é To ae - see Pe ete 
; = —-. —* i 
4 coo tae we wtenua tess 7 See 
Ss | at tn ee —— | ee Se | 

cam meh toe Soe Oo i a | : : 

; —<—- —— 2. ‘ 
stews S55 : 

ee ee TS p 
~ er toe «© — = “ +5 } 2. — . : | 
: — a BL Poy eee | 
eres ( EARLY MFG. CO. i SS er : 

he ee 3 es |) SS SS | Ss SS iz 

WeSee testenie © @ ote =— = woe Ene mee - ; 

Be SS IS Ss= Sie Tae ac ] 

ar SST ho oe ee —— os bate Kr tod — sie : 
a ST eee eee Od oa 
_ , ee rs =e Le Tl ee , } 
He eae =F eat ay —————_—_————_————— —4 Bee ~ 
oe eae Sa. be @ we oeen Sone sown SS iss Saas / 

Hones ae: ewe cap os —_——————————_———— ee cee 
2 hee Tene oe rr —_ a: 

are ag ne ed Sere tem oe ae ; 
ee att = anes Quy rom HANSEN Distettnuters Fo enee man tee My id i 
Se raw STS tera! Drameutors can Help ¥ PR aol a nak } u : 
Pet ge —*) - = von 5 ee tee fin ie q . 
ae mS Sc eee Se, St a 

i — one" <2 Stee | “ 

meee TiS. ewe co See oe co Wiese Se / 
ee i= 
eer ee 
erty a 7 Lat 
tare A ; 

Satter + i . 
a et ee ee } 
' J 
Me ‘ mets ah ft 
i . beg sp a y iy gs Lee PHOS Seat 
z ‘ gues Ais ae } ri 
Want Cote! SS -iaepaiale Maree 

in See ° 2 y } Be ak 1954 AMERICAN BUILDER DIRECTORY ee 
Sats Pe *e ) Oe ee Ae | Cc ae 
he 7 . Ciaok ee eS iH ae 

, 
» — ‘ a et —————— SSS i oe 
= é “i 9 SS a 
‘ : 7 oN * = Se } a 
: : nw A, ss | { e 
oe vies ee —_ | 2 . 
Lae ee : W. 
¢ 2 Pe Sh 
Baie ; = 
pegs x 
[ee f "ee 
3 : Manufactu i § 
poe Ud 
Biya — SS J 
Riccar ABRASIVE PAPER ond CLO ee Song | 
pees Me — a——__ SSS mien } 
i a - } * I 
a= a —— eee s 
e ‘ eee a ee 2 a | 
: 4 . laroect cri dating pear enaSRESERR pa po ang 
. 9 est circu’ ic r ——=——- = SS A 
ai Mee Mie) ia acre re esate eee —_——= H hie } 
f ‘ ts ae fi aes - ae si ; _—_ Fs ees ———— =. j 3 = 
ih ee es ae ee : SEE = ; ree 
é ee , a a . en Pg a i —_—_—_—_—_— 1 7 | 
fe RR. os 000 . re ae ° | ta 
E oat cae ge , = : weekly— x es ee Seal-tex pp beaten a } 
oat pee ia aoe i. % < * x 
‘ Se See ; ee + er —S Ee GLU-STIX Adhesives Bon: 
NLP eee Tee nae : : Ss — a as: 
a iaadek ihe eel Rat ¥ ns = _— = == { a 
eT a “a ime = — ————————— 0 Seen | 
b Seer edalaas Bienes Sich sar co wo — SSS=—=—=—= ; 
bo ce 5 hla 9” a yt ig Ra ea a aa ee ; —— — q 
; he: r Pee hy fe Oe * = Seal-tet Inc SS | : 
: THeGrU Qd i ————~—--_—g Ce Ez 
Be TA peas ol gns Shae moe eae ty 2 ete: eee ‘ ; ——_——_———— ee —————— - At 
pktee Rk ger ie ag ; - A —— Sd L aamannma — | 
tele chk EMT MAL oe A ee fe a —————= | 
St: ; ale ay rh} ai ——— —S = hesiv a | 
Sw h ES" vu owes te ae ai oh Sd. aNreans i A. ——————_—_—_—— GLU STIX Ad es Co 4s | 
pee eal Fe ecctak Weer reo esse e ‘ ACOUSTICAL MATERIALS — 4 | 
a Beg Soy ne pm ie ear Se Arg ay ‘ a, Se = ts 
; tt Ee BO ae eee eh my Ege tae % ——=——— —— —=— d | 
: ‘ ———— ———— —— = 
Se ia seal ae Fn ge a eR ee ———_——— = oe | 
& BA Oe ia) «ile ie i oo Fe eee i 4 —————————— —_——— SSS ; 
4 pe aes q és Se Seip eek ee ah fi oR —— ————————————— a b } 
<x A Sie ae se" Pe eke ee 4 te _—— ——————oOOOOOOS SO = Pp : 
Sil ty iuesears gwen tele ee SA as i hl ie < | i | 
i. tipi ee bg emt oe vice Ae y Oe eee ie “A ether { 
Ae Pe eT ey a ae as: pe ae 3 
aa ea See Sc ae ea re is 
tet, 2 VEY O GOH SCHOOL YOU l6@ a: 
mie ; La IN amb Sp HS ete pea chi a UTH Fp le : $ ae 5 eee aoe * sg } 
: et ae ead eCTper egies eel ead Ser a5 f ee | 
oy ta WES Rp ay ae K 386 4 ' 
a ee Nae aero iat Bia. J on ere as ta j 
i Bt fe ee eee ey ee de . . -- 2 
Br en ae ‘F Bey ea en oN ee ae om i\ 
ie a Se oe er ee : 7 } 
"a aw j ' . 
Rie 
a 
3 55 9 
zs ee F : 
‘ + Soe aS) i EMG te E ees! — hie ce i : 3 x ‘ 4 ‘ ¥ ’ , if: ae sh 


> eee ee 


Advertising Age, February 8, 1954 


‘Journal’ Promotes Moore 


Edward K. Moore, a sales rep- 
resentative of the Ladies’ Home 
Journal, has been promoted to 
publication manager of the maga- 
zine. He succeeds Arthur L. De- 
war, who has retired. 


Joins Sudler & Hennessey 
Irving Shelton has become a 
member of the merchandising and 
plans board of Sudler & Hennessey, 
New York pharmaceutical agency. 
He was formerly president of the 
Medical Detailing Service Co. 


Screen Gems Names Jaeger 


Andrew P. Jaeger, formerly v.p. 
in charge of sales for Prockter 


| Syndications 


International, has 
been named director of New York 
sales for Screen Gems, Columbia 
Pictures tv production subsidiary. 


Dexdale Hosiery to Ullman 

Dexdale Hosiery Mills, Lansdale, 
Pa., has appointed Ullman Organi- 
zation, Philadelphia, to handle 
publication advertising, direct mail 
and retailer promotions. Dexdale 
has been a direct advertiser. 


Mecchella to Waldie & Briggs 


John Mecchella, formerly with 


Lumbermens Mutual Casualty Co., | 


Chicago, has been appointed assist- 
ant research manager of Waldie 
& Briggs, Chicago agency. 


Reynolds, Hotpoint 
Plan Refrigerator 


and Foil Promotion 


CuicaGo, Feb. 3—Hotpoint Co. 
and Reynolds Metals Co. are join- 
ing in a back-scratching promotion 
for refrigerators with aluminum 
foil dispensers. 

Several of Hotpoint’s 1954 re- 
frigerators have been designed to 
dispense either waxed paper or 
aluminum foil through a slot in the 


door. A roll of Reynolds wrap will 
‘be placed in each dispenser before 
| the refrigerators leave the factory, 


with Hotpoint paying for the foil. 

Hotpoint will play up the feature 
in its advertising and sales pro- 
motion material, although the Rey- 
nolds name will not be mentioned. 

Reynolds, in turn, will promote 
foil-carrying refrigerators—also 
without reference to brand—on its 
“Mr. Peepers” television program 
and in other advertising. 


Eschen & Roe Changes Name 

Eschen & Roe Co., Los Angeles 
and San Francisco, is changing its 
name to Eschen Co. Harry Roe 
left the firm a few months ago. 
Don Foss, formerly with the Los 
Angeles Times, has joined the Los 
Angeles office. 


First time available in any 


Light Construction Magazine 


Now for the first time . . . you can let the builders know where to buy your products 
LOCALLY! Here... in the April Catalog Directory issue of AMERICAN BUILDER. . . 
you can get your sales message across to the ‘hard-to-reach’ builder-contractors. And 
furthermore, you can now tell them WHERE TO BUY YOUR PRODUCT LOCALLY! 

Stop and realize the impact of your catalog-type advertisement in this readership- 
stimulating Catalog Directory issue. The builder-readers will come to you . . . in their 
search through the pages of this Directory. . . looking for the products they NEED... 


the products you make. 


This offers an inexpensive way of reaching this biggest of all markets . . . a market 
that cannot possibly be adequately covered by personal selling. Remember . . . it will 


1954 CATALOG DIRECTORY 


= Co Dae ee a7 ‘ fe 


cost you money ... IN LOST SALES... . if you pass up this once-a-year opportunity to 
SELL THE WORLD’S BIGGEST MARKET. 


Plan now _ . . to be adequately represented in this April Catalog Directory issue of 
AMERICAN BUILDER. Take advantage of the 105 two-line or 210 one-line dealer 
listings which you can obtain FREE OF CHARGE with every full page advertisement 


placed in this Directory. Also, remember to use several of the one, two and three- 


inch display ads in the WHERE TO BUY IT LOCALLY and PRODUCT LISTINGS Sections. 
Follow these suggestions . . . and do a more complete selling job for your products. 
Besides, it's a good way of stretching your initial investment over a full year’s time. 


FRE 


AMERICAN BUILDER 


A SIMMONS-BOARDMAN PUBLICATION 


79 W. MONROE ST., CHICAGO 3 


AAPHREITICAL LIST OF BUNOING PROBUCTS one tQuIPmENT 
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Send today for 16-page brochure completely describing all the new, 
exclusive features of the April Builder-Dealer Catalog Directory. 


To be Published: 


Closing Date: Feb. 25, 1954 


For standard color - Feb. 20, 1954 
For special color - Feb. 18, 1954 


April 1, 1954 


Send your Space Reservation Now 


30 CHURCH ST., NEW YORK 7 


and money for builders. 


keep abreast with changing times. 


Regular Advertising Rates Apply 


and...here are more sales-stimulating editorial features — designed 
to make this the most Sales-Productive Buying Guide for Builders 


@ Regional Editions — a new feature started with the January 1954 issue . . . 3 ‘custom- 
edited’ regional editions .. . Northern . . . Southern . . . Western. ‘ 


@ Regional Weather Forecast — by famed Dr. Irving P. Krick. Monthly forecast designed to 
save home builders countless days and dollars. : 


Color House — 4-color illustration of exterior and interior . . . complete with block plans 
and specifications of home designed by top-notch architects. 


New Products — editorial description and photographs of new products designed to save 


Ask the Experts — gives factual, concise solutions to-problems sent in by builders. 
Technical Guide — presents the ‘how-to’ solutions to new ideas, innovations which enable 


Blueprint Gatefold Plan — shows complete working plans of Color House .. giving 


builder first-handed impressions of every detail in its construction. 
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O'Sullivan Rubber to Hoyt 


Charles W. Hoyt Co., New York, 
has been named to handle adver- 
tising for O’Sullivan Rubber Corp., 
Winchester, Va., maker of O’Sulli- 
van’s heels, effective April 1. The 
account is presently handled by 
Byrde, Richard & Pound, New 
York. 


Pharmacal Names Price 


David Price, formerly of the 
sales management department of 
Pal-Personna Blade Co., has been 
named v.p. in charge of sales of 
Whitehall Pharmacal Co., New 
York. 


NBC Promotes Jacobi 

Frederick Jacobi Jr., who has 
been with the division’s publicity 
department since 1950, has been 
named press manager for the NBC 
film division in New York. 


Carstairs Promotes Frost 
Benjamin D. Frost, sales mana- 
ger of the Carstairs division of 
Calvert Distillers Corp., Pittsburgh, 
has been named advertising and 
promotion manager of the division. 


Balloons 


WORLD'S LARGEST 
MANUFACTURER 
OF TOY BALLOONS 


| ‘/hy OAK RUBBER COMPANY 
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Pacific Shipper Names Re | in ij 
Pacific Shipper Inc., San Rai. 17 Brokers Join m 


i blish ope ° | 
Truek Traffic, Pacific Shigper and | Ad for N Cw Monthly 
Coast Marine Directory, has named St oO ck In Vv estor Pl 


W. H. Pearson its southern Cali- 
New York, Feb. 2—Since a 


fornia representative. | 
Gol _week ago, the New York Stock Ex- 
phy yo Pao = a change has filled requests from 98 
has been appointed to handle ad- additional member companies for 
vertising for the Gold Bond Stamp advertising and promotional mate- 
Co. of California. Newspapers and |Tial for its new monthly invest- 
bus displays will be the basic me- ‘ment plan which went into ef- 
dia. fect Jan. 25 (AA, Jan. 25). This 


makes a total of 238 brokerage 
In CANADA 


houses that have requested kits 
‘containing suggested ads, radio 
talks, and television programs and 


39% of the detailed information about the 
English-speaking Families ?!2- 4 

_ In brief, this is an arrangement 

read whereby anybody may become a 

|stock owner on a budgeted cash 

The STAR WEEKLY payment plan by investing as lit- 

Ask for Information tle as $40 every three months, or 


as much as $999 every month, in 
any of 1,200 stocks listed on the 
Exchange. 

| While the New York Stock Ex- 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


change has no figures as yet on 
the number of newspaper ads 
| which member companies have 
used to introduce the plan to the 


in excess of 100, AA was told. 


# In New York, 17 brokerage 
| houses used a full-page coopera- 
| tive ad in the New York Her- 
\ald Tribune offering a free book- 

let on the new monthly investment 
| plan. 

Each broker paid one-seven- 
teenth of the cost of the $4,000 ad 
which appeared on the last page 
,of the Herald Tribune on Jan. 28. 
The copy was written by the 
newspaper in cooperation with 


three advertising agencies: Albert | 


_Frank-Guenther Law, which rep- 
resents nine of the brokers; Dore- 
'mus & Co., which is the agency for 


/seven of the companies listed in| * 


|the ad, and Williams Advertising 
Agency, which handles the adver- 


tising for one of the brokers. 
| 


| 
| 


|® Richard Gibson, financial ad- 


| 


Advertising Age, February 8, 1954 


‘public, it is believed to have been! as 


Now as tittle as 40 invested 
“ every 3 Months will de it! 


vertising manager of the Herald 
Tribune, told AA that he con- 
ceived the idea for the ad and sub- 
mitted it to a number of Wall 


/ Personal 
liability 
insurance 
covers this risk... 


f 
y 


The risk of accidental injury to a servant in your 
home is the reason for personal liability protection. 
The risk of poor reproduction in print is the reason 
for Reilly “reproduction” protection. 


Use Reilly Plastictypes for newspaper advertising ... 
use Reilly Electrotypes or Reillytypes (identical 
duplicates of original engravings) for magazine ad- 
vertising —and you're assured of the finest printing 
impression possible. You'll get more for your ad- 
vertising dollar in terms of sales appeal . . . in terms 
of your original investment for artwork, engravings 
and advertising space. 


YOU CAN REALLY RELY ON Reill 


4i + y 
reproduction 


but only 
REILLY 


gives you 


r | 


your advertising 


dollars 


production. 


WHY REILLY PLATES ASSURE THE BEST 
MAGAZINE AND NEWSPAPER 
REPRODUCTION 


@ Skilled engravers painstakingly inspect each 
original for defects before molding. 

@ Exclusive Vinylite molding process assures ut- 
most fidelity down to the smallest detail. 

e@ Unique check-control system incorporates 
teams of skilled craftsmen working with spe- 
cialized equipment to cover every phase of 


@ Streamlined production and service methods 
assure prompt delivery and careful handling. 


NEW YORK 


Y ELECTROTYPE 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype,. 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 


Street houses. While quite a num- 
ber of the brokers liked the idea, 
and probably will advertise in the 
near future, Mr. Gibson said, 17 
immediately bought the idea for 
the over-all ad which appeared 
last Thursday. 

Ads of a similar nature are be- 
ing prepared by newspapers in 


3 other parts of the country, a 


/spokesman at the New York Stock 
Exchange told AA. He said that 
the new monthly investment plan 
will be responsible for a substan- 
tial increase in financial advertis- 
ing linage in newspapers all over 
the country. 

The advertisers and their agen- 
cies that cooperated in the ad that 
appeared in the Herald Tribune 
were: 

Auchincloss, Parker & Redpath; 
Bache & Co.; Green, Ellis & An- 
derson; Ira Haupt & Co.; John 
Muir & Co.; Neuberger & Berman; 
Seligman, Lubetkin & Co.; J. R. 
Williston & Co., and Zuckerman, 
Smith & Co., all represented by 
Albert Frank-Guenther Law. 

Bruns, Nordeman & Co.; East- 
man, Dillon & Co.; Fahnestock & 
Co.; Hayden, Stone & Co.; Kidder, 
Peabody & Co.; Laidlaw & Co., and 
Shearon, Hammill & Co., all repre- 
sented by Doremus & Co. 

H. Hentz & Co., whose account 
is handled by Williams Advertis- 
ing Agency. 


Carmel Wine to Bruck 


Carmel Wine Co., New York and 
Israel, has appointed Franklin 
Bruck Advertising Corp., New 
York, to handle the introduction of 
Carmel wine in the U. S. News- 
papers and radio will be used for a 
Passover campaign in metropoli- 
tan New York. Palestine Econo- 
mic Corp., which handles the 
importation of the wine, plans 
expansion to other cities later this 
year. 


Two Form Consultant Firm 


M. Robert Wilson, formerly sales 
v.p. of Hallicrafters Co., Chicago, 
and C. Robert Steltenkamp, for- 
merly president of Chicago Sales 
Engineering Co., have formed 
Steltenkamp, Wilson & Associates, 
management consultant in sales 
and distribution. Offices are at 1 
N. LaGrange Rd., LaGrange, III. 


Wilson, Grant Get Reno CofC 


Thomas C. Wilson Advertising 
Agency, Reno, has been appointed 
to direct advertising for the Reno 
All Year Committee of the Reno 
Chamber of Commerce, organized 
to raise promotional funds sup- 
porting the tourist industry. Grant 
Advertising will handle the group’s 
public relations. 


Erwin, Wasey Names Two 

Robert Given, formerly with 
Ted Bates & Co., and Otto T. 
Maurer, previously with Camp- 
bell-Ewald, have joined Erwin, 
Wasey & Co., New York. Mr. Given 
will be director of research and 
Mr. Maurer will be production 
manager. 


| Lissance Jcins Emil Mogul 

Dan Lissance, formerly research 
account executive at Grey Ad- 
vertising, has joined Emil Mogul 
Co., New York, as assistant direc- 
tor of research. 


Two Publications Join ABP 

Display World and Signs of the 
Times, both of Cincinnati, have 
joined the Associated Business 
Publications. 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virginia Key 


City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$70,842,000. 
2. yas of market index 110. 
8. City zone population 53,880. 
4. Lynchburg cannot be sold from 


the outside. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


Nationally Represented ty 


WARD-GRIFFITH CO. 
The Wagd-Griffjth Co maintains offices 
inall principe! advertising centess 
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When you think of the 


MIDWEST 


Farm Market... 


71% MORE HOUSE PA NT (Interior) 


They tell you they will BUY MORE 


More of almost everything i! 1064 


fae. 


V 


~— ay 


/ 


1 14% MORE 


HOUSE PAINT (Exterior) 
/ 


Percentages are based on 3,989 replies from 10,000 questionnaires 
distributed to farm families in each of the 8 Midwest Farm Paper 


Unit states in true proportion to total farms. 


More than 141,000 farm-family subscribers 
of Midwest Unit papers will buy new home 
freezers in 1954, 38% more than they did in 
1953. That is the projected sales figure on just 
one of the 321 different kinds of products and 
services contained in the 9th annual “Buying 
Intentions” survey conducted by the Midwest 
Farm Paper Unit. 

The new “Buying Intentions” survey shows 
that Midwest farmers intend to buy more of 
almost everything in 1954 than they did in 
1953. In the 8 previous surveys, the figures, 
based on what farm families themselves say 
they will buy, have proved conservative when 
checked against actual purchases. That is why 


IOWA 
NEBRASKA ILL. 


we say “think BIG!” when you think of the 8 
Midwest Unit states, the farm market where: 


e Farm income is more than double the average 
for the remainder of the country. 


@ Farmers are local dealers’ best customers. 


@ Rural population dominates and 9 out of 10 
of the best farm families depend on their local 
farm paper as their chief source of information. 


GET YOUR COPY OF 1954 BUYING INTENTIONS NOW. Also let us show you how easy 
it is to deliver your message to the 1,151,752 farm-family subscribers of the Midwest Farm 
Paper Unit—one order, one plate at a substantial saving in rates. 


SALES OFFICES AT: 250 Park Avenue, New York 17... 59 East Madison St., Chicago 3... Russ Building, 
San Francisco 4... 1324 Wilshire Boulevard, Los Angeles 17... 505 N. Ervay St., Dallas 1. 


MIDWEST #“2" UNIT 
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““P-O-P MERCHANDISING SERVICE” is 


i N the keen competition for in-store 

display space, the fully trained 
staff of Journal-American field men 
can be your most potent ally. 

Working on a year ’round schedule, 
these men will build displays and 
secure valuable shelf positions for 
your product; interest non-stocking 
retailers; report on brand popu- 
larity, dealer attitudes and other 
helpful information. 


San mies ite : 


T HE success of every sales opera- 

tion in New York rests basically on 
thorough knowledge of the market. 

This localized information, timely 
and accurately documented, has 
been compiled by the Journal- 
American in one invaluable Sales 
Control Manual. 

It can help you, as it has others, to 
exploit the full potential of Ameri- 
ca’s largest, most complex market. 


Amer ican 


s part of the complete sales 


package available exclusively to Journal-American advertisers 


IN NEW YORK IT TAKES =o Vhcee 


RE-SELL more families with con- 
sistent advertising! In New York, 
the Journal-American reaches far 
more families than the two other 
evening papers...124,000 more than 
the 2nd; 242,000 more than the 3rd. 
Enjoy the advantages of Journal- 
American circulation leadership and 
its sound merchandising program. 
They give you New York’s only com- 
plete, most successful sales package. 


Ai MERICAN 1B PEC PLE 


A HEARST NEWSPAPER 
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Cavanaugh Named Treasurer 


John J. Cavanaugh, assistant 
treasurer of Lynn Baker Inc., New 
York, for the past three years, has 
been appointed treasurer of the 
agency. He succeeds Mary Bentley 
Baker, who continues as a v.p. 


Kernaghan Leaves Waterman 
Charles S. Kernaghan has re- 
signed as v.p. in charge of sales 
for Waterman Pen Co. He has been 
with the company for 12 years. 


NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$52,127,000 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally R a by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintajns offices 
in all principal advertising centers 


Information for Advertisers 


e The women who sew are as 
numerous in urban as in rural ar- 
eas, are married, have one or two 
children and their family income 
is above the median in the U. S. 
Although they sew many of their 
‘own things for pleasure and for 
|the savings, they buy many ready- 
‘made accessories every year to 
‘complete the outfits they make. 
|This and many other facts about 
this market are contained in “The 
Woman Who Sews as a Woman of 
Fashion,” part of a continuing stu- 
dy of the pattern and piece goods 
‘customer made by McCall’s. It is 
javailable from McCall Corp. at 230 
Park Ave., New York 17. 
| 


e “The Greater Philadelphia Mar- 
\/ket Book” is now available from 
the Philadelphia Bulletin. Data are 
shown for Philadelphia, the eight- 
county metropolitan area and the 


14-county ABC city and retail 
trading zone. 


e A study of food usage and food 
buying habits among 2,000 families 


with children has been prepared | 
ee |Pa., market is now available from 


by Parents’ Magazine. The study 
shows that 52% of the respondent 
families prepare and serve lunch 
at home to children of school age; 
17.3% prepare lunch at home to be 
taken to school, and in 18.9% of 
the families, the children buy 
their lunch away from home. The 
study covers use of cake and pie 
mixes, home freezer ownership 
and many other food consumption 
patterns. It is available from the 
magazine’s research department, 
52 Vanderbilt Ave., New York 17. 


e “Aluminum and Magnesium 
Market Study,” a new survey of 


the hard goods industries as a 


Advertising Age, February 8, 1954 


;market for aluminum and magnes- 
ium, has just been issued by Ma- 
terials & Methods. The report cov- 
ers the use of 13 different forms of 
both metals in the 12 major hard 
goods industries. Copies may be 
had by writing William P. Winsor, 
publisher, Materials & Methods, 
Reinhold Publishing Corp., 330 W. 
42nd St., New York 36. 


e@ A market analysis of the York, 


the York Gazette & Daily. A city 
map prepared by the Chamber of 
Commerce is enclosed. 


e A study of the buying habits of 
music schools, based on a study of 
398 schools in 36 states, is avail- 
able from Etude, Bryn Mawr, Pa. 


e A market and media analysis 
folder, “The Banking Story,” has 
been prepared by Banking, 12 E. 
36th St., New York 16. It follows 
the outline suggested by NIAA. 


e A study of “Sales and Margins 


by Commodities” has been made 


The American Farm 


is given annually to the radio Farm Director who 
has done the most outstanding work in interpreting 
agriculture to the American public. It is the “Pulitzer 
Prize” of its field —is the greatest honor that can 


come to a radio farm 


Last November 30, the Farm Bureau Federation 


award was made 


for the year ending October 31, 1953. 


In the year covered, Herb Plambeck was responsible 
for nearly 1000 specialized WHO farm news and 


service broadcasts, of 
sented especially to 


American public— ‘Meet the Farmers”, “Evening 


Farm Round-Up”, and 


is produced by the Clear Channel Broadcasting Serv- 
ice in Washington, D. 


Bureau Federation award 


director. 


to Herb Plambeck of WHO, 


which three series were pre- 
interpret agriculture to the 


“Agriculture, U.S.A.” (which 


C.). 


Also during this period, Herb delivered 75 in- 


person addresses, 


to audiences totaling 129,380 


people. His Department appealed to listeners for 
money for Holland flood victims—and collected 
more than the other 22 stations working on the 
campaign, combined. He headed a friendship 
tour to South America. He represented the 
United States at the World Plowing Match in 
Canada. He represented the National Associa- 
tion of Television and Radio Farm Directors 
(NATRFD) at a 1953 seminar for foreign radio 


men and women 


- The Department produced 


special farm broadcasts throughout the year, for 
Voice of America transmission throughout the 


world. 


Herb Plambeck’s Farm Department is one of the 
many reasons why Station WHO is listened-to-most 
in Iowa, by people on farms, in towns and in cities 
alike. Ask Free & Peters, Inc. for all the facts. 


HERB PLAMBECK 
Receives Top Farm Award! 


FREE & PETERS, INC. 
National Representatives 


by Progressive Grocer, 161 Sixth 
Ave., New York, in the Provi- 
dence, R. I., market. 


e Scripps-Howard Newspapers 
has released its seventh annual 
study of grocery products distri- 
bution. The survey adds two cities 
to the 13 covered last year, Albu- 
querque and Denver. Copies are 
available from any Scripps-How- 
ard newspaper general advertising 
office or from Harold Riesz, 
Scripps-Howard director of pro- 
motion and research, 230 Park 
Ave., New York 17. 


e A revised edition of the data 
file based on the suggested NIAA 
outline has been issued by Machine 
& Tool Blue Book. It has 24 pages 
and includes Department of Com- 
merce figures and information for 
those wanting to reach the metal- 
working industry. Copies are 
available on request to Hitchcock 
Publishing Co., 222 E. Willow 
Ave., Wheaton, II. 


@ The research department of 
Capper Publications, 912 Kansas 
Ave., Topeka, Kan., has three more 
market data books available. They 
are “Use and Brand Preference for 
Products Sold by Food Stores,” a 
Household subscribers report; 
“Readers, Family Characteristics 
and Household Equipment,” re- 
ported by Kansas Farmer sub- 
scribers, and a similar report by 
Missouri Ruralist subscribers. 


e A report on the replacement 
market in the hotel field has been 
prepared by Hotel Monthly, 1948 
Ridge Ave., Evanston, Ill. Copies 
are available by writing Mary Zinn 
Poplett, sales promotion manager. 


e The cosmetic buying habits of 
women are examined in a new sur- 
vey by Today’s Woman. Copies are 
available by writing to Joe De- 
Lone, advertising manager of the 
magazine, or to the research de- 
partment, Fawcett Publications, 
both at 67 W. 44th St., New York 
36. 


e Among the data unearthed in a 
statistical analysis of the men’s 
furnishings and sportswear mar- 
ket by Daily News Record, a Fair- 
child publication, is the fact that 
52% of all sales of men’s furnish- 
ings and sportswear is accounted 
for by a mere 5% of the 68,000 re- 
tail outlets selling this merchan- 
dise. Copies of the survey can be 


‘had from the publication at 7 E. 
|12th St., New York 3. 


e The results of a survey in six 
product classifications by The Tool 
Engineer are now available in a 
bound report form. Tool engineers’ 
purchases and selection of cutting 
tools, machine tools, pneumatics 
and hydraulics, cutting fluids and 
compounds, electric controls and 
electric motors are covered. Also 
available from the magazine are 
five new folders on the influence 
of tool engineers in industry. They 
are “Inside Industry”; “Inside 
Evansville, Ind.”; “Inside the Car- 
rier Corp.”; “Inside an ASTE 
Meeting,” and “Inside a Tool En- 
gineer.” Copies can be had by 
writing the publication at 10700 
Puritan Ave., Detroit 21. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 

In 1952 the Morning Call carried 
more than 6,594,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 


Nationaily Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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Oster to Henri, Hurst 
Henri, Hurst & McDenald, Chi- 


| |cago, has been named to handle 


: 3 advertising for John Oster Mfg. 
Bi |Co., Racine and Milwaukee, man- 


STOVE SALESMAN—A. P. Tappan, presi- 
dent of Tappan Stove Co., congratulates 
a new salesman—Bob Crosby—who is pitch- 
ing for Tappan on his CBS-TV show each 


Thursday. Ketchum, Macleod & Grove, 
Pittsburgh, is the stove manufacturer's 
agency. 


Sylvania Launches 
Long-Range Sales 
Training Program 


BuFFALO, Feb. 3—-Sylvania 
Electric Products’ radio and tele- 
vision division has launched a 
long-range sales training program 
to encourage dealers to recognize 
and analyze key selling points and 
to develop their own original sales 
ideas and statements. 

The program, conceived by John 
O. Painter, sales training manager, 
will include all of Sylvania’s 11,- 
000 radio and television dealers 
throughout the country. The proj- 
ect consists of three two-hour dis- 
cussion sessions, followed by liter- 
ature to be given out by distribu- 
tors. 

Printed material will cover such 
subjects as chassis, cabinets, serv- 
ice, Halo Light, models, company 
practices, company background, 
new developments and advertising 
plans. 


Japan Trade Center to Kimball 


The Japan Trade Center, slated 
to open New York offices about 
March 1, officially sponsored trade 
agency of the Japanese govern- 
ment, has appointed Abbott Kim- 
ball Co., New York, to handle ad- 
vertising and publicity. 


Named V.P.s at Biow Co. 


Remus A. Harris and Frank A. 
Yahner Jr. have been named v.p.s 
of Biow Co., New York agency. 
Both Mr. Harris and Mr. Yahner 
are account supervisors with the 
agency. 


Lohmeyer Boosts Burgoyne 

Louise Burgoyne has been ap- 
pointed media director for Loh- 
meyer, Adleman & Montgomery, 
Philadelphia. 


Jeweler to Cohen & Miller 

Shah & Shah, Washington jew- 
eler, has appointed Cohen & Mill- 
er, Washington, to direct its adver- 
tising. 


in PEORIA It's the 
JOURNAL STAR 


. C. Summers 
Nat'l. Adv. Mgr. 
says: 
® Metro. Peoria 

Ranks 


28th in 
POPULATION 


Oo. C. SUMMERS 
(250M to 400M Pop. Group) 

® Daily Circulation Ratio-to-Homes 
Metropolitan Peoria ...... 60cvccce ee 


WRITE FOR YOUR NEW PEORIAREA FACT FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


ufacturer of electrical housewares. 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, formerly had the account. 


|| ABC-AM Signs WONS 
WONS will replace WTHT as, 
*\the Hartford, Conn., affiliate of 
‘|the American Broadcasting Co. as 


of Feb. 14. The latter station is 
going off the air. Effective Feb. 
14, WONS will change its call let- 
ters to WGTH. 


| Art-Copy Adds Account 


Art-Copy Advertising Agency, 
Newark, N. J., has been named to 
handle advertising and promotion 
for Wiggins Plastic Molding Co., 
Belleville, N. J. 


Power Products to Johnston 

Power Products, New York mak- 
er of spraying equipment, has 
named Frank B. Johnston Adver- 
tising, New York, to handle its 
advertising. 


Hooper Offers Radio 
Data on 50 Markets 


New York, Feb. 3—C. E. Hoop- 
er Inc., which has been issuing 
‘radio ratings only sporadically 
during the last three years, will 
offer regular reports in 50 major 
markets starting this month. 


lished three times yearly in New 
York, Chicago, Philadelphia, Los 
'Angeles, Boston, Detroit, Atlanta, 
Baltimore, Birmingham, Cincin- 
nati, Cleveland, Columbus, Dallas- 
‘Fort Worth, Davenport, Dayton, 
‘Houston, Kansas City, Louisville, 
Milwaukee, Minneapolis, Omaha, 
Pittsburgh, Salt Lake City, San 
|Antonio, San Francisco-Oakland, 
Seattle, St. Louis, Syracuse and 
Washington. 


_@ The reports will be published 
\twice annually in Albany, Buffa- 


| 10, Charlotte, Denver, Grand Rap- 


|ids-Kalamazoo, Huntington, Indi- 
|anapolis, Memphis, Miami, New 


Radio Hooperatings will be pub-_ 


'Haven, New Orleans, Norfolk, 
Oklahoma City, Portland, Ore., 
Providence, Rochester, San Diego, 
Toledo, Tulsa, Wilmington and 
Youngstown. 

TV ratings are published for the 
same 50 markets. Mr. Hooper said 
the quality of these ratings would 
'be “improved due to increased co- 
incidental sampling.” 


‘Companion’ Adds Two 


Matthew J. Bride Jr., formerly 
with Ideal Publishing Corp., and | 
Gerald Clarke, formerly with! 
Remington Rand Inc., have joined 
Woman’s Home Companion, New 
| York. Mr. Bride is with the sales 
staff and Mr. Clarke is in the pro- | 
motion department. 


Marlin Plugs Micro-Groove 


Marlin Firearms Co., New Hav- 
en, will devote its entire spring 
‘campaign in outdoor publications 
to announcing its Micro-Groove | 
\rifling, “which improves gun ac-| 
curacy 20% to 25%.” Scheideler, | 
Beck & Werner, New York, is the 
agency. | 
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Perlman Advertising Moves 


Michael G. Perlman Advertis- 
ing, New York, has moved offices 
to 1 E. 42nd St. 


PORT HURON 
AND MICHIGAN'S 


THUMB DISTRICT 


form a rich market. The basic 
characteristics are 
1. Industry 

2. Travel & Resort 
3. Agriculture 


That wealthy market § 
offers business for you. 
Complete coverage 
and Complete Mer- 
chandising service Geen 

available rough the Advertising Manager 


PORT HURON 
TIMES-HERALD 


Your inquiry invited 
Nationally Represented by 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


SOMEBODY’S GOT TO 


More often than 


successful selling ideas stem from modern design. 


not the simplest and most 


That is why HOUSE & HOME’s editorial formula 
starts with the presentation of the best new 
selling ideas in modern homebuilding design. 
That is one of the important reasons why... 


house+home 


is the #1 magazine among the 
men who know home building best * 


*Evidence on request 


Copyright, Time Inc., 1953 
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Ruso Names Wank & O’Rourke 


Wank & O’Rourke, San Francis- 
co, has been appointed to handle 
advertising and publicity for A. L. 
Ruso Inc., Watsonville, Cal., frozen 
food packer. 


Fauber to ‘Geographic’ Sales 


William R. Fauber Jr., formerly 
with the advertising sales depart- 
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ment of Popular Science Monthly,|Carlson Joins KBID-TV as A.E.\’ 

hee icined tee Cusenge givertising | Ted Carlson, formerly sales Soft’ Beer Blurbs 

sales force of National Geograpnic. manager for KULA-TV, Honolulu, . 

Cc y & Rubi has joined KBID-TV, Fresno, as) Train F oote, Cone 
reamer tc Young ubicam an account executive. “3: - 

Jack Creamer, previously in|. . / for British Video 
charge of ABC-TV sales, has been sasha felns Siowe wid . 
added to the radio-tv staff o Roslyn Seides, formerly with : ee } 
Young & Rubicam, New York. He Emil Mogul Co., has joined the| Belding Ltd. is giving New York 
will be assigned to the General copy department of Zlowe Co..| area Rheingold beer commercials 
Foods account. |New York. the “British touch’—muted trum- 


pets. 


For the second year in a row 


THIS IS “‘VIC’’ CAVERS—( Another W-G Salesman) FC&B's London office is produc- 


Victor C. Cavers, another Ward-Griffith salesman who gained early experience on a | ing a 39-week series of commer Rs 
newspaper, has devoted ue gntize business, lige AQ) sates newspaper space both cials for “The Rheingold Theatre, 
locally and nationally. Vic joined our sales s . Vie’s perseverence an s | j eri 
attention to every detail has made him effective and very helpful to his advertising sponsored by ge ian yg ries 
clients. Vic, or any Ward-Griffith man, will be glad to help push your product. Inc. over WNBT, New York. 


Newspaper advertising gets results. It gets immediate action. Buy newspaper The New York-London tieup is 


advertising! unique and the agency claims it 
Please note individual advertisements of our newspapers throughout this issue. | “represents the biggest contract 


ever made in the history of British 
WARD-GRIFFITH CO. 


film production for commercial 


television.” 
DAILY NEWSPAPER REPRESENTATIVES The arrangement actually unites 
Park Lexington Bullding ........csccsoccessees SE EE on cn heoenennebassseseed NEW YORK i i i - 
SN I aac ns crccncveaessceseen Superior 71-2465 ...................- ss. Muteco the commercial side with the pro 
General Motors Building ...........++..++++0+ Trinity $6365 ose ees eeeeeeseeseeees DETROIT gram end. For Liebmann is using 
Statl ME ccccccccccccccccvcccvece MOOGD ccccccccccccccccescesccees 
22° Mariette. Street «tree peaimaienecr apie apeste: Walnut $931.20... ATLANTA half-hour plays made here by 
318 Addison Building ...........ceecesesceecces MEU coccccccccccececcesececceceses CHAR ; 
5" an libata rasta: Yukon 2-2-6028... SAN FRANCISCO Douglas Fairbanks Ltd. The entire 
Lincoln Liberty Building ...........cccccoceces eS 8 rrr PHILADE program thus has a “made in Brit- 


_ain” stamp. Even the music is 


Sf 


Three doors to bigger sales... 


Homemaker’s Institute 


Knock on your customers door 
with Homemaker’s Institute. . . 
there’s a friendly “welcome” o 
. ‘i 
+ 


every time! 


Mollie Martin, Mary Landis and 
Kitty Dierkin, three of 
WBAL-TV’s most popular 
women personalities, cover 
almost every subject of interest 
to homemakers... from green 
beans to buttons. While Al 
Herndon, well known WBAL-TV 
star, adds the masculine touch! 
From noon ’til 1:00 it’s an 
exciting full hour telecast! 


Here is YOUR ready-made 
entrance into Maryland homes 

. . . Homemaker’s Institute, 
packing a three star sales punch 


for you! 


MOLLIE MARTIN 


4 


MARY LANDIS 


* sje y a ft 


eT 


KITTY DIERKIN 


TELEVISION BALTIMORE 


WBAL-TV 


NBC IN MARYLAND 


Nationally Represented by 
EDWARD PETRY & CO. 


Lonpon, Feb. 2—Foote, Cone &| 


SOFT SELLING—Here is actor Gordon Oli- 
ver giving a commercial for New York's 
British-made ‘Rheingold Theatre.” 


scored in London, although it must 
be recorded in the United States 
to meet union regulations. 


= Deuglas Fairbanks Jr., who stars 
in one out of four shows, does 
most of the commercials—at a re- 
ported price of $5,000 for each one. 
The rest are done by Gordon Oli- 
ver, an American actor brought 
over specially to give the Rhein- 
gold pitches. 

The commercials are scripted 
and produced by FC&B, London, 
which is gaining some experience 
prior to the launching of commer- 
cial television in Britain. One def- 
inite advantage which Liebmann 
gets out of the arrangement is: 
lower production costs. 

From the start, FC&B has em- 
phasized “low pressure” selling. 
The commercials are a far cry 
from a London pub or a Third 
Avenue bar. The usual backdrop is 
a book-lined study, with Fairbanks 
or Oliver having an informal chat 
with the audience and mentioning 
—in passing, you know—the vir- 
tues of Rheingold beer. It appar- 
ently has gone over well (“gone 
down well,” they say over here)— 
witness the contract renewal. 


= FC&B has been doing a little 
quiet promotion of the program 
to its British clients. They were 
invited to a private showing of a 
typical “Rheingold Theatre,” and 
FC&B pointed out to them the “re- 
strained” commercials. 

“We believe,” said the agency, 
“that the commercials are not only 
different from anything that has 
been done before, but more con- 
vincing. Why? Possibly because 
the drums have been muted, the 
mood of the show sustained—not 
abused or dissipated.” 


CKEY Names McGrath 


T. P. McGrath, who formerly 
worked for newspapers in Ireland, 
has been named director of public- 
ity _ promotion for CKEY, To- 
ronto. 


Lewis Named to Handle PR 


Bernard L. Lewis Inc., New 
York, has been appointed to handle 
public relations for the National 
Assn. of Margarine Manufacturers, 
Washington. 


Constant Heads KAFY 

A. H. Constant, formerly station 
manager of KONA, Honolulu, has 
been named manager of KAFY 
and KAFY-TV, Bakersfield, Cal. 


Business Is Better Than Ever... in 


ROCKY MOUNT 


NORTH CAROLINA 
Per capita feod sales—$315.09, more than 
double the State average. 
Per capita Drug sales—$46.14, more than 
double the State average. 
One of the nine la t cities in the State. 
_ in -, = mart et pon neuen 
nm one jum o ng co coverage. 
THE TELEGRAM 


Evening and ‘Seeder 
Write for new market data folder now available. 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all’ principal advertising centers 
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Tasteless Kiss 


Sells Swedes on 
Philip Morris 


STOCKHOLM, Feb. 2—A lot of 
cigaret manufacturers around the 
world are concerned over the pub- 
licity recently given to reports on 
the correlation between smoking 
and lung cancer. 

Newspapers in Sweden have 
given these reports extensive cov- 
erage. But there is a Stockholm 
advertising agency—Wilhelm An- 
dersson’s—which has turned the 
tables completely by promoting 
Philip Morris in the teeth of this 
publicity and increasing sales con- 
siderably. 

How was it done? By vigorous 
promotion of a novel advertising 
theme: “Have you ever kissed 
anyone who smoked Philip Mor- 
ris?” This has made Philip Morris 
advertising the most “talked 
about” campaign in Sweden. 

Thor Magnusson, an executive 
of Andersson’s, told the story of 
this campaign in an exclusive re- 
port to ADVERTISING AGE. 


s Mr. Magnusson said his agency 
hit upon the “kiss theme” by 
studying market research done in 
the United States. “These reports 
told us,” he said, “that most 
American women prefer Philip 
Morris to any other brand of ciga- 
ret.” 

The agency decided to promote 
this finding in combination with 
the traditional cigaret claim of 
mild flavor. Mr. Magnusson de- 
scribed the evolution of the. final 
theme as follows: 

“Gradually, after a great deal 
of discussion back and forth, we 
arrived at this basic sales mes- 
sage: ‘Philip Morris has a fine 
flavor which does not leave any 
unpleasant aftertaste, 


have noticed.’ But how did they 
notice it? Naturally, by kissing 
someone who smoked or didn’t 
smoke Philip Morris.” 

Thus, by a little fanciful induc- 
tion, was an ad theme born. 


s Andersson’s prepared ads car- 
ried the headline: 
Anyone Who Smoked Philip Mor- 
ris?” And the copy went on: 

Forgive us for asking a personal ques- 


tion: 
kiss itself must have been wonderful, but 


—did you notice that she’d just smoked | 


a Philip Morris? 


You didn’t? Well, we didn’t think you | 
would, either. It’s no accident that the | 
best-selling cigarette among American , 
women happens to be Philip Morris. | 
Smart American women know that they | 
can calmly enjoy the excellent flavor of 


Philip Morris without exposing them- | 
selves to bad aftertaste—the better the | 


tobacco, the less aftertaste! 


Remember that, gentlemen: Offer Philip | 


Morris! 

Andersson’s got the Philip Mor- 
ris account last August, with $15,- 
000 as an initial ad budget. The 
cigarets are made and packed in 
the United States and, like other 
imported brands, sell at a very 
high price. 

Mr. Magnusson explained that 
cigaret sales in Sweden hit two 
peaks every year: July-August 


SALISBURY 


NORTH CAROLINA 
Let us 


PROVE IT 


Your test advertising will prove its effec- 

tiveness in the ARKET in North 

Carotina served ONE NEWSPAPER. 
Generous Merchandising Service 


And Nationally Represented by 


and that’s | 
just what smart American women | 


“Ever Kissed | 


“How did it feel?’ Of course, the | 


954 


PUCKER UP—Two Swedish film stars were 
used in this ad, which plugs pleasant kiss- 
es from Philip Morris smokers. 


and November-December. So it 
was decided to launch the “kiss” 
promotion in late October, letting 
it run until the end of 1953. 


= Advertising was concentrated 
in Stockholm, Gothenburg and 
Malmo, since these three cities ac- 
count for 61.1% of total sales of 
imported cigarets and their news- 
papers circulate nationally. 


Some 2,200 column inches were 
placed in newspapers. Mr. Mag- 
nusson said insertions were gener- 
ally on Fridays and Saturdays be- 
cause “past experience has shown 
that most Swedes buy the finer 
and dearer cigaret brands over 
the weekend.” 

In addition, display ads ran in 
two weekly magazines. 

All the ads carried the same 
“Have You Ever Kissed. .” theme. 
Two well-known Swedish film 
stars were used in the ads as 
“kissing” models. And when 
Christmas came, Andersson’s was 
quick to utilize a natural tie-in: a 
sprig of mistletoe was featured in 
the ads. 


= The agency also sent gift packs 
of Philip Morris to Sweden’s lead- 
ing newspaper columnists. Each 
pack bore the campaign theme on 
the outside. 

“Most of the columnists took up 
the idea,” said Mr. Magnusson, 
“and at times devoted whole essays 
to Philip Morris. They poked fun 
jat the theme, of course, but that 


was all to our benefit.” 

Mr. Magnusson added that the 
Philip Morris kiss is now the big 
topic of conversation everywhere: 
“A favorite locale has been the 
restaurants, where patrons like to 
joke with the cigaret girl and in- 
duce her to talk about all those 
special marks of affection she 
must be getting.” 

The talk has been translated in- 
to sales also. Philip Morris sales 
increased sharply in November, 
just at the time when papers were 
featuring the reports on smoking 
and lung cancer. In December, 
Philip Morris sales in Sweden 
soared by no less than 70%. 


Wurster & Sanger to Biddle 
Wurster & Sanger, Chicago con- 
tracting and consulting chemical 
engineer, has named Biddle Co., 
Bloomington and Chicago, to han- 
dle its account. Harold W. Garthe 
has joined the Chicago staff of 
Biddle as an account executive. 


GE to Make CBS Devices 


General Electric Co., Syracuse, | 


has signed a patent license agree- 
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ment with the Columbia Broad- 
casting System for the manufac- 
ture and sale of color tv equip- 
ment developed by CBS. The 
agreement covers the single tube 
Chromacoder camera and other tv 
apparatus shown in New York last 
October. 


KRNT Appoints Bill Grismer 

Bill Grismer, formerly associated 
with KQTV, Fort Dodge, Ia., has 
been appointed to the sales staff 
of KRNT, Des Moines. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 


_ ne-Third of ‘s 
oop ok any By 429 of A 
Blanketed by the 
TORONTO DAILY STAR 
— 400,000 circulation (largest tm 
‘anada) 
— 80% coverage of Toronte 
— 50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nattonaiiy Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


Ordinary advertising emblems 


go out of business at sundown... 


Lasts for years in 


any climate. 


obligation, of course. 


COTCHLITE 


BRAND 


REFLECTIVE SHEETING 


but emblems of “Scotchlite” Reflective Sheeting 
SELL ALL NIGHT on borrowed light! 


What’s the ideal emblem material? It’s ‘‘Scotchlite”’ 
Sheeting. Longer-lasting. Easier to apply. Smooth 
surface is fully reflective... color-fast ...crack-proof. 


WANT MORE INFORMATION ? Return this coupon to- 
day for full facts on “Scotchlite” Reflective Sheeting. No 


Paaseaaseoeenoeoeonoaoaesooa |] 


<a I MINNESOTA MINING & MFG. CO. i 
Seabiook ; EB Dept. AA-24, St. Paul 6, Minnesota : 
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Made in U.S.A. by Minnesota Mining and Mfg. Co., St. Paul 6, 
Minn.—also makers of “Scotch” Brand Pressure-Sensitive Tapes, 


“Scotch” Sound Recording Tape, “Underseal” Rubberized Coating, “Safety- 
Walk” Non-slip Surfacing, “3M" Abrasives, “3M" Adhesives. General 
Export: 122 E. 42nd St., New York 17, N.Y. In Canada: London, Ont., Can. 
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DeMott to Louisville Agency 


account executive and supervisor 


NFL Decides Not 
to Appeal Court of the agency’s public relations ac- 
Pr o-TV Ruling | oat Joins Wehner as A.E. 


vey R. Cook, formerly ad- 


: vertising manager for Timken-De- 
PHILADELPHIA, Feb. 2—National ‘troit Axle Co., has joined Wehner 
Football League team owners, Advertising, Newark, as account 


holding their annual meeting executive. 
here, voted unanimously not to 


Barbara DeMott, formerly with | 
Foote, Cone & Belding, has joined | 
Dooley Advertising, Louisville, as 


‘Hollywood office. 


Electrofile to Fairfax \Flex-Let Promotes Rosen 


Electrofile Corp., manufacturer | 
of a new type of mechanical equip- | Flex-Let Corp.’s retailer sales) 
ment for handling of office rec- | aids department in New York, has 
ords, has appointed Fairfax Inc.,, been promoted to ad and sales 
New York, to handle its advertis-_ ‘promotion manager. Flex-Let pro- 
ing. ‘duces watch bands and men’s 


| jewelry. 
Kane Joins Hilton as A. E. | 
Albert H. Kane, formerly with Dandricide Names Agency 
Vic Knight Advertising Agency, King Research Inc., maker of 
Los Angeles, has joined Hilton & Dandricide, has appointed Frank 
Riggio as account executive in the B. Johnston Advertising, New 
York, to handle its account. 


Advertising Age, February 8, 1954 


Sloane Names Thomas 
Sy Rosen, formerly the head of | 


Sloane-Delaware Floor Products, 
/Trenton, N.J., has appointed John 
H. Thomas advertising and sales 
/promotion manager. Mr. Thomas 
was formerly with Dominion Tex- 
tile Co. Ltd. 


Promotes E. H. Andreson 

E. H. Andreson, formerly mer- 
chandising manager of grocery 
products for General Mills, Minne- 
apolis, has been promoted to di- 
rector of grocery products sales. 


appeal the decision of the federal 
court that limited the member 
clubs in telecasting and broad- 
casting professional football games. 

The ruling by Judge Allan K. 
Grim here last year declared radio 
channels free and open. It permits 
local tv stations to broadcast any 
game they wish while the home 
team is away. However, when a 
team is at home, telecasts can be 
limited. 

The NFL rewrote Article 10 of 
its constitution to conform with 
the ruling and added a clause to 
bind each club individually and 
collectively to the regulations. 


# Many of the club owners hailed 
the decision as a partial victory 
for NFL, but others originally fa- 
_ an appeal. The league’s at- 
orneys advised against it. 

Judge Grim’s decision stemmed 
from a government anti-trust suit 
instituted in 1951. 

In announcing the league’s de- 
cision, Commissioner Bert Bell 
said, ““We desire only to live with 
television, and hope in the future 
to provide more games over tv 
without hurting anyone at the 
gate.” 


a Mr. Bell will continue to have 
sole jurisdiction over sale of radio, 
television and film rights for the 
interdivisional world champion- 
ship game. This point was not dis- 
puted by the government. 

The decision came in a lengthy 
meeting held in advance of the 
regular business sessions. | 


Sheaffer Promotes Asthalter 


Jack Asthalter, eastern’ sales 
manager for W. A. Sheaffer Pen 
Co., Fort Madison, Ia., since 1946, 
has been promoted to merchandis- 
ing manager. His duties will in- 
clude supervising and coordinating 
the company’s intensified national 
campaign against illegal price cut- | 
ters. 


‘Newsdealer’ Names Damio 


Roger Damio, formerly sales 
promotion manager of Pocket 
Books Inc., has been named editor 
of Newsdealer. He plans to launch 
a new point of sale periodical 
promotion project “designed to 
stimulate the generally sluggish 
newsstand sales situation.” 


D-F-S Boosts Upson 


Stuart B. Upson, account execu- 
tive, has been named a v.p. of 
Dancer-Fitzgerald-Sample, New 
York. Albert S. White, formerly 
v.p. and creative head of Mogge- 
Privett, Los Angeles, has joined 
D-F-S as a copy supervisor. 


DAYTONA BEACH 


FLORIDA 


Po tion: (U. S. Post Office 
mate) City Zone, now......... 63,096 


Florida’s Year "Round Resort Covered By 


DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

. Over $98,723,000 effective buying in- 
come. — | 

: er $83,353,000 retail sales. 

4 yp Aone market index of 127. 

. 1952 total advertising 13,711,780 lines. 

sEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 

Represented by V. J. Obenauer dr. in Jacksonville 

Nationally Represented by 


WARD-GRIFFITH CO.. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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...and 
woman’s day 
isn’t 
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‘Tribune’ Promotes Dye 


Emerson T. Dye, who joined the 
advertising department of the New 
York Herald Tribune in 1940, has 
been named department store ad- 
vertising manager of the newspa- 
per. George M. Bathelme con- 
tinues as retail manager. 


]. F. True to Reingold Co. 

Dr. J. F. True & Co., Lynn, 
Mass., producer of Dr. True’s El- 
ixir, has appointed Reingold Co., 
Boston, to handle its advertising. 


Advertising Age, February 8, 1954 


|Chicago Shoppers Buy ‘White Elephants’ 


CuicaGo, Feb. 2—Without the 
aid of a single drop of spirits, 
shoppers here were seeing “white 
elephants” last week. And many of 
them took the elephants home— 
much to the glee of merchants. 

The “white elephants” were part 
of an annual stunt originated in| 
1953 by the Chicago Daily News. 


as Stores Turn into Three-Ring Circuses 


Merchants dig out merchandise 
that just won’t sell, advertise it 
at greatly reduced prices in the 
Daily News, and watch their stores 
turn into a three-ring circus as 
shoppers by the thousands go 
“white elephant hunting.” 

Many items are such “useful” 
things as bras lined with mink, 


broken doorknobs and overshoes;and entertainment. 
for the right foot only. But the! public can also get into the act by 


bulk of the items are real bargains 
such as $3 spring coats, $1 hats, 
$1 shirts, $1 trousers and $1 dress- 
es. 


s Purpose of the sale is to enable 
retailers to write off buying mis- 
takes, gain fresh purchasing power 
and make new stocks of fresher 
merchandise available. At the same 
time, the consumer finds bargains 
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The general 


, digging through attics, and finding 
their own “white elephants,” which 


can be advertised in the classified 
ad section of the Daily News. 

Lawrence Herman, retail ad 
manager of the Daily News, told 
AA that display advertising a 
week ago Saturday was seven 
times greater than normal, while 
classified advertising was tripled. 
Circulation of the paper reached 
593,000—second highest ever re- 
corded on a Saturday. 


# For the copywriter the “white 
elephant” sale is the chance of a 
lifetime. He can run amuck, say 
what he wants, and still not feel 
that his next pay check will be his 
last. 

Here are a few examples of the 
ad copy: 


e “Our buyer calls it costume jew- 
elry. We call it junk jewelry, and 
that’s being kind. Originally $1 
to $5, now 25¢ plus federal tax.” 


e “One good reason for using 
Kleenex. Print and embroidered 
handkerchiefs. 25¢ to 65¢. Now 
17¢ each or 6 for $1.” 


e “Belts guaranteed not to go with 
anything in your wardrobe. We 
gave up trying to sell them at $1 
to $7.95. They’re now 50¢ to $2.50.” 


e “Babies don’t frighten easily. 
Your kid may even like these!” 


e “If you like gloating over others’ 
errors, our basement is your cup 
o’ tea.” 


e “For boys: If he dares wear 
‘em, your little precious will be 
consulting the school’s psychiatrist 
before the week’s out.” 


e “They look like potato sacks, 
they feel like potato sacks, but 
they’re really wool T-shirts. As- 
sorted styles and colors for misses, 
originally $5.95. Singing their own 
swan song as white elephants at 
$2.” 


Snow Crop Offers Nylons 

The Snow Crop division of Clin- 
ton Foods, New York, will use a 
series of six-week campaigns this 
year, offering Jinx Falkenburg 
Nylons, valued at $1.50, for 75¢ 
and two can bottoms from its fro- 
zen orange juice. Snow Crop will 
use Arthur Godfrey’s morning 
show, newspapers in 13 markets, 
cooperative advertising and full- 
color pages in Life, Feb. 15 and 
March 1. Maxon Inc. is the agency. 


Breck Names Otto 

John H. Breck Inc., Springfield, 
Mass., manufacturer of hair and 
scalp preparations, has appointed 
Robert Otto & Co., New York, 
to handle Breck advertising in for- 
eign markets. Charles Sheldon Inc., 
Springfield, handles domestic ad- 
vertising. 


Heublein Names Scheideler 

G. F. Heublein & Bro., Hartford, 
Conn., has named Scheideler, 
Beck & Werner, New York, to 
handle its newly-introduced A.1 
Worcestershire. SB&W also has 
A.1 sauce and A.1 mustard. 


Long Heads Branham Board 

Branham Co., newspaper repre- 
sentative, has elected Monroe H. 
Long chairman of its board of di- 
rectors. 


ELIZABETH 


NEW JERSEY 


One of the nation’s top 50 industrial areas 
which is dominated by the 


ELIZABETH DAILY JOURNAL 


There are approximately 900 di- 
versified industries in the Elizabeth 
Journal trade area who employ over 
69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
during the past 5 years. 


Represented Nationally by 


WARD-GRIFFITH CO, 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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DuMont Seeks Tax Revision 
for TV Station Operators 


Allen B. DuMont Laboratories, | 
Clifton, N. J., is spearheading a 
drive to get the Bureau of Internal | 
Revenue to revise its proposed de-| 
preciation system for tv broadcast- | 
ing equipment. The tentative rates | 
issued by the bureau Sept. 21, 1953, | 
call for a rather long deprecia-| 
tion period for tv equipment. Du- 
Mont has asked for a shorter per- 
iod of depreciation. 

As a part of its program to con- 
vince the bureau, DuMont has 
mailed a questionnaire to tv sta- 
tion owners asking them to esti- 
mate the normal useful life of their 
various telecasting equipment and 
to indicate the period of time they 
would recommend for depreciation 
write-offs. The completed forms 
are to be mailed to the bureau. 


Esty Appoints Three | 


William Esty Co., New York, has 
added three to its tv commercial | 
department staff. They are G.| 
Warren Schloat, formerly with) 
Walt Disney Productions, and Wal- 
ter King, previously with CBS, 
who will be executive producers, 
and Robert Milford, formerly of 


Pulse Network TV Ratings 


In 32 Markets, 


EVENING, ONCE-A-WEEK 


| Love Lucy (Philip Morris, CBS) ........ 48.1 
Dragnet (Liggett & Myers, NBC) ......... 42.7 
Groucho Marx (DeSoto-Plymouth, 

en 38.4 


Godfrey’s Talent Scouts (Lipton, CBS) ..36.4 
Jackie Gleason (Nescafe, Schick, 

Sheaffer, CBS) ...... 35.8 
Milton Berle (Buick, NBC) ...............0... 35.7 
Godfrey & His Friends (Chesterfield, 

NOG, PUI, GUE) cscscscacescceccscscens 34.6 
Burns & Allen (Carnation, Goedrich, 

ID | dalaahbiihasslakintakniseiteecsanasiestutose sane 30.8 
Show of Shows (Several sponsors, 

NIE “Lis pcanibchdcaialpseeu load siecbaeeseiaversonsese 29.7 
Red Buttons (General Foods, CBS) ........ 29.5 
Our Miss Brooks (General Foods, 

CBS) 
Fireside Theater (P&G, NBC) 


+++28.8 
iasthuasoeoase 28.5 


Dec. 1-7, 1953 


Ford Theater (NBC) oo... cece 27.8 
T-Men in Action (Borden, NBC) ............ 27.8 
What's My Line (Stopette, Reming- 


ton, CBS) me 
MULTI-WEEKLY 
Howdy Doody (Several sponsors, 
NBC) 15.1 


| Perry Como (Chesterfield, CBS) ..........14.8 
| Dinah Shore (Chevrolet, NBC) ............ 13.5 
| Camel News Caravan (NBC) ................ 13.4 
| Arthur Godfrey Time (Several sponsors, 

/ CBS) 11.8 
Eddie Fisher (Coca-Cola, NBC) ............ 11.4 
| Search for Tomorrow (P&G, CBS) ........ 1.1 
| Strike It Rich (Colgate, CBS) ................ 10.6 


Douglas Edwards & News (Oldsmobile, 
| Pall Mall, CBS) 
| Guiding Light (P&G, CBS) 9.5 
| Jane Froman (General Electric, CBS) ....9.5 


eeeereeeeeeseeeeeeee 


RKO-Pathe, as an associate pro- 
ducer. 


Kloman Joins Gray & Rogers 
Erasmus H. Kloman Jr., former- 
ly with the State Department in 


relations department of Gray 
Rogers, Philadelphia. 


in the BIG April 1954 
Builder-Dealer 
Catalog Directory 


Feb. 25 Send for 16-page brochure for 


AMERICAN BUILDER 


the complete story 


79 W. Monroe St., Chicage 3 
30 Church St., New York 7 


Barringer Heads Dodge Corp. 


Howard Barringer, v.p. and 
treasurer, has been named presi- 
dent of F. W. Dodge Corp., New 
_York publisher of reports and cat- 
alogs. Thomas S. Holden, retiring 


Washington, has joined the public | president, becomes vice-chairman 
& of the board. Howard Thompson, 


assistant v.p., succeeds Mr. Barr- 
\inger, and J. T. Little, regional v.p. 
'of the Construction News division, 
is now v.p. in charge of the Sweet’s 
Catalog Service division. 


Martinez Gets New Post 


A. M. Martinez, formerly v.p. of 
Meichor Guzman Co., has been 
named executive v.p. of Caribbean 
Networks, New York, U. S. and 
Canadian sales representative for 
several Caribbean radio and tv sta- 
tions. 


Hassall to Sanger-Funnell 


John Hassall Inc., Westbury, 
N. Y., maker of cold headed faste- 
ners, has named Sanger-Funnell, 


New York, to handle advertising. 

The account was previously han- 

ae by Anderson & Cairns, New 
ork. 


The 


Cresmer & Woodward, Inc., New York, San Francisco, Los Angeles 


Scolaro Meeker & Scott, Chicago, Detroit 


cere 


’ Moa 638,77: 
’ 
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1953 The 
Boston 


Globe 


GAINED 
1,022,166 LINES 
AND ONLY THE 
BOSTON GLOBE 
HAS SHOWN 

A GAIN IN TOTAL 
ADVERTISING 
LINAGE EVERY 
YEAR SINCE 


1944! 


The Globe gained 1,022,166 lines 

The Record-American gained 469,689 line: 
The Post lost 386,905 lines 

The Herald-Traveler lost 593,035 lines 


Source: Media Records, Inc. Since Boston advertisers may buy space in cor ination 
Sunday and Evening (or Morning), the largest linage figure for each paper s used. 


Boston Globe 


MORNING - EVENING - SUNDAY 


The Leonard Co., Miami Beach, Florida 


DOCTORS WANTED--Charles Egri (left), 


ary chairman of the board, General 


Be i EE RR REN 


industrial artist, and William L. Barrett 


(right), creative director, James Thomas Chirurg Co., show Colby M. Chester, honor- 


Foods Corp., some full-page ads pre- 


pared for the National Fund for Medical Education. Mr. Chester is chairman of 
the fund’s Committee of American Industry, seeking to raise $10,000,000 for the 
nation’s 79 medical schools. 


Coming 
Conventions 


*Indicates first listing in this column. 

Feb. 12-13. Northwest Daily Press Assn., 
annual meeting, St. Paul Hotel, St. Paul, 
Minn. 

Feb. 15-16. Inland Daily Press Assn., 
midwinter meeting, Drake Hotel, Chicago. 

Feb. 18-20. Southwestern Assn. of Ad- 
vertising Agencies, Houston. 

Feb. 19-20. Inter-State Advertising Man- 
agers Assn. and Pennsylvania Newspaper 
Publishers’ Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

Feb. 24. Associated Business Publica- 
tions, annual eastern conference. Roose- 
velt Hotel, New York. 

*March 5-7. National Federation of Ad- 
vertising Agencies, first annual conven- 
tion, Hotel Statler, Los Angeles. 

March 6-9. Advertising Specialty Na- 
tional Assn., spring specialty show, 
Palmer House, Chicago. 

March 10-12. American Assn. of In- 
dustrial Editors, 17th annual convention, 
Hotel Roanoke, Roanoke, Va. 

March 17-20. Assn. of National Adver- 
tisers, spring meeting. The Homestead, 
Hot Springs, Va. 

March 30-April 1. Point of Purchase 
Advertising Institute, annual meeting, 
Hotel Statler, New York. 

April 4-6. American Public Relations 
Assn., 10th anniversary convention, Shel- 
ton Hotel, New York. 

April 5-8. American Management Assn., 
annual packaging exposition, Atlantic 
City. 

April 12-18. National Advertising Agen- 
|cy Network, management conference, Bo- 
‘ca Raton, Fla. 

April 20-22. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 22-24. American Assn. 
vertising Agencies, 


of Ad- 
annual meeting, the 
| Greenbrier, White Sulphur Springs, W. Va. 
April 23-25. Fourth District, Advertis- 
ing Federation of America, annual con- 
vention, Soreno Hotel, St. Petersburg, Fla. 

April 28. Brand Names Day, annual 
convention, Brand Names Foundation, 
Waldorf-Astoria, New York. 

May 4-7. Assn. of Canadian Advertis- 
ers, annual conference, Royal York Hotel, 
Toronto. 

May 9-12. National Newspaper Promo- 
tion Assn., annual convention, Andrew 
Jackson Hotel, Nashville, Tenn. 

May 14, International Advertising Assn. 
(formerly Export Advertising Assn.), 
sixth annual convention, Hotel Plaza, 
|New York. 
| May 23-27. National Assn. of Radio and 
| Television Broadcasters, annual conven- 
|tion, Palmer House, Chicago. 
| May 24-25. Inland Daily Press Assn., 
\spring meeting, Congress Hotel, Chicago. 

May 24-30. National Business Publica- 
| tions, annual spring meeting, White Face 
|Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives con- 
{vention and sales equipment fair, Con- 
'rad Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 14-17. American Marketing Assn., 
annual conference, Ambassador Hotel, At- 
lantic City. 

June 14-17. National Industrial Adver- 
'tisers Assn., 32nd annual convention, Ho- 
tel Sheraton-Mt. Royal, Montreal, Can. 

June 16-17. National conference of busi- 


ness paper editors, Washington, D. C. 

June 20-23. Advertising Federation of 
America, 50th annual convention, Hotel 
Statler, Boston. 

June 20-24. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, New Orleans. 

June 27-30. Advertising Assn. of the 
West, 5ist annual convention, Hotel Utah, 
Salt Lake City. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., annual specialty fair, Palmer 
House, Chicago. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 


Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 18-19. Agricultural Publishers 


Assn., annual convention, Chicago Ath- 
letic Club, Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 


Peck to Reincke, Meyer 


James O. Peck, formerly head 
of James O. Peck Co., New York 
industrial sales research and sales 
consultant, has joined Reincke, 
Meyer & Finn, Chicago agency. 
James O. Peck Co. will discontinue 
operations, but an offshoot of the 
company, Peck Industrial Photo- 
Reporting Service, will continue to 
operate independently under the 
direction of Mrs. G. M. Brewer and 
Lawrence O’Rourke, with head- 
quarters in Michigan City, Ind. 


Names Dine & Kalmus 


Screen Gems Inc., New York tv 
film producer, a subsidiary of Col- 
umbia Pictures Corp., has ap- 
pointed Dine & Kalmus, New York, 
to handle its public relations and 
publicity. 


IN HAVERHILL MASS. 
IT’S THE GAZETTE 


George McLaughlin, 

Advertising Manager 

of the GAZETTE 

gives you these facts: 

1—Retail Sales— 
$52,294,000 a new 
high. 


2—Food Sales— ; 4 
$17,645,000 a new a ee 


high. “ 
A deartteting 
making center. George MeLanghion. 
4—Western Electric Co. Mfg. Center. 


A woding ulation of 
110, cor - by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Netionally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co maintains offices 
in all principal advertising, centers 
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Export Advertising 
Dropped $285,000 in 
1953, Survey Shows 


NEw York, Feb. 2—U. S. ex- 
port publications in 1953 carried a 
total of $11,539,000—$285,000 less 
than was reported for 1952, ac- 
cording to the 14th annual survey 
of Export Trade & Shipper. 


Park & Tilford Names Finkel 


_ Stanley M. Finkel has_ been 
elected v.p. in charge of advertis- 
ing and marketing research for 
Park & Tilford Distillers Corp., 
New York, a new position. Mr. 
Finkel was formerly director of 
new products development for 
Welch Grape Juice Co. 


Avondale Names Ed Russell 


Southeastern Cottons Inc., New 


This figure, however, the pub- | York, has appointed Edward Rus- 


lication says, does not include ad- 
vertising in any media type except 
the 47 publications participating in 
the survey. 

The publication has discontinued 
listing American advertising agen- 
cies which placed a large propor- 
tion of this advertising, since it 


would place an excessive burden V-P. in charge of the central divi-| 


of clerical detail on the publica- 
tions to check their records to 
identify the agency for each ac- 
count combining fractional pages, 
and tabulating a mass of material 
which served them no other pur- 
pose. 


a “The omission of the list of 
agencies,” Export Trade & Shipper 
says, “is regrettable, but the fact 
is that export advertising has 
grown too large to make this 
feasible. Even to obtain the data 
from the agencies themselves 
would be impracticable, consider- 
ing that an average of more than 
900 different advertising agencies 
in this country in the past five 
vears have placed at least some 
advertising in export media for 
their clients.” 

The report shows 23,900 pages of 
advertising placed in U. S. export 
publications in 1953 compared 
with 20,542 in 1952. 

But even this record, it notes, is 


sell Jr. director of advertising and 
sales promotion for all Avondale 
products. He was formerly mer- 
chandise manager of the dress 
goods division. 

| 


Norton Gets TV Post 


John H. Norton Jr., formerly 


'sion of the American Broadcasting 
Co., has heen named general man- 
ager of Mt. Washington TV. This 
company is now building a station 
|to operate on Channel 8 at Mt. 
| Washington, N. H. 


‘TV Guide’ Enters Milwaukee 
TV Guide will start a Milwaukee 
edition on Feb. 12 to serve that 
city and Green Bay, Wis. This will 
be the publication’s 20th local edi- 
tion. Norbert Dampke is business 


manager of the new edition. Mean- | 


while, the editorial, management 
and promotion offices in Philadel- 
phia will be moved to the Inquirer 


Bldg. 


Two Publications Join NBP 
Food Marketing, published by 


the Putman-Crist publications di- | 


_vision of Putman Publishing Co., 
| St. Joseph, Mich., and Texas Con- 
tractor, published by Peters Pub- 
lishing Co., Dallas, have joined 
National Business Publications. 


Seiberling Promotes Fouche 

J. A. Fouche, ad and merchan- 
dising manager for Seiberling Rub- 
ber Co., Akron, has been promoted 
to assistant general sales manager. 
Mr. Fouche is succeeded by John 
J. Walbeck, manager of passenger 
‘tire sales. 
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‘Mission Bell to Donahue 


| Donahue & Coe, San Francisco, 
has been appointed to handle ad- 
| vertising for Mission Bell Wines, a 
| Petri Wine Co. holding. The prod- 
' uct will be marketed mainly on the 
'East Coast, with advertising con- 
fined to the Atlantic Seaboard area. 
Young & Rubicam formerly han- 
dled the account. 


AD-MIRROR 
JAS BRACKETS and Gite(CLINCH 


VERTICAL OR Metal 


‘TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 


- Bx 10's Post-Cards = Tipons | 
Miniatures Portfolios Business Cards 


THE GROGAN PHOTO COMPANY 
“1275 No Bahts St. Danvitle, Tenors 
ie CHICAGO OFFICE ; 


122 S. Michigan Ave, Phone WEbster 


HORIZONTAL EASELS and 
For Silk Screen or HANGERS 
Silvered Glass Ads— A quick easy method 
booth or door plate. of supporting dis- 


Easy to use. Just 
slide glass into brack- 
et, bend end tab for- 
ward and it’s locked prongs clinch and 
in. For 3-34” x 10” R securely hold ma- 
glass. terial in position. 


YARDER MFG. CO., 816 Phillips Ave., TOLEDO 12, OHIO 


plays. Just one strike 
D with mallet or wood 
block and metal 


not directly comparable with past. 


years, “since in those years the 
published figures included only 
such advertising as was placed 
through agencies. This year the to- 
tal includes also that advertising 
which was placed in the partici- 
pating 47 publications directly by 
the advertisers who do not use 
agencies.” 


es Total dollar expenditures, as es- 
timated since 1949, are reported as 
follows: 1949, $6,000,000; 1950, $7,- 
000,000; 1951, $9,000,000; 1952, 
$11,824,000; 1953, $11,539,000. 

Total number of pages placed in 
the same pericd are reported as: 
1949, 19,205 by $14 agencies; 1950, 
19,578 by 945 agencies; 1951, 19,638 
by 866 agencies; 1952, 20,542 by 968 
agencies; 1953, 23,900 by an un- 
specified number of agencies. 

The report further notes that be- 
cause “several new export publi- 
cations, and new editions, were 
newcomers in the field in 1953, it 
would appear probable that the 
total advertising revenues of most 
export publications dipped slight- 
ly more than indicated by the ag- 
gregate published figures.” 


University of Chicago 
Press Starts New Ad Plan 


The University of Chicago Press 
has started a new plan which per- 
mits advertising in 20 of its jour- 
nals under one special rate. A full- 


page ad in each of the 20 journals. 


ordered separately costs $1,600. 
Under the reduced plan the cost 
would be $975. 

Circulation of the 20 journals is 
more than 40,000. Not included in 
the plan, but accepting advertising 
in the conventional manner, are 
Poetry, The Bulletin of the Atornic 
Scientists and Cancer Research. 


Dancer Boosts Upson, White 


Stuart B. Upson, account execu-| 


tive of Dancer-Fitzgerald-Sample, 
New York, has been appointed a 
v.p. Albert S. White has been 
named copy supervisor. 


Pepsi-Cola Promotes Barnet ' 
Pepsi-Cola Co., New York, has 
promoted Herbert L. Barnet to 
executive v.p. He was v.p. in 
charge of domestic operations. 


important 


leg? 


The answer is obvious, of course. 

Selling in the appliance, radio, TV business is just like 
this three-legged stool. It takes three to hold up sales — 
the distributor, the distributor salesman and the retail 
dealer. When any one of the three fails*to give support, 


sales topple. 


[electrical gulay 


« f 
, 


| 


| 


ELECTRICAL DEALER 


THE APPLIANCE-RADIO-TV SALESMAGAZINE 


SALES OFFICES: 
CHICAGO 11, ILL. 
22 E. Huron Street 
WHitehall 4-0868 
Walter J. Stevens 
Orrin A. Eames 
Lou Porterfield 


PRospect 1-0505 


Which 


is the most 


CLEVELAND 15, OHIO 
1836 Euclid Avenue 


John E. MacArthur 


Remember this when you plan your sales and 
advertising programs. And remember, too, that Elec- 
trical Dealer is the magazine that covers all three 
groups. It is the only magazine that publishes a 
special edition for appliance, radio, TV distributors and 
distributor salesmen. 


(z/m a 


WEST COAST 
MCDONALD-THOMPSON 

San Francisco Seattle 
Los Angeles Dallas 


NEW YORK 17, NEW YORK 
101 Park Avenue 
MUrray Hill 3-0256 

J. H. Thomson 

William G. Dunn 


THE SALES MAGAZINE EDITED FOR ALL 3—DISTRIBUTORS—DISTRIBUTOR SALESMEN—DEALERS c 
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Saunders, Shrout & Associates, 
Chicago, has been named media) 


director. as Gleem Is Introduced in New York 


(Continued from Page 1) situations, which include free tube 
idation by most of the major tooth- samplings, retail display allow- 
_paste companies, and advertising ances, special crews to set up mass 


/ gate-Palmolive—who uses income 
gotten in sizable quantities from 
the toothpaste business. They’re 


paste income for toothpaste pro- 


Je There’s More t 


Flatie Thee 


motion. 


managers are startled when they | displays and heavy tv, radio and| * eel i ecencgyee ned oe —— 
, : : " ‘ parative failure of its liquid den- 
project Gleem’s market-by-market | newspaper spending, estimates are ;;¢_; ; : 

b , ~~ | tifrice, Teel; a failure due more to 
| budget to a national scale. 'that P&G will spend an astounding | A 
| the product itself than to any flubs 
sum of between $14,000,000 and j, advertising and promotion 
; it? i 19,000,000 this year to promote F a 
= P&G claims that it's not doing $19,000,000 _ ye Promote 3. P&G is out to build its drug 
anything not usually done when Gleem, if it continues along its givision, an area in which it has 
a new dentifrice is introduced: | present ways. yet to show any conspicuous suc- 
mail sampling and local newspa-| They also point out that last Gec¢. 
pers, radio and tv. The company year’s excess profits picture made 4. pgG is simply out to keep the 
thinks it’s the product itself that 1953 a good year to pour such in- ;iyairy hot between itself, Colgate 
is making Gleem sell so well—a | come into a new product. Even so, and Lever Bros. in every area 
little different consistency, foam- | for the six months ending Dec. 31,| where competition is possible. 
ing action, taste and the anti-en- | P&G reports profit before taxes of 
|zyme ingredient GL-70. $62,367,298, as against $56,366,835 
| This may be true, but ad man-|for the comparable period a year 
agers point out that the only other | earlier. product is a first-rate example of 
time a new product received such one of the country’s great brand 
intense promotion was when P&G/|@ Here are some of the other rea- producers putting an unknown 
launched Tide—and the Gleem!sons advanced for the advent of name on the market and achieving 
push is bigger. Projecting local Gleem: fantastic acceptance, at least on a 


People read its Cites, 
cattle news because they 
_ make their living off 
ORLANDO SENTINEL-STAR 


Morning Evening Sunday 


= How has Gleem done so far? In 
a word, astoundingly well. The 


A *100,000,000 sales opportunity... 


ut its hidden 
under the hood! 


Could motorists be brought to realize the need for 
a product they seldom see or think of? 


to you! Make it a habit to check 
your oil filter regularly!’’ 


At the same time, our client used 


aw. VBluethe, secretory, ot POG Plans Multi-Million Dollar Push jors:sec'ct saving o tne» come) 


petitor in the soap business—Col- || 


out to inake Colgate spend tooth-| : 


When a battery “‘dies” or a tire 
“‘goes,’’ no one has to tell you! 
Not so when an oil filter needs 
to be replaced. 


And this despite the fact that 
the filter, by trapping abrasives 
and sludge from the oil stream, 
protects delicate engine parts 
from excessive wear. 


The automobile factory in- 
stalled it . . . the motorist forgot 
it...and a $100 million poten- 
tial in filter replacement sales 
was far from being realized. 


Research showed that less than 
20% of dealers made any real 
effort to sell filters and replace- 


ment elements. And less than 
40% of owners remembered ever 
buying one. 


How could the makers of Purolator 
Micronic Oil Filters break through 
this apathy — especially now that they 
had a greatly improved filter devel- 
oped during World War II? 


Instead of waiting for service 
station people to explain the need 
for filter replacement, Purolator 
went to the motorists themselves. 


In national magazines, reaching 
millions of car owners at low cost 
per reader, Purolator dramatically 
displayed clogged-up filters, said: 
“Sludge and grit can cause costly 
engine repairs. Don’t let it happen 


trade magazines, publicity and ag- 
gressive merchandising to point out 
that “‘Nine out of ten car owners 
buy filter replacements when dealers 
suggest them.”’ 


This program of mass education 


. matched the efficiency and effec- 


tiveness of mass production itself. 


In five years, in fact, our client in- 
creased filter replacement sales by 
tore than 280%. Purolator is now 
t:e leader in its field. 


Can the benefits of mass educa- 
t on through advertising make your 
} oducts or services better known 
tiroughout the country and the 
f-ee world? We'd be glad to talk to 
) ou about it. 


J. WALTER THOMPSON COMPANY 


420 Lexington Avenue, New York 17, N.Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, 1). C., Miaml, 
Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, 
Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 
Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 


oneeer 


J. R. CLEMENS, advertising manager for 
the electric appliance division of Westing- 
house Electric Corp., Mansfield, O., has 
been promoted to the new post of major 
appliance advertising manager. 


one-time basis. 

Right now, on a market-by-mar- 
ket basis—before the first nation- 
al ad breaks—many trade sources 
believe that Gleem can retain at 
least 10% of every market it is in, 
solely on the basis of local promo- 
tions. In the Midwest, where it was 
born, its strength is strongest. 

In Chicago, for example, the 
toothpaste with the big red cap re- 
portedly has about 25% of the to- 
tal market. Recently, a reliable 
source gave AA figures indicating 
Gleem’s inroads in that market. 
For one large drug wholesaler, the 
leader a year ago was Amm-i-dent, 
followed by Colgate and Ipana. A 
few weeks ago, Amm-i-dent was 
7-5 over Gleem, Pepsodent and 
Gleem were even (Chicago is Pep- 
sodent’s original home town) and 
Gleem was 2-1 over Listerine, 7-4 
over Ipana and 2-1 over Colgate. 


@ Some competitive brands are 
already laying national plans to 
combat this threat to their market 
position. Others are watching 
closely. Still others concede they 
just haven’t the money to compete. 

Colgate-Palmolive reportedly 
has a new toothpaste in the works, 
probably an anti-enzyme chloro- 
phyll. 

Flushed by recent market re- 
ports that place Amm-i-dent, by 
a small percentage, as the largest 
selling chlorophyll toothpaste in 
the country, Block Drug plans an 
all-out drive on this product, an 
effort to make consumers choose 
green over white. Colgate chloro- 
phyll, incidentally, appears to have 
moved from first place to a very 
hot No. 2 in the market, followed 
by Chlorodent, Ipana AC and 
Kolynos. 


# Other companies have not indi- 
cated any special plans to help 
send the giant soap maker back to 
minding his own wash. Lever 
Bros., however, believes that it 
has a partial answer in the “new 
flavor’? Pepsodent promotion, now 


in full bloom. 

Aside from the big white shad- 
;ow of Gleem, the $135,000,000 
| toothpaste business is flowing at a 
‘relatively smooth pace at this 
time. It is too soon to assume that 
the Procter & Gamble product can 
maintain its strong market-by- 
market positions once the abnor- 
mal local promotions subside and 
are replaced by the national drive. 

That is the question in the 
minds of toothpaste ad managers 
these days. 


Union Oil Promotes Two 


Jerry Luboviski, formerly assist- 

ant to the v.p. for public relations, 
| has been promoted to manager of 
public relations and advertising 
for Union Oil Co. of California, Los 
Angeles. Earl M. Welty, assistant 
to the v.p. for public relations, has 
been advanced to manager of press 
relations. 


Levy Joins Smith & Ganz 


Henry J. Levy, formerly p.r. di- 
rector of Vick Knight Advertising, 


wood agency. 


Sar 
i 
: 
vi 
ts 
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Hollywood, has been appointed p.r. 
director of Smith & Ganz, Holly- 
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LEAD OFF—Scheduled for March distribu- 
tion, this end label for the Red Cross is 
the first of a series to push fund drives. 


Ad Council, Marathon 


| WNLK 
+ St. Augustine, Fla.; KCHE, Chero- 
sj kee, Ia.; WHED, Washington, N. C.3 


| KBLP, Falfurrias, Tex. This brings 


Offer Bread Label 


Campaign to Bakers 


MENASHA, WIs., Feb. 3—Public 
service advertising will get a cir- 
culation boost of about 100,000,- 
000 a month if bakers adopt a pro- 
motion engineered by Marathon 
Corp. and the Advertising Coun- 
cil. 


The Menasha paper producer 


has prepared a series of 14 labels 
to be affixed to the ends of bread 
loaves, each label plugging a pub- 


lic service project endorsej by the | 


Advertising Council. The labels 


are planned as good will boosters 
for bakers and an added push for 
Red Cross, American Cancer So- 
ciety and other fund drives. 


a Labels are printed in the official 
colors of each campaign and are to 
be used on monthly schedules. 
Picked by the Ad Council on the 
basis of nationwide scope for par- 
ticipation are the Red Cross, 
American Cancer Society, CARE, 
home safety, forest fire prevention, 
auto safety, better schools, Com-. 
munity Fund, go-to-church and 
Christmas Seal drives. 

Marathon executives estimate 
that the more than 2,000 bakers 
to whom mailings will go can use 
more than 100,000,000 end labels 
for each campaign. 


West Bend Names Western 


West Bend Aluminum Co., West | 
Bend, Wis., manufacturer of cook- 
ing utensils, gift ware, electrical 
appliances and industrial engines, | 
has named Western Advertising 
Agency, Racine and Chicago, to) 
handle its advertising in consumer | 
and trade publications. Hoffman & 
York, Milwaukee, formerly han- 
dled the account. 


Appoints Posner-Zabin 

Spencer, White & Prentis Inc., 
New York, engineer and contractor, 
has appointed Posner-Zabin, New 
York, to handle its advertising. 


GENUINE! 
PHOTOS 


ta Qhuautities 
SELL BETTER! 


FORALL 
PURPOSES 
Sharp, clear, | — 8.50] 
crisp! Prompt 2 seay’ | 
Delivery! — ; : oF 


Reproduction 
where required $135 
additional (each subject) 


PHOTOMATIC CO./ 


53-59 E. Illinois St, Chicago. 11, Illinois 
Phone: WH itehall 4-2930 


Nine Join Keystone System 


Nine new affiliates have ng = 
‘Keystone Broadcasting System, in- 
cluding KDAC, Fort Bragg, Cal.; 
‘ Norwalk, Conn.; WFOY, 


WLMJ, "J ackson, O.; WPTW, Piqua, 
O; KBWL, Blackwell, Okla., and 


the total number of Keystone af- 
filiates to 698. 


Appoints Fuehrer-Williams 


Hydraulic Products Co., Provi- 
dence, Boston and Philadelphia 


supplier of hydraulic and manually 
operated equipment for automobile 
service stations and other indus- 
| tries, has appointed Fuehrer-Wil-| 
liams Co., Providence, to handle its | 
advertising and sales promotion. 
The company is developing an air- 
craft manufacturing accessory 
which will be promoted through 
direct mail and trade publications. 


Ruso Names Wank & O'Rourke 


Wank & O’Rourke, San Francis- 
co, has been appointed to handle 
advertising and publicity for A. L. 
Ruso Inc., Watsonville, Cal., pack- 
er of frozen foods. 


Promotes S. ]. Stephenson 

S. J. Stephenson, merchandise 
manager of household refrigeration 
of Westinghouse Electric Corp., 
Mansfield, O., has been promoted 
to manager of household refriger- 
ation, succeeding George H. Meil- 
inger, who has been named sales 
manager of major appliances. 


Hanley Co. to Bo Bernstein 

James Hanley Co., Providence. 
brewer, has appointed Bo Bern- 
stein & Co., Providence agency, to 
handle its advertising. Ted Black 
Agency, Reading, Pa., formerly 
handled the account. 


Want to Sell 


300.000 


New Mothers? 


Customer-prospect lists of nation's lead- 
ing diaper services available to increase 
your sales to medium-income level fami- 
lies with new babies. Ideal test market 
for research, sampling, mail order, etc. 
Successfully used by national advertisers. 
For details, write, phone or wire. 


ASSOCIATED BABY SERVICES, INC. 
Sales Promotion Dept. 
149 Madison Avenue 
New York 16, N. Y. 
ORegon 9-4400 


Only aspirin or amputation would help our 
fine feathered friend. But if big bills are keep- 
ing you from cooing—and they happen to be 
printing bills—Consolidated Enamel Papers 
are a far easier-to-take cure. 


They cost 15 


to 25% less than old style enamel 


papers because Consolidated’s modern manu- 
facturing method revolutionized enamel 


papermaking time and costs. Your budget gets 
the break, while your advertising mate- 
rials, company magazine and other fine 


printing sparkle with the crisp brilliance 


production gloss - 


only the very finest enamel paper can give. 
Call your Consolidated paper merchant for the 
full story of why Consolidated Enamels are 
today’s best value regardless of coating method. 
Or write on your letterhead. We'll send a gen- 
erous supply without obligation to prove that 
Consolidated Enamels can fill the bill for you. 


modern gloss - flash gloss - 


productolith - 


| 


A | enamel 
printing 


| papers 
consolith 


CONSOLIDATED WATER POWER & PAPER CO. « Sales Offices: 135 S. La Salle St., Chicago 3, Ill. | 
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CRUSADE SUPPORT—More than 8,000 of these Advertising Council posters are on 
display as part of the council’s support for the 1954 Crusade for Freedom campaign. 
Leo Burnett Co., Chicago, prepared the poster. 


HEART BEATERS—Among the Chicago admen who are drum- 
ming up support for the Chicago Heart Assn.’s fund drive are 
(left to right) Daniel Welch, account exec, Weiss & Geller; 
Anna Rose Grill, public relations, Toni Co.; Myron J. Clarke, 


$1,000 CEILING—Beneath a ceiling of 1,000 $1 bills, Botsford, Constantine & 
Gardner, Seattle, presented the 1954 ad campaign for Skyway Luggage Co. sales- 
men. Skyway president Henry Kotkins (far left with cigar) had the bills put up for 
the week-long sales meeting and presented them on the final day to the salesman 
who had scored the largest percentage increase in sales during the year. Here, Nick 
Woodbridge, BC&G v.p., explains details of the ‘54 ad program. 


TRAFFIC STOPPER—Stone Shoe Co., Cleveland retailer, drew extra attenton to its 
windows by timing a display of its new models with the introduction of the 1954 
Nash Airflyte. The store decorated its windows and interior with Nash banners 
and posters and used newspaper ads featuring the ‘54 Nash and Stone shoes. Min- 
jature models of the Airflytes were given with children’s shoe purchases. 
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SOCKING ‘EM—New sock designs are shown to George Guglielmone, general man- 

ager of Esquire Socks (left), by two of the 35 winners of the sock designing contest 

Esquire held among employes of its new agency, Ross Roy Inc. Winners are Mrs. 

Carol Crosse and Miss Carol A. Dehn, flanking Vincent Vigliano, account executive of 

Ross Roy’s New York office. The contest was heid to determine consumer preferences 
in men’s socks. 


> 


ARF CITATION—B. B. Geyer (left), of 

Geyer Advertising, New York, gets a ci- 

tation for “outstanding leadership of 

and distinguished service to’ the Adver- 

tising Research Foundation from Marion 

Harper Jr., head of McCann-Erickson 
and ARF chairman. 


radio-tv production supervisor, Foote, Cone & Belding; Kenneth J. 
Ward, v.p., J. Walter Thompson Co.; John Rundall, radio-tv pro- 
duction, Weiss & Geller, and Don P. Nathanson, v.p., Weiss & 
Geller. Mr. Ward is public relations chairman for the drive. 


HOTHOUSE?—Dee Drummond is crowned 
national Tomato Queen at the first conven- 
tion of the Tomato Council at Atlantic City. 
Gingerly adjusting the coronet is Harold H. 
Jaeger, director of marketing, Can Manu- 
facturers Institute, and general manager of 
Geyer Advertising, New York. Miss Drum- 
mond reigns over National Tomato Week, 
Feb. 7-13. 


PRIZE-WINNER—The Braniff Airways poster at left won Richard P. Prezebel (center), 

R. J. Potts-Calkins & Holden, the Kansas City Art Directors Club Award at the club’s 

first annual exhibition of advertising art. Holding the poster is Earl Gross, Stevens- 

Gross Studios, Chicago, and Rex Werner, art director for Trans World Airlines, 
New York, is at right. Both were contest judges. 


PRIZE PACKAGE—The Scoichlite reflector products division of 
Minnesota Mining & Mfg. Co. presented its salesmen this “prize 
package” (girl excluded) for 1954 ot the annual sales meeting 
in St. Paul. It is a newly developed heat lamp applicator and 


a starting kit of reflective sheeting. Left to right are Don Op- 
stad, general sales manager; Fred Gunning, sales manager; 
Kathy Marlow; Don Douglas, sales manager; Ned Davis, re- 
search director, and Paul Howard, special representative. 
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The Phoenix Republic and Gazette scores a 


1,218,392 - LINE GAIN 


in national lineage in 1953! 


The $1-billion Arizona retail market is in the spotlight. And how 
the 1953 lineage figures of The Phoenix Republic and Gazette 
prove it! Total national advertising published in 1953 was 
up 1,218,392 lines — a whopping 30 per cent increase — 
661,430 lines in The Arizona Republic (morning and Sun- 
day) and 556,962 lines in The Phoenix Gazette (evening). 
And that’s exclusive of the big increase in Metro color 
comics, This Week magazine, and Arizona Days and Ways, 
new local Sunday magazine of The Arizona Republic. 
The Republic and Gazette is pulling sales powerfully 
in the still-booming Arizona market. Get your products 
on the bandwagon now! 
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THE PHOENIX REPUBLIC & GAZETTE 


PHOENIX, ARIZONA 
REPRESENTED NATIONALLY BY KELLY-SMITH CO. 
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Electrical Industry's Year-Long ‘Diamond 
Jubilee’ Will Feature Three-Net TV Show 


New York, Feb. 4—Electric! 


The committee is not only coor- 


light and power companies and|dinating the various celebrations, 
electrical manufacturers have/| but is readying a variety of mate- 
joined forces to alert everybody | rial to be used on the local and re- 


to the fact that this is ‘““Light’s Di- 
amond Jubilee” year. 

The jubilee will commemorate 
Thomas Edison’s invention of the 
incandescent lamp and his devel- 
opment of a new system which 
made the generation and distribu- 
tion of electricity workable for 
practical use. The date of the birth 
of the modern incandescent lamp 
is put at Oct. 21, 1879; the climax 
of this year’s celebration will be 
staged around that time. 

High point of the jubilee will be 
a two-hour telecast, expenses of 
which will be shared by utilities 
and electrical manufacturers. The 
producer, format, etc., for this 
commemorative program are still 
to be decided upon. 


= However, in one respect at least, 
the public utilities industry will 
go the Ford Motor Co. one bet- 
ter over last year’s 50th anniver- 
sary show, which was aired simul- 
taneously on CBS-TV and NBC- 
TV. The Light’s Diamond Jubilee 
program will be carried on three 
networks—CBS-TV, NBC-TV and 
ABC-TV. It will be presented the 
week of Oct. 21, with the exact 
time to be selected later. 

Reportedly, about half the cost 
of the show will be borne by the 
utilities, and the other half by the 
electrical manufacturers. 

The year’s observance is being 
coordinated through a sponsoring 
committee made up of top execu- 
tives of utilities and electrical 
manufacturing companies. Charles 
E. Wilson, chairman of the execu- 
tive committee of W. R. Grace & 
Co. and former president of Gen- 
eral Electric Co., heads the group. 

So far, 167 electric light and 
power companies, serving 725 
communities, have lined up be- 
hind the program. The lines of 
manufacturer support are not so 
well organized as yet, but most of 
the major companies in the field 
are expected to participate. 


s The project was set in motion 
through the Edison Electric Insti- 
tute, to which most of the invest- 
or-owned utilities belong. This 
group is paying the expenses of 
the committee. 
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Smart Makers of Shoes 

Use Balloons to... 

@ Get kids and parents into 
dealers’ stores ; 


@ Boost their brand with 
dealers as decorations, 
give-aways 


Because 


PIONEER Qualatex Balloons 
Gre@.ce 


@ Floating Billboards that advertise and 
sell wherever they go 


@ Colorful, easy to use,yet 
inexpensive 


@ Loaded with real toy value 


Get ideas, samples > 
and imprint Guaranteed by 
information from Good Housek ++ ping 
our Premium Dept. <cer 


AS apyremis! at 


tHE PI COMPANY 


BALLOONS 408 Tiffin Road © Willard, Ohio 


gional level. The local companies 
will pay for these materials, which 
are being prepared by N. W. Ayer 
& Son, agency for the Electric 
Companies Advertising Program. 

This is supported by many of 
the utilities cooperating in the cel- 
ebration. Ayer also will handle the 
special October telecast for the 
jubilee. 


s Except for the telecast, all ad- 
vertising for the jubilee will be 
placed by the participating com- 
panies individually. Many of the 
utilities have already launched 
their jubilee promotion, though 
the committee has advised partici- 
pants to plan their observance 
from Oct. 21 and work backwards. 
This is to avoid running out of 
money and ideas early in the year 


before the big date rolls around. 

Theme for the observances is 
“Light for Freedom—Power for 
Progress.” The program will em- 
phasize the vital role electricity 
has played in the social and eco- 


nomic progress of the United 
States. 

The individual advertising cam- 
paigns of the cooperating com- 
panies will follow the theme, with 
special tie-ins with major local 
events in the community. A high- 
light in Springdale, Pa., for ex- 
ample, will be the opening of a 
135,000-kw addition to West Penn 
Power’s station in that city. 

On the manufacturers’ side, 
General Electric is breaking a 
“light for living” magazine cam- 
paign. There also is a_ possibility 
that Westinghouse’s “Studio One” 
(CBS-TV) will present a_ story 
based on Edison’s life when the 
promotion gets rolling. 


Mandelbaum to ‘Glamour’ 
Nathan Mandelbaum, 


promotion manager of Glamour, 
New York, a new post. 


Advertising Age, February 8, 1954 


Zynolyte Paint Co., Los Angeles, 
will spend more than $100,000 in 


Baby Enamel, a non-toxic, non- 
poisonous, odorless paint. The 
campaign will primarily involve 
‘newspaper advertising in New 
York, Chicago, Los Angeles arid 
other large cities, with the slogan, 
“Protect your most prized posses- 
sion.” Testing has been going on 
in New York for the past several 
weeks. Edwards Advertising, Los 
Angeles, is the agency. 


‘House & Garden’ Names Two 

Louis M. Frick, formerly with 
the promotion department of 
House & Garden, has joined the 
New York advertising staff of the 
magazine. Thomas G. Cutler, for- 
merly in the retail building trade, 
has joined the Chicago sales staff. 


Jaite Changes Firm Name 
The multiwall bag division of 

National Container Corp. has 

changed its corporate name from 


Ne formerly | Jaite Co. 
with Family Life, has been named | Corp. 


to National Container 
of Ohio. General sales 
offices for the multiwall bag divi- 
sion are in New York. 


the next few montlis to promote) 


Zynolyte Pushes Enamel Paint}; ANPA Adds New Session 


' The American Newspaper Pub- 


| lishers Assn. will add a new ses- 


sion to its annual convention in 
New York beginning April 20. The 
session will be for executives of 
member newspapers over 50,000 
circulation. Previously there were 
sessions for newspapers up to 
10,000 circulation and between 
10,000 and 50,000 circulation. 
Chairman of the new group meet- 
ing will be Don U. Bridge of the 
Rochester Times-Union and Dem- 
ocrat & Chronicle. 


Scotchlite Boosts Ellwanger 

James F. Ellwanger, Virginia 
salesman for the Scotchlite divi- 
sion of Minnesota Mining & Mfg. 
Co., St. Paul, has been promoted 
to sales promotion supervisor for 
commercial markets by the divi- 
sion. 


Thomas Joins Textron 

John H. Thomas, formerly with 
Dominion Textile Co., Montreal, 
|has been appointed assistant ad- 


'vertising and sales promotion 
manager of Textron Inc., New 
York. 


Fe if 


New YorK—This story-and-a-half house has two bedrooms, 
living room, kitchen, dinette and bath, It was built by the John 


Ottenschots, Cortland County. 


Missour1—In just three months, Eugene Anderson, of Schuyler 
County, built this house himself. It has 3 bedrooms, 14 x 17-foot 


Ss EE eos 


living room, full basement, breakfast nook. 


Ittinois—The Andrew Bechtels house, Woodford County, has 
3 bedrooms and bath in right wing; living and dining rooms 
center; kitchen, eating area and utility room in left wing. 


Iowa—The Martin Sixt house, Osceola County, was built from 
SuccessFuL FARMinG plans. Bedrooms, living quarters, recreation 


room and work areas are on three different levels. 


RE on 


Ceilings have radiant 


These are 


INDIANA—Many closets, large workroom, office, fruitroom make 
basement unnecessary in the Earl Potts house, Boone County. 


heat. Breezeway connects garage. 


~~ 


Minnesota—Bert Hanson, Blue Earth County, built this stone- 
walled, flat-roof, fireproof house with 2 bedrooms, bath, den on 
lower level; kitchen, living and work rooms on ground floor, 
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Light Bulb's 55th 
Birthday Marked by 
Five-Page ‘SEP’ Ad 


NEw York, Feb. 4—Just 55 
years after General Electric Co.’s 
lamp division ran an ad in The 
Saturday Evening Post for its 
“miniature incandescent electric 
lamps,” the same division is open- 
ing the door to a new concept of 
home illumination with a dramatic 
five-page ad in the Feb. 13 issue of 
the Post. 

The theme of this one-shot in- 
sertion is “Light for Living.” The 
public announcement in the maga- 
zine is timed to coincide with the 
observance of the birthday of 
Thomas Alva Edison, inventor of 
the electric lamp. 

Copy points out that this mod- 
ern age with more leisure time at 
home, larger families and in- 
creased mechanical help for the 
housewife has brought with it a 
new challenge for electrical en- 
gineers and decorators. This, says 


Miniature 
Incandescent 
Electric Lamps 


For use with Batteries. 


Instructive and Amusing for 
the Boys. 


Lamps of 4, 1, 2,3, 4 or 6 candle power, 
35 cents each. 


Miniature Candelabra and Decorative 
Lamps for use on electric light circuit. 


For Decorative Lighting in Residences these 
Lamps are exceedingly effective. 


Also Receptacles and Sockets. 


X-Ray Tubes and Fluoroscopes. 


MMustrated Catalogue with Price-List, sent on application 


Edison Decorative and Miniature Lamp Dept. 


(GENERAL ELECTRIC Co.) 
Fifth Street, Harrison, New Jersey 


55 YEARS AGO—This General Electric ad 
ran in The Saturday Evening Post 55 years 
ago to announce the availability of in- 
candescent bulbs. This month the company 
is marking the anniversary with a_ five- 
page insertion in the Post, which has car- 
ried more advertising for the GE lamp 
division than any other medium. 


GE, means that there must be a 
greater emphasis on making the 
home functional and livable. 

General Electric in its Post in- 
sertion reports that it has met this 
challenge and goes on to demon- 
strate how this objective can be 
reached through “light condition- 
ing.” . 


a The demonstration covers four 
of the five full-color pages. Each 
of these features a room created by 
a top American designer and shows 
the scene with and without GE’s 
engineered lighting. 

For additional contrast, there 
are shots of comparable rooms in 
the house where Mr. Edison’s 
bachelor associates lived in Men- 
lo Park, the first residence in 
America to have electric lights. 

The opening page of the GE sec- 
tion is in b&w, showing a picture 
of Edison and photos of the four 
designers whose rooms appear on 
the succeeding pages. 

Morton Bailey, manager of the 
Post, points out that since GE 
began to advertise in the magazine 


\ 


55 years ago, the “General Electric | 
lamp division has invested more | 
advertising dollars in the Post than 
any other medium.” 

Batten, Barton, Durstine & Os- 
born is the agency on the account. 


Form Venezuelan Firm 

A new company has been formed 
in Venezuela under the name of 
Corrugadora de Carton, S. A. The 
fully subscribed capital is $900,- 
000, and Carton Internacional, S. 
A., a Container Corp. of America 
subsidiary, owns half of the capi- 
tal stock, and the remainder is 
Venezuelan capital. 


Deegan Named PR Director 

Paul A. Deegan, formerly editor 
of the News, Stratford, Conn., a 
weekly newspaper, has been 
appointed public relations director 
of the Lycoming division of Avco 
Mfg. Corp., Stratford, succeeding 
Robert McFadden, who has re- 
signed. 


Moran, Hedekin Moves 

Moran, Hedekin & Fisher, New 
York newspaper representative, 
has moved to 299 Madison Ave. 
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Wisconsin—This ultra-modern SuccessFUL FARMING Home No. $2101, built 


by Les Manke, Columbia County, has 2 bedrooms, workroom, living room, dining 
area, efficient U-shaped kitchen facing farm court. All traffic bypasses rooms. 


farmer . . . but no more. 


A revolution in farm living has been under 
way since World War II. A dozen years of 


farm houses! 


Once the well kept barn and ill kept house 
were evidence of the prosperous and provident 


Thousands of SF House Plans, priced at $2.50 
to $5.00, have been sold in recent years. 


He buys the materials and equipment he 


needs direct from dealers. He works on his 
house in his spare time, and is helped by his 


if 
sr 
is 
% 
% 
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high prices and profits have given support to an 
unprecedented boom of new building, and 
remodeling of farm homes. 


Every year SuCCESSFUL FARMING families 
build tens of thousands of these new houses... 
good looking enough to belong in any smart 
suburb; with central heating, modern kitchens 
and bathrooms, liberal lighting and attractive 
color schemes. 

The farm home is also a part of the farm 
plant, allied with farm business; and these new 
houses differ from urban dwellings in design 
and plan; include work and utility rooms, 
more storage space and closets, often offices. 
The trend is to segregate sleeping, living and 
working quarters and channel traffic around 
the various units. 


Home sumopinc is easier, less expensive 
for the farmer. He can choose from scores of 
practical, proven, SuccEssFUL FARMING plans, 
drawn by some of the country’s best architects. 


MEREDITH PUBLISHING ComPANy, 
Des Moines... New York, Chicago, 
Cleveland, Detroit, San Francisco, 
Atlanta, Los Angeles. 


neighbors, needs a minimum of skilled labor, 
escapes many of the restrictions that make 
building more costly in urban areas. And his 
finished house often costs thirty percent less 
than the custom or speculative built house of 
the same size in the city. 


In the new home the old furniture is often 


largely replaced, new furnishings, decoration, 
and appliances are installed. 


The home market is hot today among SF 


farmer families. Eight out of ten are in the top 
bracket—the 39% of farms which earn 88% 
of the total US farm cash income. 


In SucceEssFUL FARMING alone, the national 


advertiser has a market equivalent to another 
national suburbia! This magazine balances 
national schedules, taps buying power little 
touched by general media. Ask any SF office 
for the facts. 


HERE, TOO... 


We'll show you 
what 1,582,060 
families will buy! 


This vast, profitable market 
of over 114 MILLION larger- 
than-average growing families 
is yours—when you tell them 
and sell them in the Our Sun- 
day Visitor - Register UNIT. 
Here are two papers they be- 
lieve in—they rely on and 


BUY from! 


This combination of two 
established national weeklies 
brings your product new sales 
horizons for new customers 
and growing repeat business. 


Wonderful for mail order 
advertising! Let us show you 
how prominent mail order 
firms prove this every week 
in both Our Sunday Visitor 
and The Register. 

Don’t just take our word 
for it. Prove for yourself the 
strong, steady mail pull of this 
nation-wide sales- producing 
UNIT. Test this unsung mar- 
ket of ready, steady buyers. 


And_ economically, _ too! 
Just write, wire or telephone 
for friendly, helpful, money- 
making ideas and informa- 
tion—yours without obliga- 
tion. We'll be happy to intro- 
duce you to over 144 MIL- 
LION new customers! 


1,982,060 


WEEKLY CIRCULATION 


NATIONAL REPRESENTATIVES 


(0 Bertolet a Co.ine 


30 NORTH DEARBORN 


—CHICAGO 
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U. S. Sports Cars 
Get Boost Via Pep 


Box-Back Premiums 


BATTLE CREEK, Feb. 3—Kellogg 
Co. is using sports car pictures as a 
box-back premium on Pep pack- 
ages. The promotion is aimed at 
small-fry car enthusiasts and also 
gives a boost to American so-called 
sports cars now in limited pro- 
duction. in 

Sixteen cars—with Packard’s 
Caribbean, Buick’s Wildcat and 
Chevrolet’s Corvette joining 
Porche, Jaguar, Alfa Romeo and 
other foreign vehicles—are pic-: 
tured in the series. A smattering of 


‘engineering and design specifica- 
‘tions and race records, in the case 
‘of competition cars, is included, so 
that a child “can be an expert on 
sports car classics.” 

Technical data 
facturer-supplied facts such as 
(for the Corvette) “the Power- 
glide selector lever is floor 
mounted in true sports car tradi- 
tion.” 


agency. 


Inside Advertising Week Set 


A total of 48 colleges and uni- 
versities from 23 states have ac- 
cepted invitations to participate in 
the Assn. of Advertising Men & 
Women’s fourth annual Inside 
Advertising Week, April 18-23. 
(The date has been changed from 
the previously announced April 
11-16.) The schools will send their 
outstanding advertising senior to 
New York for a week of lectures, 
conferences, tours and luncheons 
climaxed by the annual banquet. 
Edgar V. Hall, McGraw-Hill Pub- 
| lishing Co., is general chairman of 
‘the week. 


include manu-|: 


Leo Burnett Co., Chicago, is the 


DAVIS A SIMRLER THAR) YOu TINE 
IT AS SAVINEE BONDS OA THE PAYROLL DAVINGE PUAN 


$4,000 PROVES IT—Testimonials like this 
one from a Denver citizen are being used 
to boost the ‘54 payroll savings plan drive 
for U. S. savings bonds. Volunteer agency 
for the drive is Foote, Cone & Belding. 


Babbitt Names Fagerlund 
Gordon E. Fagerlund, formerly 
an account executive with Young 
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,& Rubicam, has been appointed as- 
|sistant advertising manager of B. 
T. Babbitt Inc., New York manu- 
facturer of household products. He 
will report directly to John E. 
Phillips, advertising manager. 


||Edward Lamb Names Gourley 


Richard H. Gourley, formerly 
promotion manager of WSPD, 
Toledo radio and television sta- 
tion, has been appointed to the 
new post of director of public re- 
lations and advertising for Edward 
Lamb Enterprises, Erie, Pa., news- 
paper, radio and tv station owner. 


Goodwin Directs PR 


Robert D. Goodwin, formerly 
director of community develop- 
ment programs for the National 
Assn. of Manufacturers, has been 
appointed director of public rela- 
tions of the Carpet Institute, New 
York. This is a new position. 


Metro Group Names Roeder 


Edward Roeder Jr., formerly 
advertising sales director of The 
Reporter, has been named account 
executive on the New York sales 


staff of the Metro Group. 


Dudley J. Scholten, Vice President of Argus Cameras, explains why: 


He doesn’t believe in negatives! 


When dealers phone for more stock fast—because customers 
want Argus cameras »0w— Dudley Scholten doesn’t believe in 


negatives. He won t say ° 


‘No.” He uses Air Express. 


“Last December 23, for example,” he will tell you, ‘‘a large 


“There's no doubt hat the astounding growth of Argus 
owes much to this pol y of reliable, fast distribution. Argus 


sales rose from a net « 
1950 to about 19-mill n in 1953. 


some 5-million dollars at the end of 


a 


“We ship by Air Ex 
in weights from 4 to 3( 
Air Express always cor 
that most of our ship: 
air service.” 

It pays to express you 


Indianapolis camera shop ran out of Model 75’s, called us in 
Ann Arbor headquarters. 

“We got together half a gross by noon of December 24 and 
let Air Express take over from there. That night, the dealer 
phoned again to say ‘Thanks.’ The Air Express delivery had 
arrived early in the afternoon—and by closing time he had 
sold out the whole order! 


of Railway Express Ag: 


ress to our outlets all over the country 
pounds, often as much as 120 pounds. 
s through for us, and we have found 
ents cost us less than with any other 


self clearly. Say Air Express! Division 
ncy. 


rs 


—_— © AirExpress 


GETS THERE FIRST via US. Scheduled Airlines 


Radio Sales Up 
in TV Strongholds, 
CBS Report Shows 


NEw York, Feb. 3—The most 
heavily television-saturated areas 
absorbed a large number of new 
radio sets last year, according to a 
report by the sales promotion de- 
partment of CBS Radio spot sales. 

Radio set sales to dealers in 14 
top markets in 1953 were more 
than 38% ahead of the 1952 level, 
according to the CBS report. Ra- 
dio set sales nationally, however, 
showed only a 4.5% gain in 1953. 

This analysis, based on the Ra- 
dio Electronics & Television Man- 
ufacturers Assn.’s estimates, cov- 
ered the 14 areas in which CBS 
Radio spot sales represents sta- 
tions. 

These include New York 
(WCBS); Chicago (WBBM); Phil- 
adelphia (WCAU); Boston 
(WEEI); Los Angeles (KNX); 
Washington (WTOP); San Fran- 
cisco (KCBS); Minneapolis-St. 
Paul (WCCO); St. Louis (KMOX); 
Richmond (WRVA); _ Charlotte 
(WBT); Birmingham (WAPI); 
Jacksonville (WMBR), and Salt 
Lake City (KSL). 


= In these markets, estimates 
showed 1,342,000 radios sold to 
dealers during the first 39 weeks 
of 1953, compared with 970,000 for 
the corresponding period in 1952. 
This does not include automobile 
radios. In these cities there were 
67.5% more radio set sales to deal- 
ers than tv set sales to dealers— 
again excluding auto radios. Na- 
tionally, however, tv sales to re- 
tailers ran 31.2% against the 1952 
level. 


Dwight Heads Postal Group 

William Dwight, publisher of 
the Transcript Telegram, Holyoke, 
Mass., has been named chairman 
of the postal committee of the 
American Newspaper Publishers 
Assn. He _ succeeds Dudley A. 
White of the Register-Star-News, 
Sandusky, O., who has been named 
director of the commission on in- 
tergovernmental relations, Wash- 
ington. 


McAdams Inc. Promotes Three 

William Douglas McAdams Inc., 
New York pharmaceutical agency, 
has promoted three executives. 
Dr. De Forrest Ely, formerly v.p., 
has been elected vice-chairman of 
the board. Dr. E. M. Wachtel has 
been promoted to v.p. and medical 
director and Dean L. Burdick has 
been named v.p. 


Tashian, Barton Join K&E 


Kenyon & Eckhardt, New York, 
has made two additions to its cre- 
ative staff. Melcon Tashian, for- 
meriy with Compton Advertising, 
has joined the agency as an art di- 
rector, and Betty Barton, previ- 
ously with Ellington & Co., has 
been added to the copy department 
as a senior copywriter. 


Reach Names Lowander A. E. 

Reginald Lowander, formerly 
with Cecil & Presbrey, has joined 
Reach, Yates & Mattoon, New 
York, as an account executive. 
Kenneth Carson, formerly with 
Storm & Klein, has been named 
production and traffic manager of 
the agency. 


KSL-TV Promotes Boren 
Henry Boren, who was mer- 
chandising coordinator for both 
television and radio operations, has 
been promoted to merchandising 
— of KSL-TV, Salt Lake 
ity. 


Jule Gordon to Harry Cohen 
Jule Gordon, formerly assistant 
to the president of J. B. Williams 
Co., has joined Harry B. Cohen 
Advertising Co., New York, as a 
member of the executive group. 


Lee Joins Jay J]. Dugan 
Richard S. Lee, formerly with 
Gray & Rogers, Philadelphia, has 
joined Jay J. Dugan, Philadelphia, 
as account executive. 
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Advertising Age, February 8, 1954 


This Week in Washington... 


Poor Equipment Is Hurting UHF 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Feb. 4—George 


Sterling, former chief engineer of 
the Federal Communications Com- 
mission, now a commission mem- 
ber, says poor equipment is one of | 
the reasons telecasters are having) 
so much trouble establishing sta-| 
tions in the new u.h.f. band. 

Stations rush onto the air before 
the “bugs are straightened out,’ he 
said, and u.h.f. gets a “black eye.” 
Moreover, he says his own tests 
indicate that many of the convert- 
ers that are offered to the public 
are unreliable. “When u.h.f. comes 
to town, a number of people go out 
and buy converters. The stories 
circulate that converters work only 
a short time and go dead. The u.h.f. 
station soon finds itself in an uphill 
struggle to overcome this bad pub- 
licity.” 

Acknowledging that u.h.f. sta- 
tions often have trouble getting at- 
tractive programs, he observes that 
color may prove to be the answer 
to the u.h.f. station’s problems. 

“T can’t help feeling that once 
a department store in a community 
starts advertising its Easter, sum- 
mer and fall garments in color, the 
competing stores will be forced to 
do so, too,” he exclaims. “Since 
v.h.f. (low band) stations may 
have network commitments, the 
local stores will be knocking at 
the door of the u.h.f. color station 
asking for time.” 


There may not be any spot 
news about it, but there is plenty 
of backstage activity these days in 
preparation for the anticipated ad- 
ministration drive to secure funds 
for full-scale censuses of business, 
manufactures and agriculture cov- 
ering 1954. 

Commerce Secretary Sinclair 
Weeks has already submitted plans 
for these censuses to the budget 
bureau. Later this month the bud- 
get bureau will make a recom- 
mendation to the President, and 
the program will be forwarded to 
Congress. 

Commerce officials prefer to let 
the project lag for the moment be- 
cause they are still waiting for the 
official text of the report of the 
special census evaluation commit- 
tee, which operated under the 


(ADVERTISEMENT) 
Promoted by CBS-Columbia 


Albert J.-Frankel has been promoted 
to the position of purchasing agent for | 
CBS-Columbia, a division of Columbia | 
Broadcasting System. Getting ahead in 
business like Mr. Frankel are thou- 
sands of regular Wall Street Journal 
readers throughout the nation—execu- 
tives and their aides who make or 
influence decisions on planning, pro- 
duction, selling and buying. What an) 
advertising medium! 


chairmanship of Dr. Ralph Wat- 
kins, director of research of Dun 
& Bradstreet. This report, urgently 
recommending immediate censuses 
of business and manufactures, is 
in final manuscript form. Since it 
runs about 1,000 pages long, Com-_ 
merce officials believe most of the 
month will pass before it is avail- 
able in printed form. 

Since members of Congress will | 
undoubtedly rely heavily on the 
Watkins committee report, Com- 
merce officials feel it is pointless 
to push their census plans until 
the printer finishes his work. 

+ * ® 

Postmaster General Arthur Sum- 
merfield turned up at the White 
House Monday to give congres- 
sional leaders a “pep” talk stressing 
the need for the $240,000,000 postal | 
rate increase. Later, 


however, | 
members of the House post office) 
committee, who began work behind 
closed doors on a postal rate bill 
of their own, were reported to be. 
“weak” on Mr. Summerfield’s ma-_| 
jor proposal—the 4¢ rate for out of 
town letters. Some committee 
members are convinced that the 4¢ 
rate—the biggest money raising 
item in the bill—will be eliminat- 
ed. | 
Meanwhile the committee is un- | 
der increased pressure from postal | 
workers who want a raise. Their 
“asking price,” originally $800 a 
man, has been reduced to $300. 
That would mean $150,000,000 of, 
added expense to the Post Office. 
. o e | 
Treasury Secretary George | 
Humphrey used the joint commit-_ 
tee on the economic report as ai 
forum for a spirited defense of the! 
Administration’s plan to relieve, 
individuals of the obligation to pay | 
income taxes on dividends. | 
Recognizing that this feature of 
the tax reorganization program has | 
been attacked as favoritism for the | 
rich, he referred to the fact that! 
dividends are currently taxed 
twice—once as corporation income, 
then as individual income. 
Elimination of double taxation 
should make it easier, he said, for 
businesses to finance their opera- 
tions through sale of stock instead 
of borrowing money. “Enterprise 
heavily in debt doesn’t develop as 


DREAM BUILDER—This full-color page, set 


well or as quickly as it would with- 
out heavy debts hanging over it,” 
he exclaimed. “Should business 
turn down, a company in heavy 
debt is, of course, easily drawn 
into trouble. 

“Better prospects for enabling 
companies to get share-holder fi- 
nancing—instead of going into 
debt-—-thus means better prospects 
for all Americans who work, for 
increasingly better jobs come more 
surely out of companies that are 
moving forward and expanding.” 


New Parliaments Bow in N.Y. 


King-size Parliament filter 
mouthpiece cigarets, made by 
Benson & Hedges, New York, are 
now being introduced in the met- 
tropolitan New York area. Selling 
for about 2¢ more than the regular 
size Parliament, they are being 
advertised with large-space news- 
paper advertising, radio and tv 
spots and Parliament’s network 


program, ‘“‘Pantomine Quiz,” on 
the DuMont network. Kudner 
Agency, New York, handles the 
account. 


‘Better Homes’ Names Lyon 


Meredith Publishing Co., Des 
Moines, has appointed W. D. Lyon 
Agency, Cedar Rapids, to handle 
circulation advertising for Better 
Homes & Gardens. A newspaper 
test campaign will be carried out 
in selected major markets to deter- 
mine the effect of consumer ad- 
vertising in newspapers on news- 


stand sales of Better Homes & | 


|Gardens. The program also will | 


include tests of other types of 


i media. | 


| 


ee tHe. Se a 


to break in the spring in House Beautiful, 
House & Garden and Living for Young 
Homemakers, will lead off a heavy ad_ 
schedule for Brandt Cabinet Works Inc., | 
Hagerstown, Md. Theme for the entire cam- 
paign is “Build your decorating dreams _ 
around Brandt.” John Falkner Arndt & Co., 

Philadelphia, is the agency. 


- the copy staff of William H. Wein-' executive. 
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Kaplan, Holt Join Weintraub traub & Co., New York. B. David 
Harold Holt, formerly with|Kaplan, also of Foote, Cone, has 
Foote, Cone & Belding, has joined |joined Weintraub as an account 
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THE OHIO ADVERTISING DISPLAY CO. 


CINCINNATI, OHIO 


Mr. Advertiser 
EVERYWHERE 
USA 


More than ever you will have to keep your 
brand name uppermost in the buying public's mind. 
More than ever, you will need most outstanding 


POINT OF SALE SIGNS & DISPLAYERS 


More than ever no advertising program will 
be. complete without these most vital materials. 
Whether you buy from us or any other good point of 
sale sign concern, Point of Sale Signs and Display- 
ers for you and your dealers' success 


may is aA must ie 


Ohio Advertising Display Company serves leading 
manufacturers of brand name products from coast to 
coast. Representatives in principal cities. 


Loox To QADCO First FoR NEW POINT OF SALE IDEAS 


This is what he says regarding sales promotions and advertising 
in this rich area: “Our division treats the Seattle-Tacoma 


area as one 
newspapers 


Tacoma and vicinity is mighty important to us, and our sales 


efforts woul 


News Tribune were left off the list. Therefore, I always insist 
that Tacoma, as well as Seattle, be included in all our promo- 
tional plans 


‘ : oi c. Sines Cowing 
Seattle Divisional Sales Manager, DENNISON’S FOODS 


Dennison’s food products are marketed in the eleven western 
states primarily, with selected distribution in major areas 
throughout the country. Mr. Gowing handles sales in the Pacific 
Northwest, with headquarters in Seattle. 


market, yet we’ve found by experience that Seattle 
do not cover the Tacoma portion of this market. 


id be incomplete and less effective if the Tacoma 


' NEWS-TRIBUNE CONSISTENTLY 
| IN THE “FIRST FIFTY” LIST 


Advertisers recognize the impact of the Ta- 
. coma News Tribune, according to the lineage 
+ reports of MEDIA RECORDS. For the first 
+ six months of 1953, the Tribune ranked high 
among Canadian and United States evening 
newspapers. It is one of 7 evening news- 
papers on the Pacific Coast, and one of two 
in the Pacific Northwest which appear con- 
sistently in the “First Fifty’ list. Get complete 
story from Sawyer, Ferguson, Walker Co. 
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60 
Adler Slates Sock Drive 


Adler Co., Cincinnati sock manu- 
facturer, will launch its heaviest 


,ad campaign promoting its size- 
guaranteed, shrink-controlled 
sport-casual socks this year. The 
schedule includes full-page ads in 
| Coronet, Esquire and True. Adler 
will offer ad mats and window and 
counter displays to dealers. Ruth- 
rauff & Ryan, Chicago, handles the 
account. 


TOPFLIGHT CONCERNS 
RENEW AND RENEW 


World renowned companies subscribe 
to the Clipper Service year ,after 


ear Why? They tell us. “It’s in- Two Execs Join Inland Reps 


James N. Krohne, formerly staff 


spiring!"’—that a single idea gleaned 


from its pages have paid for many 
issues! 


» |has been appointed general man-_ 
‘ager of Inland Newspaper Repre- 
S ; || sentatives, Chicago. John T. Lykes, 


previously assistant national ad- 
vertising manager and merchan- 
dising manager of the Atlanta 
Constitution, has joined Inland as 
manager of its Atlanta office. 


ART SERVICE 


300 SUBJECTS, 1000 PRINTS 


ipper Art has to be top quality, 
pan of and up-to-date te win re- 
newals from our blue chip users. 
Clipper quality art is for everybody 
—the cost is only $15.00 per month 


Citrus Institute to Kampmann 


The Citrus Container Institute, 
‘Orlando, Fla., has appointed Rob- 
‘ert S. Kampmann Jr. Advertising 
Agency, Philadelphia, to handle its 
advertising and publicity. The in- 
stitute has developed a new type 
container for shipping citrus fruit, 
known as Citrus-Pak. 


Ore 


Writé FOR FREE SAMPLES 
MULTI-AD SERVICES, INC. 


executive with Crane Co., Chicago, | 


| Donald M. Bernard, the new 
president of the Newspaper Adver- 
'tising Executives Assn., has made 
newspaper advertising a career— 
‘and a hobby. 

| Since high school days, when he 
was a carrier boy for the Corpus 
Christi Caller, Don Bernard has 
‘spent virtually all of his working 
life in newspaper publishing of- 
fices; his most satisfying extra- 
curricular activities have been in 
the trade and professional associa- 
tions devoted to the advancement 
of newspaper advertising and 
newspaper admen. 

Not that newspapering is his sole 
interest. Mr. Bernard, who is ad- 
vertising director of the Washing- 
ton Post, is involved in a variety of 
Washington civic activities and is 
|'a past president of the Rotary 
Club, to which he has given many 
“after” hours. At his home in near- 
|by Chevy Chase, you might find 


Advertising Age, 


You Ought Ke  Ki0w e e Donald Bernard 


him relaxing happily by broiling 
thick steaks on his outdoor grill. 
Three grown children round out 
his home life—Donald Jr., an en- 
gineer with Shell Oil; Bill, who fol- 


lows in his dad’s footsteps and cur- ||. 
rently works in the advertising de-| | 
partment of the Charleston Ga-|~ 


zette, and Mary Carolyn, a fresh- 
man at the University of North 
Carolina. 


= Despite his many years of activ- 


ity in professional associations, 
Don Bernard has made relatively 
few speeches. He says he prefers 
to listen. 

The fact that he isn’t a speech- 
maker is no measure of his contri- 
butions, however. He’s been active 
in NAEA since 1928 and served 
several terms as a director. In 1946 
he was elected v.p. and was “on the 
ladder”’ toward the presidency, but 
stepped aside to devote himself to 
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OTTAWA, CANADA, AND “‘T 


“Red Peace Ot 


Cyr 


The Ottawa Citizen enjoys more than 
78% circulation in the rich Ottawa City 
area and most of it is home delivered. 


HE CITIZEN” 


The Ottawa Citizen, with more than 60,000 daily circulation, gives 


,of the Bureau of Advertising. 


February 8, 1954 


Don Bernard 


the presidency of the Washington 
Rotary Club. Two years ago he was 
elected NAEA 2nd v.p.; last year 
lst v.p., and now president. 

Another of his major industry 
activities has been the Bureau of 
Advertising of the American 
Newspaper Publishers Assn. In the 
early 1940s he was chairman of 
the committee that planned its re- 
tail division. 

“When I had to step out of the 
NAEA vice-presidency to take 
Rotary Club office here,’ he ex- 
plained, “I told them I would be 
back as soon as I was free. News- 
paper advertising has been good to 
me, and I feel I am obligated to do 
whatever I can for the advance- 
ment of the profession.” 


® Iowa-born but  Texas-raised, 
Mr. Bernard’s job as a carrier on 
the Corpus Christi Caller fixed the 
pattern of his career. From carrier 
he moved to their mail room, then 
on to the advertising department. 
In 1917, after a year in the depart- 
ment, he became advertising man- 
ager. 

Later he was with the Marsh- 
Fentress chain of Texas papers as 
business manager, and from 1928 
until 1935, was with the Nashville 
Banner as advertising director and 
business manager. Since 1935, as 
advertising director, he has helped 
Eugene Meyer build the Washing- 
ton Post into one of the nation’s 
most influential newspapers. 

His greatest satisfaction as far as 
the industry is concerned, he says, 
is the success of the retail activity 


“As chairman of the committee 
which planned this program in the 
early 1940s, I worked with some 
wonderful people,” he observes. 
“The program has worked out to 
be just as important as we believed 
it would be.” 


® From his experience with the 
Marsh-Fentress chain and_ the 
Nashville Banner, he realized that 
advertising directors in small and 
medium-size cities often lack in- 
formation about the most effective 
and newest ways of selling and us- 
ing newspaper space. 


i 


The 7 Southam Newspapers 
The Ottawa Citizen 

The Hamilton Spectator 
The Winnipeg Tribune 
The Medicine Hat News 
The Calgary Herald 

The Edmonton Journal 
The Vancouver Province 


dominant coverage of one of Canada’s most responsive markets. The 
City of Ottawa has a population ex: ceding 280,000, and the annual 
net effective buying income per family averages $6,556—one of the 
highest in Canada. 


The Ottawa market is unique in its stability. The Dominion 
Government employs over 55,000 persons in Ottawa and their salaries 
reach $140,000,000 annually. Over 20 firms which produce a wide 
variety of industrial and consumer goods, have an annual payroll of 


over $24,000,000. 


This combination of buying power from the civil service and from 
firmly established industries, offers aivertisers a steady and constant 
market for consumer goods—and ‘he Ottawa Citizen provides 
thorough coverage of that market. Jse this popular newspaper to 
advertise effectively in Ottawa. 


For full particulars please co.:municate with our repre- 
sentatives, Conklin and Woodwar:, 22 East 40th Street, New 
York 16, N. Y. or any of their b:anches at Detroit, Chicago, 
Atlanta, Los Angeles and San Fr scisco. 


THE OTTAWA CITIZEN 


ONE OF THE 


SEVEN SOUTHAM 


NEWSPAPERS 


“T have a firm belief that news- 
papers as 2 medium cannot achieve 
their full growth until all newspa- 
pers arrive at a high degree of per- 
formance,” he explains. “The retail 
committee agreed that the bureau 
should provide a broad package of 
information which would enable 
an advertising director, whatever 
the size of his market, to keep in- ie 
formed about developments which a 
will be useful in his work. 

“Newspapers as a medium will 
rise or fall together, whether they | 
are in a small city or a metropoli- 
tan center. I believe the Bureau of 
Advertising is doing an outstand- 
ing job of helping to make news- 
| papers the most efficient and econ- 
omical medium for the promotion 
of goods.” 


= As he enters his term as presi- 

dent, two examples of NAEA serv- ; 

ice to newspaper advertising exec- 

utives come readily to his mind. 

One is the project which provided 

the Assn. of National Advertisers 

with retail rate cards of all daily | 

newspapers. | 
“This cleared up a lot of the con- 

fusion over the abuse of co-op,” 
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he explains. He felt it showed that 
most double billing could be traced 
to distributors. ‘ 
Another NAEA program of par- 
ticular benefit to the members, he 
said, is the work of a committee 
under Monroe Green, to improve 
relationships with the National 


“Many of the members of | 
NRDGA are our best customers,” | 
he explains, “but we had been) 
drifting apart, mostly from neg- 
lect.” Now NAEA takes an inter- 
est in the problems of the stores 
and NRDGA is telling stores about 
the problems of the newspaper ad- 
vertising director. 


= Mr. Bernard places particular 
emphasis on the work that NAEA 
does to build newspaper advertis- 
ing as a career and profession. The 
school and college committee— 
which he describes as the “unsung 
project’”—now under the chair- 
manship of Russell E. Scofield, ad- 
vertising director of the Lexington 
Herald-Leader, provides “intern- 
ships” enabling professors. of 
journalism to gain experience 
working in newspaper business of- 
fices. Its publication, “Careers in 
Newspaper Advertising,’ enables 
guidance counselors in schools and 
colleges to channel promising 
young people into the profession. 

Another project which will get) 
attention this year is a sales train- 
ing program for use in newspaper 
business offices. 


= NAEA’s public service commit- 
tee will be renamed as a public 
service and Advertising Council 
liaison committee. There also will 
be additional emphasis this year on 
newspaper participation in public 
service promotions, for public serv-| 
ice is a role which Don Bernard 
considers “natural” to the news- 
paper advertising executive. 

Back in 1942 he was instrument- | 
al in developing a real “Paul Re- 
vere” mission for NAEA. At the 
time, he held no office in the as- 
sociation, but as advertising di- 
rector of the Washington Post he 
was aware of the fact that the new 
Office of Price Administration was 
proposing to apply a drastic set 
of price control regulations on re- 
tailers, with virtually no explana- 
tion of the steps retailers must 
take to comply. 


s Working with OPA people, he 
volunteered the services of the 
Post’s advertising staff to develop 
explanatory materials. A complete 
presentation, drafted by Raoul 
Blumberg (now the Post’s retail 
advertising director), was accepted 
by OPA and thousands of copies 
produced. But OPA acknowledged 
it lacked trained personnel to make 
an effective presentation to busi- 
ness men in communities across 
the nation. 

“It was here that NAEA stepped 
in,’ Mr. Bernard recalled. “With 
8,000 sales units throughout the 
country, NAEA was _ ideally 
equipped to bring this public serv- 
ice story to business men. In a 
period of 10 days, this OPA story 
was brought to thousands of busi- 
ness men. It was a truly great pub- 
lic service.” 


Parks Appoints Laws-Gibson 


H. G. Parks Inc., Baltimore meat 
packer, has appointed Laws-Gib- 
son Associates, Philadelphia public 
relations consultant on the Negro 
market, to handle a p.r. and ad- 
vertising campaign. With Parks 
sausage as its banner product, the 
new Parks program will be car- 
ried on in Baltimore, Washington, 
Pittsburgh, Philadelphia, New 
York and northern New Jersey. 
Trade and consumer publications, 
radio, direct mail, motion pictures 
and point of sale materials will be 
used. 


Mitchell Joins Weintraub 

J. Allan Mitchell, formerly with 
Benton & Bowles, has joined Wil- 
liam H. Weintraub & Co., New 


|dent and treasurer of the company. | 
Retail Dry Goods Assn. | Robert A. Jack, in charge of ec | Wallach in 215 Cities 


Keeney Promotes Officers Halvorson to Mullen-Nicolin | 


| Frank P. Keeney, publisher,’ Donald E. Halvorson, formerly, 
‘Keeney Publishing Co., Chicago, of the creative department of 
has been named to the new office Brown & Bigelow, St. Paul, has 
‘of chairman of the board. Charles| been appointed copy chief for 
'E. Price, secretary, treasurer and Mullen-Nicolin Advertising, Min- 
/general manager, becomes presi- | neapolis. 


America's 
FOREMOST 
| TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
Write for New Market 
Data Folder 


McCREADY PUBLISHING 
1 71 W. 23rd N.Y. 10 


vertising in the central eastern 
territory, becomes v.p., and W. J.|__M. A. Wallach Research, New| 
Osborn, head of the eastern office, | York, now maintains a store audit 
continues as v.p. C. M. Burnam Jr., operation in 215 cities covering 
editorial director, has been elected drug, department, grocery, variety | 
secretary. | and stationery stores. 


there Is an 
answer 


to merchandising FWY films for local sponsors! 


Until now, most TV film packages have lacked one 
important selling ingredient . . . a complete mer- 
chandising plan to aid the local sponsor. 
Designed for sponsors who have an interest in the 
. do-it-yourself-market, Reid Ray Television Produc- 
tions offers a series of TV films that will provide 
unusual merchandising possibilities for the broad 
group of local sponsors. First of the series is Walt’s 
Workshop. These 26 minute films cover home projects 
that range from roof repairs, painting and home re- 
modeling to building spice cabinets, doll houses and 
developing a home workshop. 


A thoroughly tested film program! 


A THOROUGHLY TESTED FILM PROGRAM! 


The new Walt’s Workshop TV films are a development of 
the successful live Chicago show .. . in the sixth year with 
the same sponsor! 


Through skillful merchandising the live show sponsor... 
Edward Hines Lumber Co. . . . has captured the cream of 
Chicago’s consumer building products business . . . has 
enhanced this reputation with building contractors and 
craftsmen. Tested and profit-proven experiences and mer- 
chandising materials of the live show sponsor are included 
in the new TV film package. The best live show programs 
have been filmed and will come to sponsors as a complete 
hard-selling package. 


A FULL MERCHANDISING KIT WITH PROGRAM HOOK! 


Sponsors buying the Walt’s Workshop Reid Ray TV series 
will receive window posters, ad mats, suggested mailing 
pieces, newspaper releases, TV station promotional material. 
Included with each film will be a generous supply of in- 
struction sheets . . . the traffic builder being used by the 
live show sponsor . . . a powerful hook to bring viewers 
into the TV film sponsor’s place of business. 


PROGRAM DELIVERIES START APRIL 28TH 


The first thirteen, twenty-six minute Walt’s Workshop TV 
films . . . complete with merchandising materials . . . will 
be available April 28, 1954. 


If you are interested for your own company or clients, 
write, phone or wire for full details to Reid Ray Television 
Productions, 208 South La Salle Street, Chicago 4, Illinois 
... or 2269 Ford Parkway, St. Paul, Minnesota. 


Walt of Walt’s Workshop is both a 
craftsman and educator. An industrial 
art instructor in the Highland Park, 
Illinois, High School for over 28 

years .. . Walt is considered America’s 
Number One Mr. Do-it-yourself. 

His Chicago NBC “Walt’s Workshop” 
TV show holds the record for the 
longest and oldest continuously-single- 
sponsored TV program. 


Who is 
Walt? 


Reid Ray Television Productions 


CHICAGO... HOLLYWOOD... ST. PAUL 


York, as group head of tv copy. 


... TV shows with the merchandising package! ... 
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Current Investigation of Advertising | 


Recalls 30-Year-Old Probe by FTC 


(Continued from Page 2) 

nected with the advertiser. 

“Thirty or forty years ago,” 
Albert Lasker testified, “rates for 
big national advertisers like Mrs. 
Winslow, Lydia Pinkham, Father 
John, Cherry Pectoral and Royal 
Baking Powder were the si me as 
for agencies. The great suc’ess of 
the agencies with their smaller 
clients, however, led many adver- 
tisers to forego agency or net rates 
and employ agencies.” 


s By the time of the FTC hearings, 
Four A’s members, numbering 
about 135 agencies, represented 5,- 
000 clients who shipped about $20 
billion worth of goods annual- 
ly. These Four A’s agencies were 
only 10% of all agencies, and 20% 
of the recognized agencies, but they 
were handling three-fourths of the 
business done by agencies, and 
were buying about $200,000,000 
of newspaper space annually. 

Repeatedly, Eugene Burr, FTC 
attorney pressing the complaint, 
declared that the commission was 

‘ot questioning the method by 
which agencies received their com- 
pensation, or the amount of com- 
pensation. He insisted the com- 
plaint was based on the fact that 
associations were applying pres- 
sure to bring about three chief 
results: 

1. To prevent direct advertis- 
ers from obtaining net rates, thus 
forcing them, in order to avoid 
increased costs, to employ agencies. 

2. To prevent publishers from 
selling to direct advertisers at less 
than gross card rates. 

3. To eliminate agencies “which 
do not receive the full differential 
as their minimum remuneration, 
or which share the differential 
with the advertiser.” 


s As the case developed, Collin 
Armstrong, chairman of the Four 
A’s “newspaper committee,” was 
singled out as the individual 
responsible for many of the prac- 
tices challenged by the commission. 

(Mr. Armstrong, chairman of the 
newspaper committee of the Four 
A’s from 1919 to 1924, was a Wall 
Street reporter before he entered 
financial advertising in 1878. At 
the time he served on the Four A’s 
committee he was head of an agen- 
cy bearing his name. In January, 
1921, when he was regarded as 
“the dean of financial advertising,” 
he sold his interest in the agency, 
which then became Smith, Stur- 
gis & Moore. The latter agency 
went out of business in 1934. After 
disposing of his agency stock, Mr. 
Armstrong became chairman of the 
board of William T. Mullaly Ad- 
vertising Agency, New York. He 
died in February, 1926.) 

John N. Addison, the hearing 
examiner appointed by FTC to 
preside over the “trial” of the case, 
reported to the commission that 
“late in 1919 the Four A’s [it was 
only two years old at the time] 
created a newspaper committee 
that promptly opened a campaign 
to prevent direct national adver- 
tisers from securing net rates from 
newspapers.” The first step in 
this drive, he said, was a letter 
from Mr. Armstrong broadcast by 
ANPA and American Press Assn. 
(sales representative for weekly 
newspapers) to their publisher 
contacts, urging newspapers to co- 
operate with the agencies. 


a In March, 1920, Mr. Addison 
found Mr. Armstrong applied di- 
rectly to publishers to eliminate 
rebating, in the form of net rates to 
direct advertisers, and asked pub- 
lishers to cooperate in drawing up 
two lists showing the papers which 


were refusing to give net rates to/lishers who stood firmly by their 


direct advertisers. Mr. Addison 


reported that late in 1920 lists of 
cooperating newspapers were com- 
piled, with the cooperation of the 
Six-point League (an association 
of newspaper representatives) and 
the Newspaper Representatives 
Assn. of Chicago. These lists were 
‘sent to executives and media de- 
|partments with a suggestion that 
‘rate cards of listed papers be 
marked with distinguishing letters. 


® During 1920, according to Mr. 
Addison’s report, Mr. Armstrong 
fought aggressively to block the 
activities of several advertisers 
and house agencies that were at- 
tempting to buy space at net rates. 

News that Vick Chemical Co., 
which was buying space in about 
1,000 newspapers direct, intended 
to enter the New York market, 
led to conferences involving Four 
A’s, ANPA and newspaper repre- 
sentatives, Mr. Addison found. 
Later, the examiners’ report said, 
newspaper representatives warned 
Vick of increasing difficulty in 
obtaining space at net rates. 

Firestone Tire & Rubber Co. 
was a second Armstrong target, 
Mr. Addison said. After Mr. Arm- 
strong alerted the newspaper rep- 
resentatives of Chicago and the In- 
land Daily Press Assn., “net rates 
were refused Firestone in hundreds 
of cases.” 


@ The third major Armstrong 
target at this time, FTC was told, 
was Baker Robinson, Detroit, or- 
ganized in 1920 to place ads for 
American Beauty irons. Mr. Arm- 
strong was convinced this was a 
house agency. Working closely 
with newspaper representatives, 
he made a point of informing every 
member of his views. 

“One day, representatives gave 
him a list of 25 newspapers which 
were negotiating with Mr. Robin- 
son,” FTC was told. “Within four 
hours he had mailed each of them 
data on the background of the 
agency.” 

In July and August, 1921, he 
wrote the chief executives of 134 
Four A’s member agencies and 
asked that the chief media man 
obtain data from newspaper reps 
indicating the papers which gave 
net rates to Baker Robinson, Fire- 
stone and Vick. 


a “Besides finding out how far 
his members would back up his 
committee by investigation and 
get first hand accurate informa- 
tion,’ Mr. Addison said, “he 
wished by this means to notify 
specials [representatives] that 
members were interested in the 
policy of newspapers so specials 
in turn would report in their pub- 
lishers ‘presumably with a warn- 
ing’ that members of the Four A’s 
were watching them.” 

In February, 1922, a 73-page 
bulletin marked “for confidential 
use of media department,” went to 
Four A’s agencies. The first 56 
pages listed 1,460 newspapers, in- 
dicating whether or not they gave 
net rates to Baker Robinson, Fire- 
stone and Vick. “Reference to the 
list,” he said, “should enable mem- 
bers to tell what papers are fair 
to clients of members.” 


= Meanwhile the media and 
agency world seethed with debate 
over “rebates” and other benefits 
for advertisers and house agencies. 
Bulletins of ANPA and SNPA and 
|the trade journals published by 
| American Press Assn. carried 
articles by Four A’s officials argu- 
| ing against rebates. American 
|Press Assn. warned publishers of 
weeklies that “agencies have or- 
ganized” and “would reward pub- 


‘rate cards.” 


ee 
| 


ANNOUNCEMENT—This b&w page = an- 
nounced Atlantic Refining Co.’s new pre- 
mium high-octane gasoline in newspapers 
Feb. 3. This will be followed with 1,000- 
line ads and will be supported by radio 
and television spots on Atlantic-sponsored 
shows. N. W. Ayer & Son is the Atlantic 


agency. 


Its trade journal published a list 
of 400 papers which refused net 
rates to advertisers and house 
agencies. “It asked Armstrong to 
bulletin Four A’s members on the 
subject of preference for APA 
clients in placing advertising and 
to show the trend of the times and 
prove that agencies would support 
papers that fight direct commis- 
sions.” 


a In April, 1922, ANPA adopted a 
resolution declaring fee splitting 
“immoral,” and in May Mr. Arm- 
strong told the New England Daily 
Newspaper Assn. that 200 news- 
papers had responded to his appeal 
to drop net rates to direct adver- 
tisers and that “hundreds of oth- 
ers” agreed to take on no addition- 
al direct advertisers at net rates. 
In July, 1922, SNPA adopted a 
resolution approving the agency 
system and denouncing rebates, 
but independent-minded southern- 
ers dropped a “bombshell” of their 
own by declaring that the rate of 
agency commission should come 
down—that advertisers should pay 
for the service they receive and 
publishers for the service they get. 
(A year later SNPA dropped the 
controversial proposal.) 

In addition to these high points 
of the report, FTC also heard how 
ANPA, SNPA and the Four A’s 
attempted to weed out house agen- 
cies and rebates through denial of 
recognition. While the association 
bulletins attacked fee-spliting and 
net rates for Vick and Firestone, 
Mr. Addison reported newspapers 
were free to allow commissions to 
unrecognized as well as recognized 
agencies. 

“The recognition may be ac- 
cepted or not by the individual 
publisher,” Mr. Addison found. 
“Neither association has or has had 
any machinery by which it can 
compel members to acopt its rec- 
ommendations or any penalty for 
members failing to do so. 


s “The Four A’s anc publishers 
agree,” he reported, “that the per- 
centage allowed to agncies is for 
very definite service :endered by 
them—creating, deve! oping and 
maintaining national «dvertising; 
that to the extent thi: percentage 
is rebated or divided \ ith the ad- 
vertiser this service in quantity is 
impaired; that rebatins or divid- 
ing the commission u-ually leads 
agencies to bankruptcy and is dis- 
honest and a breach o° good faith 
with publishers as well as the 
breaking of an impliec contract to 
render a definite and specified 
service.” 

While agency commission varied 
in 1917, by 1921 15% plus 2% was 
adopted by 99% of publications. By 
October, 1922, Mr. Armstrong re- 
ported, “the tide had turned” 
against net rates to direct adver- 


- up by this statement, that this is 
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tisers. In the summer of 1923, Four | 
A’s dissolved its newspaper com-| 
mittee. 

How did the case originate? 
In the final briefs, counsel for 
American Newspaper Publishers 


‘| Assn. declared, ‘“‘In the final analy- 


sis this is an attack by the attorney 
for the commission, Eugene M.| 
Burr.” But Mr. Burr responded 
that ANPA was attributing to trial 
counsel for the commission “an 
importance to which he is not en-| 
titled.” 


# Perhaps there’s a clue in the| 
statement filed by FTC commis- 
sioner William E. Humphrey, who 
said, on Jan. 26, 1926, that the case 
should be dismissed without fur- 
ther discussion. 

“The whole case can be summed 


an effort of a few very large ad- 
vertisers to force the newspapers to 
give them a rebate equal to the 
commission that the newspapers 
pay to the advertising agencies. 
In other words this is an effort on 
the part of certain large adver- 
tisers to compel the newspapers to| 
grant them special privileges. 
Certainly the mewspapers may| 
fairly refuse to make such unfair | 
discrimination in favor of a few) 
powerful advertisers.” 

Why was the case dismissed? 
FTC’s order of Jan. 22, 1930, gives 
no hint. 


@ In the final arguments, commis- | 
sion counsel contended that six 
classes of concerns were injured by 
the efforts to strengthen the agen- 
cy franchise: (1) national trading 
companies trying to become direct 
advertisers at net rates; (2) na- 
tional trading companies which 
have been direct advertisers and, 
are to be deprived of net rates; (3) 
national trading companies which 
obtain rate concession by placing 
advertising through local branches; 
(4) “house agencies”; (5) adver- 
tising agencies that compete as to 
price, and (6) publishers who fail 
to cooperate, who grant net rates 
to advertisers and are placed in 
fear of retaliation. 

But the associations snapped 
back that there has not been di- 
rect and substantial interference 
with interstate commerce; that 
practices used by the associations 
did not constitute “unfair prac- 
tice,’ and that in any event ad- 
vertising is not commerce within 
the jurisdiction of the commission. 

In 1926, when FTC turned down 
a motion to dismiss the charge, 
Commissioner Humphrey issued a 
statement declaring that he disa- 
greed with the decision to go 
ahead. ‘‘Advertising,” he said, “is 
not commerce; it is service.” 


w “Newspapers pay uniform com- 
mission rates on their advertising 
rates, which rates are not uniform 
but fixed by each newspaper for 
its own purposes and on its own 
independent judgment. Newspa- 
pers may be competitors with each 
other but they are not competitors 
with advertising agencies or ad- 
vertisers. Advertising agencies 
may compete with each other, but 
the uniform commission paid by 
newspapers for their service is not 
a method of competition among 
them. The uniform commission re- 
ferred to is not unfair to anyone. 
The arguments and practices com- 
plained of do not hinder competi- 
tion in commerce or tend to cre- 
ate a monopoly therein.” 


|g Hearing Examiner Addison said 
‘the acts of the associations “tended 
\partly by threats of punishment 
‘and intimations of reward” to les- 
sen competition among agencies by 
eliminating rebates and fee split- 
ting; curbed or restrained freedom 
of publishers and unrecognized 
agencies to contract for advertising 
at net rates; and prevented new 
advertisers from being added to 


the list of those already getting net 


JOHN M. VOLKHARDT, former merchan- 
dising manager of Northam Warren Corp., 
Stamford, Conn., cosmetics manufacturer, 
has been appointed director of sales and 


merchandising. Before joining Northam 

Warren four years ago, he was associated 

with Vick Chemical Co., New York, for 12 
years. 


rates. 

But how successful was all this 
effort to curb the sale of newspa- 
per ads to big national advertisers 
at net rates? 

1. In 1923 Four A’s reported 
progress in bringing the local and 
national rate closer together, “but 
in 1927,” Examiner Addison found, 
“the custom on the part of na- 
tional advertisers of getting local 
rates through local dealers was in 
greater use than ever before.” 


@ 2. In April, 1925, the executive 
board of Four A’s made a survey 
to determine whether the distribu- 
tion of Armstrong’s lists resulted 
in injury to newspapers which 
gave net rates to Baker Robinson, 
Vick and Firestone. Of 87 cooper- 
ating agencies, 57 reported they 
placed more national advertising 
in these papers after the list was 
distributed than before; 30 said 
less, some explained they had lost 
accounts, changed plans, decreased 
budgets, used other papers or 
switched to magazines. 

3. While a dozen or more agency 
executives testified they received 
the compilation, none admitted 
any extensive use of it. At least 
five said they put it in the waste- 
basket or filed it without further 
reference to it. 


a 4. While Four A’s formed a 
grievance committee in 1920, “it 
seems never to have been active,” 
Mr. Aadison said. “The executive 
committee did not exercise its 
power to expel, though Armstrong 
and a former president of Four A’s 
‘referred to as its chief of police’ 
threatened to invoke expulsion.” 
5. Newspaper representatives 
warned Vick in 1920 that news- 
papers were resisting its request 
for net rates, but the number of 
papers refusing net rates to Vick 
declined sharply. In 1920, net rates 
were refused Vick by 186 papers. 
The number of dailies fell to 161 
in 1923, 141 in 1924, and 84 in 
1926 and 1927. These 84 had 27% 
of total daily circulation, however. 
There were, of course, many 
who fell into line. In May, 1922, a 
big national chain, prodded by 
Four A’s, decided to eliminate net 
rates for national accounts. Later 
that year Boston papers announced 
they would no longer give net rates 
to direct accounts, and still later 
a newspaper representative told 
Vick that 13 newspapers were re- 
turning Vick’s net rate contract. 


HOBART A. GREEN 

Cuicaco, Feb. 2—Hobart A. 
Green, 56, president of Royal Metal 
Mfg. Co., died Jan. 29 after a heart 
attack. 

Mr. Green, who had been presi- 
dent of Royal Metal since 1950, 
joined the company in 1926 as sales 
manager. He became v.p. in ch>rp~* 
of sales in 1947. 


Publication to Move 

Refrigerating Engineering will 
move to new quarters at 234 Fifth 
Ave., New York, Feb. 26. 
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FRED R. COOPER 


INDIANAPOLIS, Feb. 2—Fred R. 


Cooper, 60, v.p. and general man- 79, president of Blaine-Thompson @"4 later advertising manager and | 
ager of North American Service Co., died Jan. 28 at Miami Beach,|@ “rector of Warner Bros. He is 


Co., Chicago outdoor display serv- 
ice, died here Jan. 29. 


Mr. Cooper, who was born in Chicago, Mr. Lesser was admitted 


Knox, Ind., served as captain in 
the Army during World War I and 
after the war joined Dodge Motor 
Corp. He continued with Chrysler 
Corp. after it purchased Dodge and 
was a Chrysler sales executive for 
20 years. Mr. Cooper then moved 
to Willys-Overland as assistant to 
the president for approximately 
five years, was named v.p. in 
charge of sales for Kaiser-Frazer 
Corp. and then went to Washington 
as chief of the automotive section 
for the Office of Price Stabiliza- 
tion. He joined North American 
last April. 


DONALD N. WHITING 

NEw York, Feb. 2—Donald Ne- 
well Whiting, 59, a member of the 
sales staff of Hearst Advertising 
Service and a former national ad- 
vertising manager of the Washing- 
ton Times, died Jan. 30 after a 
heart attack. 

A native of New York, Mr. 
Whiting attended Columbia Uni- 
versity. During World War I he 
was a lieutenant in the Marine 
Aviation Corps and won the Navy 
Cross. Shortly afterward, he joined 
the Hearst organization. In 1929 
he was named manager of the 
Philadelphia office of Hearst Ad- 
vertising Service, and in 1933 be- 
came national advertising mana- 
ger of the Washington Times. In 
1936 he joined the advertising staff 
of New York Woman, but returned 
to Hearst in 1939 and remained 
with it until his death. 


HENRY P. TEALL 

NEw York, Feb. 2—Henry P. 
Teall, 59, assistant secretary of 
Batten, Barton, Durstine & Osborn, 
died Jan. 30 after a short illness. 
After he was graduated from Co- 
lumbia University in 1917, he 
served overseas in World War I in 
an Army intelligence unit, where 
his familiarity with several lan- 
guages proved an asset. In 1922 he 
joined George Batten Co. as a 
copywriter. Later, after the merger 
of Batten with BDO, Mr. Teall 
served successively as account ex- 
ecutive, paymaster, and assistant 
secretary of the agency. 


NATION’S LARGEST TRADE TERRITORY 


TELEPHONES 
IN EL PASO 


UP 192% 
1953 Total 
1940 Total 


**A Growing Market Is 
A Swell Place to 
Do Business’ 


The F1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 


30¢ Line BUYS BOTH! 


MYER LESSER of the agency a few years later. 
New York, Feb. 2—Myer Lesser, During the '20s, he was consultant | 


Fla. survived by his son, Albert Lee. 


After attending the University of ri who is executive v.p. of the 


to the Illinois bar, but practiced | m. P 
: . tla 


graving company before joining tary of WLW-A, Atlanta, and will | 
Blaine-Thompson, then in Cincin- | ajso have his own tv football show | 
nati, in 1913. He became president | on the outlet next fall. | 


f 


There are only 8 U.S. cities ——————— 
with a greater retail sales 
do you know? volume than Toronto, 
Canada (source: Sales 
Management) 


222,000 buyers in every walk 
of life read THE TELEGRAM as 
their only daily newspaper = 


A recent *survey of Metropolitan Toronto and 
retail trading zone shows that 222,000 people, 
over 15 years of age, read The Telegram as their 
only daily newspaper. 

The Telegram alone ean reach this exclusive 
number of prospects (more than the entire popu- 
lation of Des Moines, Iowa.) For maximum 
results in your Canadian advertising, be sure to 
use The Telegram. 


THE TELEGRAM 


DAILY PLUS WEEKEND 
TORONTO 1, CANADA 


W.E. poowsing, O'Mara and Ormsbee, Inc., O'Mara and Ormsbee, Inc., 
1106 Dominion 8q. Bldg. 420 Lexington Ave., 221 alle St., 
Montreal, Que New York, N.Y. ieago, Il. 


*Daniel Starch and Staff (Represented in Canada by Gruneau Research Ltd.) 
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MORE THAN 500,000 PEOPLE IN CANADA'S RICHEST MARKET READ THE TELEGRAM 
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Disagrees with Jeuck’s 
Recommended Remedy 

To the Editor: I have success- 
fully taken in stride the many 
forecasters of recession, depres- 
sion and “burst.” Now, ho vever 
(AA, Jan. 25), we have a ma.. who 
not only fears this cycle is upon 
us, but recommends as a remedy 
the one sure thing that will bring 
on a depression. This I cannot? take. 
John E. Jeuck, as dean of the Uni- 
versity of Chicago school of busi- 


SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


Division of 


* Manufacturing Corporctica 
900 Kibby St., Lima, Ohio, U.S.A. 
*Tredemarks Reg. U.S. Pet. OF. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ness, is in a position to be recog- 
nized and heard. Therefore the 
danger is doubly great. 

When Mr. Jeuck advocates cut- 
ting prices to increase sales, there- 
by maintaining high production 
levels to offset depression, he over- 
looks many basic factors. First of 
all he points out “additional con- 
sumer spending must come from 


the consumer’s savings.” If prices | 


increased sales promotion because 
“the over-all economic picture will 
‘not be improved unless the in- 
creased effort actually persuades 
the buyer to part with or defer his 
savings.” How does this differ to- 
day from any other period? Isn't 
‘this one of the objectives of all ad- 
vertising and sales promotion at 
any time? 

Mr. Jeuck conceded that adver- 


come down, wages must follow | tising is “salutary—especially in a 
and there won’t be any savings. wealthy economy such as ours,” 


Second, he overlooks the proved | 


but felt that the consumer will be- 


Advertising Age, February 8, 


\it you’ll see that .. . “little of mo- 
‘ment takes place in Philadelphia 
from one year’s end to the next.” 
Maybe it depends upon how you 
define “little of moment” so I’m 
taking the liberty of sending you 
|several tearsheets from The Bulle- 
‘tin of Jan. 12 and 13. These tear 
pages may provide a clearer defin- 
ition of what is going on in Phila- 
delphia, than any that you may 
now have. 
Barry URDANG, 
Promotion Manager, The Phil- 


adelphia Bulletin, Philadel- 
phia. 
& e = 
Pittsburgh Kids Dote 


on Mattress Commercial 
To the Editor: We would like to 
‘call to your attention the interest 


consumer reaction to price cutting come immune to it soon. Here that has arisen over a 10-second tv 
—waiting for further reductions. again is a problem for the adman, commercial that we produced for 
Third, and I feel this is the most not a valid reason for discounting ‘one of our Pittsburgh clients, 
important reason of all, if prices the value and ability of advertis- Serta Perfect Sleeper mattresses. 


and wages come down and unem- | 
ployment increases, the consumers | 
will be panicked into a severe de- 
pression. 

Mr. Jeuck criticized the idea of 


WE ARE PROUD TO NAME 
OUR MANY DISTINGUISHED 
CLIENTS — LEADERS IN 
AMERICAN MARKETING 


American Home Foods, Inc. 
Animal Foundation, Inc. 
Armour & Company 

B. T. Babbitt, Inc. 

The Borden Company 
Campbell-Ewald Co., Inc. 
Colgate-Palmolive-Peet 
Cunninghom & Walsh, Inc. 
Economics Laboratory, Inc, 
Frank H. Fleer Corporation 
Foote, Cone & Belding 
Fuller & Smith & Ross, Inc. 
General Foods Corporation 
Glaser, Crandell Company 
H. J. Heinz Company 

$. C. Johnson & Son, Inc. 
Kenyon & Eckhardt, Inc. 
Lever Bros. Company 

Earl Ludgin & Co. 

Maxon, Inc. 

Oscor Mayer & Company 
McCann-Erickson, Inc, 
Moser & Cotins, Inc. 
Needham, Louis & Brorby, tr 
Norwich Pharmacal Co. 
Olive Advisory Board 
Pacific Coast Borax Compa 
Pharma-Craft Corporation, 
Pillsbury Mills, Inc. 
Quaker Oats Corporation 
Simoniz Company 

Swift & Company 

J. Walter Thompson Co. 
Young & Rubicam, Inc. 


”~ ; 


What's your question ? 


Wondering about acceptance 
of a new food or drug 
product? Worried about 
movement of an old one? 
Considering a new gimmick, 
a new package, a new 
advertising theme? 


Here’s your answer... 


PRE-TEST—do as the leaders do— 
look to Burgoyne before you leap 
into a decision. Pre-test your 
product, premium or promotion in 
one or more of Burgoyne’s selected 
test cities. Obtain reliable 
monthly-audit reports and let the 
Burgoyne organization help you to 
evaluate your position. Armed 

with this dependable performance- 
prediction you are ready to proceed 
as planned or to revise those plans. . . 
in either case, with full confidence. 


Test in Syracuse—a Burgoyne Test City 


FIRST NATIONAL BANK BLDG., CINCINNATI 2, OHIO 


BURGOYNE STUDIES ARE AVAILABLE IN: Canton, Ohio, Cedar Rapids, lowa, 
Charlotte, N. C,, Columbus, 
burg, Pa., Indianapolis, Ind., Omaha, Nebraska, Peoria, Ill., Rockford, Ill., 
South Bend, Ind., Springfield, Mass., Syracuse, N. ¥ 


%* Key spot in the Central 
New York market. 


% High in the list of Agri- 
cultural and Industrial pro- 
duction areas. 


% Established acceptance 
as one of the top test mar- 
kets in America. 


% Central New York cov- 
erage through the HERALD- 
JOURNAL and POST-STAND- 
ARD—with 217,373 circu- 
lation daily. Unit rate is 
50¢ per line. 


REPRESENTED BY 
MOLONEY, REGAN 
& SCHMITT, INC. 


Ohio, Dayton Ohio, Grand Rapids, Mich., Harris- 


ing in general. 

I wholeheartedly agree with Mr. | 
Jeuck that new products and more 
attractive products will go a long 
way toward helping the situation. 
But price cutting can only lead to 
disaster. The only sound solution 
to a recession is more effective use 
of advertising and selling tools. 

Jupp G. RIMMER, 

Milton Roy Co., Philadelphia. 

8 ® + 
‘Corner’ Wasted on Schweppes 
Comment, Philadelphian Says 
To the Editor: The writer who 
calls himself “The Creative Man” | 
wasted an awful lot of space in 
the Jan. 18 issue, first to indicate 
how he scorned Philadelphia, the 
city, and second to tell how he de- 
tested Philadelphia’s drinking wa- 
ter. 
Evidently one who has lived in 
Philadelphia in banishment from 
New York or Chicago, he is enough 
acquainted with the general fea- 
tures of the city to speak with 
some familiarity—at any rate, he 
knows where Camden is, and that 
the city has two rivers. 
It is a little difficult to catch 
the point of this diatribe as a crit- 
icism of the advertisement fea- 
tured, for it is assumed that that 
is the sole excuse for the ‘“‘Corner” 
in which the Creative Man lurks. 
“The Man from Schweppes” was 
one of the outstanding original ad- 
vertising campaigns of the past 
year. It is reputed to have sold a: 
great deal of the client’s product. 
The idea of personalizing the copy 
that ran in Philadelphia by men- 
tioning the city in the text is not 
unusual or original, but standard 
practice. 
But it did serve as a springboard 
for Creative Man’s bitter attack on 
Philadelphia, starting with the 
phrase ‘Aside from the Mummers 
Parade on New Year’s Day, little 
of moment takes place in Philadel- 
phia from one year’s end to the 
next” and culminating in “Phila- 
delphia water is the water that 
makes Philadelphia famous every- 
where.” 

Creative Man has been criticized 
before, sometimes justly, some- 
times not. But his subjects hereto- 
fore have always been the proper 
ones of “creative” advertising. I 
don’t think his space should be 
used to exhibit his personal opin- 
ion of a city that is too ig a factor 
in the makeup of the U. §S., and 
particularly in the fiel. of adver- 
tising, to be attacked ¢ atuitously, 


This commercial has become so. 


appealing to children that several 
unsolicited articles about it have 
appeared in newspaper columns 


‘and our agency receives inquiries 


several times each day about the 


‘times that it appears on television. | 


1954 


The animated commercial con- 
sists of a child jumping up and 
down on a mattress and shouting 
“Serta Perfect Sleeper” three times 
in a sing-song voice. Most of the 
10-second spots appear in the eve- 
ning around the time that young 
children usually go to bed. Sever- 
al parents have told us that it is a 
nightly ritual at their house to 
watch the little girl on tv, and then 
their children put on their sleep- 
ers, repeat the performance of 
jumping on the mattress, and go to 
bed without an argument. Not only 
is our commercial selling mat- 
tresses but it’s getting Pittsburgh 
children to bed on time! 

Enclosed are two articles that 
appeared in Pittsburgh newspapers 
‘and also the artwork of the little 
girl that was used in making the 
commercial. We hope that this will 
be of interest to you for we feel 
that rarely do you find a television 
commercial that columnists men- 
— again and again without it be- 
ing requested by the agency. If 
you need any additional informa- 
tion, I would be glad to help you. 
SALLY JEFFRIES, 
Goldman & Shoop, Pittsburgh. 


| e * e 


Hopes NRDGA Members 
Were Not Persuaded 


' To the Editor: As a “colorful” 
speaker, AA reporting on Bernice 
|Fitz-Gibbon’s stricture, the sever- 
al shades of black evident left this 
corner cool. Miss Fitz-Gibbon’s 
fatuous comparison of eye and ear 
is further example that misguided 
_bias exists in high places. 

It is unfortunate that the Na- 


AMERICAN 
_ WEEKLY 
eres 


— 


THE MARCHING 100 “OSC 


SUPPL 


spitefully—and rather eptly. 

WILLARD G Myers, 

Willard G. Myers Ac vertising 
Agency, Philadelphia 

. 

\Things Are Happeni 
'in Philadelphia, C.M 
To the Editor: Have ; 

Philadelphia lately? 
I’m asking, because I <now that 
it’s impossible for any one indi- 
vidual to see everythin that goes 
into a publication before it is 
printed. The first sentence in “The 
Creative Man’s Corner” in Apver- 
TistInc Ace’s Jan. 18 issue is what 


g 
Told 


I’m talking about. If you turn to 


u been to | 


LOUISVILLE 
BELONGS ON 


ANY 


EMENT 


SCHEDULE 


DID YOU KNOW? 


Proof that advertisers are sold on newspaper supplements— 
more than 80% of the 100 leading national advertisers in 
1952 used supplement advertising. Proof that supplement 
advertisers are sold on the Louisville Courier-Journal Maga- 
zine—in 1952 advertising lineage jumped to a record high 


of 1,500,000—more than carried by any other Sunday sup- 


plement. 


. AE tO 


Send for your free copy of a new factual study of newspaper 
supplements. Write to: Promotion Department, The Courier- 
Journal, Louisville 2, Kentucky. 


UISVILLE 


—— Gonrier-Zonrnal 
- SUNDAY MAGAZINE | 


Sunday Courier-Journal Circulation 303,238 » Member of The tocally Edited Group 
Represented Nationally by The Branham Compony 
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tional Retail Dry Goods Assn. fur- 
thered her attempt to assassinate 
the character of media other than 
newspapers. That department) 
stores should play footsy with tele-| 
vision is evidence of growing 
strength and knowledge in the use 
of media other than newspapers. 

An iil-conceived campaign will 
fail, whether in newsprint, sent 
through the mails, over the air, 
underground or on the backs of 
transient camels. 

Miss Fitz-Gibbon’s nose sense: 
“Today’s masterpiece wraps to- 
morrow’s fish,’ may be an addi- 
tional reason for buying space but 
not the primary one. 

Further: It seems about time 
another Vox Clamantis in Deserto 
let the ad world again know of the 
extent to which media other than 
newspapers give so freely of their 
time and effort. 

Radio is a fine example. 

Throughout the land, “commer- 
cial” stations annually give away 
thousands upon thousands of dol- 
lars in free time to and for those 
who aid the public welfare—free 
time far in excess of any federal 
requirements. 

The record of these business 
men who take a common risk for 
gain or loss, cannot be remotely 
matched by any other media. 

Only radio men can make that 
statement. 

Miss Fitz-Gibbon’s emotional 
plea for all ad monies to be pitched 
into the newspaper camp is about 
as sound as asking an investor to 
put his entire portfolio on the fate 
of one industry. 

It is my hope that “Miss Fitz- 
Gibbon’s copy” did not tend to 
persuade any thinking member of 
the NRDGA. Nothing I read about 
her talk followed her own state- 
ment that copy should “purr with 
sweet reasonableness.” 

May I boldly suggest that if Miss 
Fitz-Gibbon should somehow be 
changed to Mrs. Fitz-Gibbon. . .she | 
might find her attitude completely 
reversed. 

As many an advertiser now 
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flirting with media other than 
newspapers has found: Marriage | 
with thought may produce the 
fruits that insure a lifetime asso-_| 
ciation. 
With profit for all. . 
media than one. 
EUGENE W. WILKIN, 


Sales Manager, WPRO-TV, 
Providence. 


-using more 


Cause and Effect? 


To the Editor: You recently car- 
ried extracts from a diatribe by | 
Bernice Fitz-Gibbon in which she 
promulgated the dictum that the 
newspaper is the only medium fit) 
for use by department stores (AA, 
Jan. 18). 

In the same issue, I noted that 
Miss Fitz-Gibbon has “resigned” 
as advertising director of Gimbels. 

Since most advertisers have rec- 
ognized the complementary value | 
of the several media, could the 
speech and the resignation be, 
cause and effect? 

F. ROBERT BAUER, 

Owner, KDB, Santa Barbara, 

Cal. 


AA's Geography Slipped 

To the Editor: Not only did AA| 
move heaven and earth to bring 
us the Duane Jones story, as you | 
explained inside the back cover of | 
the Jan. 18 issue, but you also | 
moved the capital of New York 
state another 50 miles up the Hud- 
son, and turned its court of ap- 
peals about to face in the other 
direction—which mayhem no 
doubt gave rise to AA’s somewhat 
desultory glance at the building’s 
architecture. 


ROBERT D. TERRY, 
Cunningham & Walsh Inc., 
New York. 

We never were much good at 


geography, and something has to 
suffer when you try writing a 
house ad about a hot news story 


with one hand while you put the 
finishing touches on the news story 


itself with the other hand. For the 


record: Albany is approximately 
150 miles up the Hudson from New 
York, instead of the 200 we made 
it in our ad. 


Votes for Gladys’ Charm 

To the Editor: I would like to 
cast my vote for “Gladys the 
Beautiful Receptionist.” Sure, she’s 
beautiful, but what’s more import- 
ant, even from the printed page 
she exudes a tremendous amount 
of charm. Furthermore, the “say- 
ings” are real clever, if you ask 
me. If our Canadian friends, bless 
their little Maple Leaf hearts, 
don’t understand our lingo and 
“nuances,” let them flip the page 
and pass on to something they do 
understand. I think The Saturday 
Evening Post and Life are good 
mags and I take both. But I don’t 


care for many of the pictures and | larger classification of “Livestock.” | staff are continuing to get the job 
I salute the advertising man- done. 


articles published. I don’t flip my 


lid about it either. Let the other ager of this fearless medium for | 


I thought you'd like to have this 


fellow enjoy what he likes, too. his courage although, frankly, I reaction from an admiring sub- 
It’s a difference of opinion that | would not like to be in his boots | | scriber. 


makes horse racing. Life is dull 


and dreary enough as it is. Leave | 


Gladys be. 
DUANE WANAMAKER, 
Publishers’ Representative, Los 

Angeles. 


Misogynist Feels Repaid 

To the Editor: Along with most 
mere males, I have been referred 
to by assorted women as a mule, 
a jackass, an ox, a rabbit, and 
there was even a young lady in 
Panama who referred to me as a 
pig. 

But at last sweet revenge is 


mine! I note in the Jan. 16 issue of to the Jan. 11 issue of ADVERTISING | 
Newsday newspaper that the sub-| AGE has once again impressed me | 
with the thoroughness and enter-| 


classification of “Help Wanted— 
Female” has been put under the. 


when the female population notes 
this item. 

FRANKLIN C. WERTHEIM, 
Abbeon Supply Co., Jamaica, 
|. ee 
P.S. My wife doesn’t usually 

read my take-home copy of Ap- 
VERTISING AGE, but if she should 
read this, I am only fooling, cow- 
ard that I am. 


Liked AA’s Wrap-Up 


‘sive and readable way in which 


you “wrapped up” the Duane 
Jones case in your “wraparound” 


/prise with which you and your 


CLIFTON BLACKMON, 
Director of Advertising and 
Public Relations, First Nation- 
al Bank in Dallas, Dallas, Tex. 


| To the Editor: The comprehen- | 


‘New Sales Opportunities 
‘for Fishing Tackle and 


Equipment Manufacturers 


Reacnine more than 10,000 Key dealers 
(total eireulation mn who serve the 
peede of 30.000, sport fishermen. 


Write for facts. 


Fishing “Jackle 


TRADE NEWS | 


Phone: Wilmette 4714 


Wilmette, Illinois 


Alabama 
Arizona 
Arkansas 
Colorado 
Connecticut 
Delaware 
Idaho 
Kansas 
Kentucky 


THAT OF 29 DIFFERENT 
STATES!” 


Louisiana Oklahoma 
Maine Oregon 
Maryland Rhode Island 
Mississippi South Carolina 
Montana South Dakota 
Nebraska Utah 
Nevada Vermont 
New Hampshire Washington 
New Mexico West Virginia 
North Dakota Wyoming 


* A.B.C. Audit Report for 
12 Months Ending Mar. 31, 1953 


FORT WORTH IS THE GATEWAY TO THE RICH WEST TEXAS MARKET! 


The West Texas market stretches for more than 300 miles to the West 
and more than 100 miles to the North and South of Fort Worth. Within 
its boundaries are cities that range in size from a few hundred population 
to over 400,000. It is one of the nation’s busiest markets. 

Into this market of 1,928,700 people Texas’ largest newspaper is 
delivered with such merchandisable home coverage that your selling story 
is bound to be seen and read. The Fort Worth Star-Telegram reaches 
95% of all Fort Worth metropolitan homes daily and 86% of all Fort 
Worth metropolitan homes Sunday. (Metropolitan population, 408,100.) 

The Star-Telegram has many times proved its ability to produce for 
the advertiser the results he desires in newspaper advertising. The 
Star-Telegram stands ready and eager to serve you! 


Fort WoRTH STAR-TELEGRAM 


ABOUT THE FORT WORTH TRADING AREA Yoce SHOULD KNOW! 


AUTOMOTIVE SALES OF THE FORT WORTH AND 
WEST TEXAS TRADING AREA ($50,108,000 
SERVED BY THE FORT WORTH STAR-TELEGRAM... 


AMON G. CARTER, Publisher 


AMON G. CARTER, JR., President and National A 


LARGEST CIRCULATION IN TEXAS. 
WITHOUT the Use of Contests, Schemes or Premiums . . . “Just a Good Newspaper” 
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What’s pure about it? For one thing, our darkrooms are air conditioned 
and the air is filtered to eliminate any smoke, specks, grit or other foreign 

substances that might mar the clarity of the image. Fine photoengraving starts 
with the quality of the negative which is transferred to metal and then transformed, 


through many stages of hand craftsmanship, into a pattern of magic dots that a 


4 
4 


faithfully expresses your copy. At CM <H craftsmanship is supported by the KS 


\ 


finest equipment, some of it original wth us, that modern technology 


can devise. For more than twenty years. advertisers and agencies 


from coast to coast have specified C M & H for quality! 


ILLER ~WNY J 
Our color movie, “THE PICTURE’S THE THING”, will give 


your staff an inside picture of how fine photoengravings are 
made. Arrange for an early showing by writing to us now. 
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Salesense in Advertising ... 


Credible Promises Require Little Proof 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 

v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

A prime essential of any advertisement, 
in my book, is credibility. 

And the achievement of credibility 
poses for the copywriter, nearly always, 
his most challenging problem. 

Noadvertisement 
can be truly effective 
unless it promises the 
prospective buyer a 
most desirable benefit. 
And that’s what makes 
credibility so tough: 
the bigger the promise, 
the more glittering the 
benefit, the harder it 
is to back it up with 
credible proof. 

“Credible proof” doesn’t mean that the 
consumer is asking for mountains of evi- 
dence. By and large, he is a trusting fel- 
low. It is in his very nature to accept 
rather than to reject; faith rather than 
reason decides many of his actions. “Now 
faith,” we are told in Hebrews, “is the 
substance of things hoped for, the evi- 
dence of things not seen.”’ Literally mil- 
lions of persons swallow billions of vita- 
min pills week in and week out—on faith. 

But we have faith in a promised benefit 
only as long as there is nothing in our 
experience to dispute or contradict it. 

The experiences of average people, in 
my judgment, deny the reality of many 
of the extreme promises made in today’s 
hotly competitive advertising. 


James D. Woolf 


Advertising Needs More ‘Why’ 

No promised benefit, if it is an extra- 
ordinary one—a sharp departure from 
common experience—can possibly be in- 
teresting and persuasive unless it is 
backed up by some measure of credible 
explanation. 

Consider, for example, the America 
Fore Insurance Group ad, shown here. 
Few human beings, I believe, are the 
fortunate possessors of true “peace of 
mind.” Yet this advertisement promises 
it to us if only we will insure with any 
of the five member companies of the 
group. 

The copy includes not a single word of 
“why.” It tells us neither why insurance 
brings peace of mind nor why these five 
companies excel in this brand of “mer- 
chandise.” Not by one simple sentence 
does it tell us why the America Fore 
Group deserves our confidence and pa- 
tronage. 

- This page, however, is not one of those 
brag-and-boast ads that offend with their 
exaggeration and incredibility. On the 
contrary, it is dignified, honest, and in 
good taste. But it is also a blank cartridge. 
It is so honest that we won’t feel we are 
being fibbed to, which admittedly is a 
plus. But unfortunately this plus is can- 
celed out by the minus that makes us (or 
at least me) feel nothing at all. 

The Pepsodent page, as against the 


STRONG CLAIM—Some doubt that the “clean 
mouth taste for hours” promise will meet 
the*credibility test with many readers. 


. America Fore ad, is in my opinion defi- 


nitely of the brag-and-boast variety. 
Speaking strictly for myself, I do not 
believe that Pepsodent will give me a 
“Clean Mouth Taste for Hours.” Every- 
thing in my experience disputes and con- 
tradicts the reality of this promised bene- 
fit. 

It is my notion that people want to be- 
lieve good things about the products thev 
buy. They want to believe promises of 
more alluring beauty, better health, 
greater earning power, and a longer life. 
This eagerness to believe the good things 
that are promised us is advertising’s 
greatest asset. But this eagerness does not 
mean that there are no limits to what we 
will accept with childlike faith. 


What Is Credible Proof? 


What sort of evidence does the public 
accept readily as proof that a product 
will deliver its promised benefits? There 
is no pat answer to this question as far 
as I know. Testimonials from users, as 


Fer Peace of Mind insure with 


© The Continental tnswrance Company + Fidelity Phone fire insurance Company 
" @ Wiagara Fire teserance Company «American Eagle fire insurance Company 
‘ + The Fidelity and Casualty Company of Mew York 


NO BRAG—This ad promises peace of mind 
by insuring with members of the Ameri- 
ca Fore Group, but gives no reasons why 
the companies deserve the reader’s pa- 
tronage. 


CONVINCING—Nothing found here to chal- 
lenge the reader’s belief in the promise of 
“helping youngsters to a healthy winter.” 


we know, have been used successfully, 
and so have testimonials from authorities. 
Money-back guarantees and free trial 
offers are also often effective. But the 
greatest degree of credibility, I think, is 
inherent in the degree of the promise. A 
moderate, sensible promise, such as the 
Coca-Cola “Pause that Refreshes,’”’ needs 
no backing up with “findings” by “in- 
dependent research authorities.’”’ There is 
nothing in human experience to deny the 
reality that Coca-Cola is pleasant and re- 
freshing. 

The Florida oranges color page, shown 
here, is, I think, persuasive and convinc- 
ing. Yet it makes no laborious effort to 
prove the health claim it makes for the 
product. The copy promises merely that 
Florida oranges will “help your young- 
sters to a healthy winter.” I find in the 
copy not a word to challenge the reader’s 
credibility. 


® The Gaines ad, in my opinion, is also 
easy to believe. The promised benefit is 


On the Merchandising Front... 


Meurish every inch wf kien with the 
| MEW MOMOGENIZED* GAINES MEAL 


(nt er poet one mmaeth bok her tapes 10 eigen 


EASY TO BELIEVE—This Gaines dog meal ad 
“eschews silliness” and gives informative 
explanation of why the product “helps 
keep your dog in his prime.” 


not so extreme as to be contradicted by 
our experience, because we have observed 
that animals, like people, when properly 
fed are healthier and better fortified 
against the onslaughts of disease. The 
copy, unlike so much of the dog food 
copy we see, eschews silliness and humor; 
it confines itself to an informative, sensi- 
ble explanation of why Gaines dog meal 
“helps keep your dog in his prime.” 


® I want to repeat what I said a few 
lines back: The most credible proof is 
inherent in the degree of the promise. I 
cannot emphasize this too strongly. It is 
significant, I think, that so many of the 
sales leaders—Coca-Cola, Campbell’s 
soup, Franco-American spaghetti, Swift’s 
Premium ham, Kraft products, Bayer As- 
pirin, Jell-O, Wrigley’s gum, Ivory soap, 
Clorets, Kellogg’s Corn Flakes—rarely at- 
tempt to document their promises of ben- 
efits. They don’t have to; their statements 
are so reasonable and credible that the 
consumer accepts them on faith. 


Shopping Centers Due for 
a Shaking-Out 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising, Grey Advertising Agency, 

New York.) 

For some little while, I have been con- 
tending that the shopping center, as a 
merchandising concept, has received too 
high a degree of adulation; that nothing 
of human origin could be that divinely 
perfect, and that it was time the shopping 
center caught a bit of hell. Which I 
promptly proceeded to deliver. 

Of course I realized that I would im- 
mediately be charged with being anti- 
shopping center; with seeing no merit 
whatsoever in the concept. That’s pre- 


cisely what happened—promptly. And, 
having dragged me over into that obvi- 
ously indefensible position, some shopping 
center promoters have, in turn, proceeded 
to give me a drubbing. 

But anyone with a thin hide has no 
reason to aspire to a column in AA; in- 
deed, I suspect there are times when some 
readers suspect that a tough hide may be 
my principal, if not my sole qualification 
as a columnist! 

In any event, here I am returning to the 
attack. 


= My charges against the shopping center 
(and, obviously, these do not apply to all 
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one and one-half hours. Thus, a total of 
over 60% remain in the center for less 
than one and one-half hours. (I am fairly 
positive that these figures are consider- 
ably better than those of most shopping 
centers and really apply only to the great 
regional centers.) Now—if a shopper 
spends 45 minutes in a food super (and at 
peak periods it takes a half hour to go 
through the check-out gate alone!) or 
one hour in the center’s department store 
(and one hour in the department store is 
just no time at all)—how much spill-over 
time is left, so far as 60% of the shoppers 
are concerned, for the 28 or more other 
stores in the center? Again, I think down- 
town statistics on this same point would 
make a better showing. 


shopping centers) include the following: 

1. Too many in existence—and many 
too many building. 

2. Too luxurious; costs too high; too 
gentlemanly uncompetitive; too high in 
price lining. 

3. Inadequate parking space; inadequate 
arrangements for parking within the 
parking lot; inability to plan parking lots 
so shopping traffic spreads equally to all 
stores; inadequate arrangements for get- 
ting purchases from stores to cars. 

4. Highway traffic congestion equal to 
that of some downtown are,s. 

5. Too much duplication of inventories 
by category, by brand, by price line, etc., 
among the center stores. More one-stop 
units than one-stop shoppers. 

6. Too much poor planning; too much 
real estate promotion know-how and too 
little retail merchandising know-how. Too 
many “restrictions.” 

7. Too much dependence for profit on a 
continuation of boom-time peaks; too 
little testing by a down-trend in volume 
and prices (those twin destroyers of re- 
tail profits). 

8. Too much reliance on a mythical 
spill-over of traffic. 


# 3. That point about spill-over traffic 
(presumably one of the great plusses of 
the shopping center, with every conceiv- 
able trick of layout, etc., employed in 
order to spread out the traffic and tempt 
shoppers from one store to another) be- 
comes still more dubious when we find 
that this same survey discloses that (a) 
women shopping alone made purchases in 
1.4 stores, and (b) women shopping with 
friends made purchases in 2.0 stores. 

In commenting on these rather aston- 
ishing statistics, this study remarks: 
“These seem to be low averages... It 
appears that window shopping and having 
refreshments must account for most of 
this time...” Again, I think the down- 
town area could better these figures. 

4. The study points out that 20% of 
the shoppers interviewed came “primari-. 
ly” to buy food. How many came “second- 
arily” or “tertiarily” to buy food is not 
stated. But, clearly, with the newest units 
of the food supers in the great regional 
shopping centers going into non-foods 
heavily, there is reason to question 
whether much traffic spills out from the 
food super to other stores; certainly the 
food super does everything possible to 
prevent that spillage from happening. 
And with department stores building 
200,000 to 300,000 square foot branches, 
spill-over traffic becomes still more ques- 
tionable. 

5. Quite unexpectedly, it was found that, 
when women shopped with their chil- 
dren, they bought less. Says the report: 
“The presence of children reduces the 
number of stores visited and purchased 
in, though not seriously.” Presumably, 
shopping with children was to be a vir- 
tue of the shopping center; apparently, it 
has not turned out to be all that it was 
cracked up to be. 

I don’t present these few statistical 
tid-bits as “proof” that the shopping 
center concept, and particularly the great 
regional center, is destined to come apart 
at the seams. That isn’t so at all. But I 
do believe, and earnestly, that the shop- 
ping center is destined for a fairly severe 
shake-out and that this will occur within 
the next two years. 


= Quite recently, I was privileged to see 
/ a study made by a shopping center de- 
velopment organization—one of the big 
and highly successful promoters. This 
study was based on a representative sam- 
ple of the shoppers in one of the most suc- 
cessful shopping centers in the East. 

Now let’s see some of the rather un- 
flattering facts that emerge from this 
study, and bear in mind that this re- 
search was by the developers of this shop- 
ping center: 

1. “Only 40% of all customers, includ- 
ing those with and without shopping 
lists, made any impulse purchases what- 
ever.” That’s an exact quotation including 
the word “only”—and not “taken out of 
context.’ Remember that a shopper in a 
food super who made an unplanned pur- 
chase of a tooth brush, was rated as hav- 
ing made an impulse purchase. Now there 
are some 30 stores in that shopping cen- 
ter. Also, the great claim of the center 
concept is its ability to increase impulse 
buying. Yet it hardly appears as though 
the shopping center, in this instance, was 
doing any better a job of stirring up im- 
pulse volume, and particularly big-ticket 
impulse volume, than traditional down- 
town areas. Certainly, any substantial 
downtown area expects to derive at least 
40% of its volume from impulse pur- 
chases and, since most of these downtown 
area impulse statistics are not unbalanced 
by minor impulse purchases at food 
supers, the average sale represented by 
these downtown impulse purchases is 
probably much higher than in the shop- 
ping center. 

2. Some 16% of the shoppers stay in the 
center for less than one hour. Some 23% 
stay for one hour. Some 22% stay for 


The Eye and Ear Department... 


Ratings Are Coming Down 


tions. With conversion to u.h.f. and new 
v.h.f. stations coming in during 1954, this 
will increase that percentage—perhaps to 
as high as 80-85%, with the rest, two-sta- 
tion markets. 


The current fall-winter season has 
clearly indicated that ratings are coming 
down on all shows. The immediate causes 
of this evolutionary process are the ad- 
dition of new stations and the increase 
in competition by quality of programs. 

Advertisers projecting ratings for the 
1954 season must take many factors into 
consideration. In the first place, it looks 
as though the sets-in-use in the prime 
evening hours will level off at 50% of all 
homes on a year-round average. This 
means that all other nighttime 7-8 p.m. 
a d 10:30-11 p.m. will drop off propor- 
tionately—35%. More than 65% of all tv 
home. can now receive three or more sta- 


® Now by the use of a little simple arith- 
metic the average advertiser can count 
on a three-way split of the sets-in-use. 
NBC and CBS will split the lion’s share, 
with ABC, DuMont and independents 
getting the rest. On this basis, the pro- 
jectable rating for the average nighttime 
show will be about an 18. The good pro- 
grams will rate 25 by beating their com- 
petition and getting a 50% share and the 
Dragnets and Lucys will get as high as 35. 
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The Creative Man’‘s Corner... 
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HE: WITH FIRST CHARTERED PLANE-LOAD 
OF WHISKEY DECANTERS! 


TWemendons Demand Forces First Emergency Aer Supply 
il of Decanters With Theusases More Oe Way By Overmgst Truck Comvoys: 
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YOUR DEALER AGAIN RAS OLD GRANG-DAD DECANTERS 
1H STOCK! DON'T MISS OUT. GET YOUR SUPPLY TODAY! 
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this first “emergency” air supply. 


Christmas Medley 


The Christmas season brings in its wake some of the silliest ads of the year. 
All the characters in them look as if they had just been granted immortality— 
so happily do they beam at an electric refrigerator or a $1.69 ball point pen. 

Christmas in the ads is wonderful. Nobody is disappointed—except the un- 
fortunate fellow who fails to get the product advertised. There are no gifts 
opened without excitement or supreme gratification. Nobody says, “Well, 
Aunt Millie sent me the usual.” Or, “Can you imagine? This is exactly what 
I sent her last year!” Or, “I saw this at Macy’s, marked down to $2.49!” 

All the men put their shirts or pajamas on at once. All the women kiss the 
men. Christmas hits the commercial ideal—it is blessed both to give and to 
receive, provided you have either cash or credit. 

We like the ads best that look like Christmas catalogs; that tell you what 
the products will do and what they will cost; not. what emotions they will 
evoke in the people who receive them. That we prefer to contemplate in 
the secrecy of our inner library, where we turn the pages of our mnemonic 
album and try to match gift and friend. 


Fist gif he will qpen.... ast he will forget: 


Many friends we have who would appreciate a bottle of grog—it’s much 
cheaper to be given it than to buy it. BUT—we are quite sure, in fact we are 


subcaption, the tremendous demand for the Old Grand-Dad decanter forced 


We can just picture the emergency—with the sales manager calling the 
distillery and shouting into the phone, “Get an airload of Old Grand-Dad 

down here as fast as you can. We’ve had these truck signs announcing delivery 
by Air Express ready for a week now and they’re beginning to collect dust!” 
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confident, it would not be the first 
gift these friends would open nor the 
last they would forget. (Unless, of 
course, it gave them a terrific hang- 
over.) 

Knowing the approximate dimen- 
sions of a bottle, they would keep this 
particular gift till last, aware that 
the only surprise would be the dis- 
covery of who sent it. Incidentally, 
we never saw any recipient of a 
Christmas gift of whisky gaze upon 
it quite as raptly as the individual in 
the Calvert ad—unless he were al- 
ready three sheets to the wind or had 
discovered with some concern, just 
as some guests arrived, that he had 
forgotten to replenish his liquor sup- 
ply for the holidays. 

As an itetn of interest, we cite the 
ad for Old Grand-Dad—which set a 
world record by being the first 
whisky in a decanter bottle to be 
delivered by chartered plane, or so 
the ad proclaims. According to the 


If we assume a figure of 34,000,000 
t’ homes by the end of 1954, somewhat 
t lancing this leveling of ratings, the av- 
€ age show will reach about 6,000,000 
romes, the good show 8,000,000 homes, 
éd the phenomenal show, 11,000,000 
tomes. The shocker here is that a num- 
bor of shows are getting more circulation 
tan that right now. 

“I Love Lucy,” for example, reaches 
ound 14,000,000 homes weekly. By Jan- 
‘ry, 1957, tv set circulation is expected 
to total 45,000,000 homes. But many of 
these mew homes, particularly in old 
tv areas, will house the more selective 
viewers, who spend less time with video 
than the rabid fans. Then, too, there will 
be more competitive markets in which 
the available: audience is split at least 


c 


three ways. Thus, figuring on the basis 
of 45,000,000 ty homes with sets-in-use 
running arcund 50%, which must be 
split three ways, we find that it will be 
quite a feat in 1957 for a show to draw 
at the “Lucy” level. The end result of 
this statistical exercise is that prices 
must be stabilized or decreased, and 
soon, in order to keep a reasonable cost- 
per-thousand homes of around $8—the 
figure at which a good telecast comes in 
now. 


® In the daytime most prognosticators 
agree that 25% across the board sets-in- 
use is the leveler. Here again is that old 
three-way split and the ratings of good 
daytime shows on NBC and CBS, when 
in competition, should be a 10 at the 
most. Again, that levels the circulation 
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off and the 5,000,000 homes show will be 
an unusual buy. 

What, then, are the advertiser and his 
agency to do in their long-range planning? 
First, the pragmatist must face up to the 
fact that in all probability the honey- 
moon of increasing tv circulations is about 
over and project his ultimate costs against 
fixed circulation. Using a good cost-per- 
thousand base, he should back-bookkeep 
the figure to the point where he is will- 
ing to estimate his costs at a maximum. 

At this point a sharp negotiation will 
go on among talent, network and ad- 
vertisers. The iron law of economics, sup- 
ply and demand, will determine the end 
price. It now looks unlikely that tele- 
vision time costs can go much higher, 
and talent costs may come down. The only 
other affordable alternative is the mag- 
azine plan of selling television time. 

This dilemma will also carry over to 


Tips for the Production Man... 


the local level, where competition will be- 
come increasingly keen as independents 
begin to divide the thinning share of 
audience available to them. Here we may 
well see failures and the turning back of 
licenses or the selling of stations for bad 
debts. 

Add to these sobering thoughts the ad- 
dition of color, with its increased costs 
for the advertisers, and the television me- 
dium threatens to become a premium blue 
chip medium which must either produce 
positive sales results or face a revamp in 
all respects. 

This is a hard prediction to make, and 
It is sad to contemplate the growth of the 
cost-per-thousand in a medium where 
there has been a favorable downtrend. 
Perhaps the continuing analysis of these 
hard facts will force a fresh look at costs 
proportionate to the leveling off of audi- 
ence potentials and increased competition. 


Helps on Preparation of Copy 
for Offset Printing 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, IIl.) 

Due to the ever-widening interest in 
the use of offset printing by firms which 
do not have professionally-manned pro- 
motion departments, there have been is- 
sued a number of new booklets and helps 
giving A-B-C instructions in the prepara- 
tion of copy for offset reproduction. 

Such a new booklet has been issued by 
Rapid Copy Service, with a plant in Chi- 
cago and branches in many principal 
cities. The booklet is entitled: “How to 
Prepare Your Copy for Black and White 
Offset Printing.” This is old stuff to 
many, but contains terse and well-illus- 
trated how-to-do-it instructions for those 
in the early stages of offset production. 


s The booklet stresses particularly the 
steps in preparing a company house or- 
gan. The text illustrates the use of elec- 
tromatic typing of copy and regular type- 
writer copy, as well as the use of printer’s 
reproduction proofs. Discussed also are 
photo reductions, line work, art, and shad- 
ing screens. 

Lacking in the booklet is any discussion 
of the simple points of columnar width, 
spacing, type sizing, alignments, and other 
fine points wherein many neophytes tend 
to spoil the effectiveness of much offset 
production. Someone should do a booklet 
on these fundamental mechanical details; 
it is badly needed. 

Also overlooked, but important, is the 
role that paste-up type is playing in offset 
copy preparation. It’s nearly as quick to 
paste up the characters in a headline as 
it is to order it from a typesetter and to 
wait for repro proofs. There are a half- 


G. D. Crain Jr. Says... 


dozen or more suppliers, such as Artype, 
Phototype, etc. Some of these, such as 
Halber’s Typro, involve production of the 
type line on photo-sensitized paper. 

In headings and titles an opportunity is 
presented for the charm of unusual hand- 
lettering, getting away from standard type 
families and giving additional “class” to 
over-all typography. 


® An interesting new process in hand- 
lettering is that introduced by Cello Let- 
tering, 159 E. Chicago Ave., Chicago 11. 
Though its system involves lettering styles 
on transparent acetate sheets, using cor- 
rugated backing, the impressive advan- 
tage of the product is the freshly interest- 
ing assortment of lettering styles offered. 

Cello alphabets offer over 100 styles, 
embracing fonts with swagger and dis- 
tinction... hand-lettering such as one 
frequently sees heading up our big na- 
tional ads. The acetate sheets come in a 
handy size, 814%4x11”. Because of the 
varied usage between the caps and the 
lower case, these are sold separately so 
as to avoid waste. The manufacturer rec- 
ommends four sheets of lower case to one 
of caps when script faces are selected; 
two or three lower case to one of caps in 
most other alphabets. 

Another aid to offset preparation may 
be found in the clip-sheet services, such 
as the Multi-Ad Service, 100 Walnut St., 
Peoria, Ill. This is a monthly service con- 
taining a wide range of art and illustra- 
tions. Multi-Ad’s art is produced on 
enamel paper for clipping and pasting 
directly on offset copy layouts. To develop 
a diversified clipping file which would be 
needed to offer a sufficient range of mate- 
rial, a full year’s collection of the service 
probably would be required. 


Can Financial Pages Be Popularized? 


It’s an interesting commentary on the 
readership of the financial pages of daily 
newspapers that the New York Stock Ex- 
change, in providing advertising material 
to its members for use in promoting the 
new instalment plan of selling securities, 
advises that the ads not be run in the fi- 


nancial section. 

It points out that, since the objective 
is to broaden ownership of securities by 
going to people who have money to in- 
vest but who are not now stockholders of 
companies listed on the Big Board, it 
would be much better to address the 


large audience of men available in the 
sports section or the big women’s group 
who read the section of the paper devot- 
ed to their special interests. 

According to summaries of median 
readership ratings of newspapers, pre- 
pared by the Bureau of Advertising, and 
based on ARF studies, 28% of the men 
and 10% of the women read the financial 
pages, compared with 83% of the men 
and 79% of the women who read some- 
thing on the editorial pages. And sports 
and picture pages attract 76% men read- 
ers, while society and women’s news gets 
83% of the feminine group. It is evident 
that the great majority of the readers 
simply skip over the financial section. 


® This brings up an interesting question 
of newspaper policy, affecting both cir- 
culation and advertising departments. 
Just why is the financial section edited ex- 
clusively for the highly specialized group 
which customarily reads it? Why, for 
example, is a full page or more devoted to 
the daily publication of quotations on the 
New York Stock Exchange? Day to day 
movement of stock prices, unless there is 
a radical change, is of limited interest, 
except to professional traders and specu- 
lators. Yet it is a highly expensive and 
space-consuming feature, provided for 
a small group which actually may look 
for this information in more specialized 
publications like the Wall Street Journal. 

Question: Could this page of space be 
used more profitably by publishing in its 
stead news of general interest to savers 
and investors? 

Financial editors are still called by 
that title, even though most of them de- 
scribe their department as business news, 
in which they endeavor to provide in- 
formation of general business interest, as 
well as catering to those who live in the 
little world of ticker tape. Yet the tend- 
ency is constantly to think in terms of 
the smaller group, rather than of every- 
body who is interested in making, saving 
and investing money. Most of the people 
in the latter group seldom look at the fi- 
nancial or business section of the news- 
paper, because the information in most 
cases is both dull and unintelligible to the 
general reader. 

Would it be possible to popularize the 
financial and business news pages of 
dailies so as to get the general public— 
the mass audience which goes for sports, 
women’s features, comics and movie and 
television news—as much interested in 


Employe Communications... 
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this department as in others? And would 
it be possible to do this without losing 
the business audience and particularly 
the specialized trader-speculator audi- 
ence which is primarily concerned with 
day-to-day stock quotations and other 
technical financial news? 


® Financial advertising, meaning the ad- 
vertising of securities, bank and trust 
services, insurance and similar offerings, 
is much too limited in volume to play 
the part it should in promoting a wide 
distribution of stock ownership and oth- 
er money services, thus emphasizing in 
the minds of the public the fact that this 
is a nation of capitalists. If making, sav- 
ing and investing money, rather than 
what happened yesterday on the stock 
exchange, were the primary subject of 
financial and business editing in newspa- 
pers, the content of these departments 
would probably be radically changed. 

For example, women are among the 
largest owners of cash, securities and oth- 
er property in the country. But did you 
ever try to explain an annual report to 
a woman shareholder? Yet part of the 
job of the daily newspaper ought to be 
to get across to women just how the cor- 
porate body functions, and just what the 
responsibilities and opportunities of 
stockholders are. (I heard only recently 
of a woman stockholder who allowed 
valuable rights to a stock subscription to 
expire because nobody had ever told her 
exactly how to use them.) 

Perhaps some publications, like the 
New York Times, are editing their busi- 
ness news pages exactly right for the par- 
ticular audiences they serve. But what 
about the New York News, the Chicago 
American or the Louisville Times? Are 
their readers technicians in the finan- 
cial and business field, or just ordinary 
people? And if so, isn’t there information 
on the general subject of making, saving 
and investing money which they would 
like to have and are not now getting? 


a If the financial and business depart- 
ment, like the rest of the daily newspa- 
per, were edited for all of its audience, 
instead of just a small, though important, 
segment, wouldn’t it help circulation? 
And how could it fail to help advertis- 
ing? And wouldn’t active readership by 
the whole circulation make the job of 
promoting all services related to the use 
of money a lot easier and more successful 
than it is now? 


‘Seagram Spotlight’ Is Example 
of a Good Sales Magazine 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

Thanks to the ceaseless hassle between 
the representatives of management and 
the representatives of labor, the term 
“communications” in industry is general- 
ly understood to apply to conversations 
between employer and employe. The fact 
that many companies communicate via 
company magazine with salesmen, deal- 
ers, distributors and others both within 
and outside the organization, has been 
obscured. 

The new emphasis on the need for sell- 
ing has sharpened up the publication pic- 
ture. Concerns that have been shrug- 
ging off business for years are suddenly 
turning to sales publications as a means 
of stirring up orders. 


# In the search for a clear publication 
pattern, those interested in the external 


sales magazine will do themselves a favor 
if they secure a copy of “The Seagram 
Spotlight,” which is edited with freshness 
and skill by Eugene Feen for Seagram- 
Distillers Corp. at 135 E. 42nd St., New 
York. This periodical stands head-and- 
shoulders above most of the threadbare 
little journals in the external field which 
haven’t piped a new editorial tune since 
the invention of the printing press. 
Feen’s fat (56 pages) and luxurious 
“Spotlight” has the sparkle of the well- 
edited professional journal, and while the 
sales messages within its pages are con- 
stant and inescapable, they seep in upon 
the consciousness of the reader rather 
than cudgel him into numbness. His pert 
and pithy editorial column sets the pace 
for the December, 1953 issue, for example, 
which is loaded with information and in- 
terest. He uses a four-page insert in type- 
writer type to flash the latest develop- 
ments in the liquor industry. His open- 
ing story is called “Twenty Years Since 
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Repeal,” and he leads his readers into 
a lively, nostalgic account of that great, 
lid-lifting event. Feen uses photos from 
the files of the period, 1933 covers of pop- 
ular magazines and specimens of wonder- 
ful but dated advertising, to carry the 
reader back to the day the author writes 
about. You don’t need to be in the liquor 
business to relish such reporting. 

Editor Feen covers Seagram’s adver- 
tising and sales promotion drives, then 
moves his readers into two pages of light 
and casual reading that hisn’t a thing 
to do with the product. He covers social 
news, and then does a lively picture story 
on a Seagram customer, the operator of 
an impressive bistro high in the Sierra 
Nevadas. Next he’s back on the sales 


theme again, showing how a sales meet- 
ing was patterned after the “This Is Your 
Life” television program, using a Sea- 
gram salesman as the subject. Feen’s 
striking, dramatic changes of editorial 
and pictorial pace hold even an outsid- 
er’s attention through to the Seven Crown 
on the back cover. 

“The Seagram Spotlight” obviously en- 
joys a luxury budget. No company pub- 
lishes a journal of its size and quality 
without spending money for it. And, 
while this department has no statistics 
available to support a purely personal 
opinion, it’s our feeling that Seagram gets 
every dime of it back, many times over, 
in enthusiasm, salesman good will, and 
loyalty. 


Looking at the Retail Ads 


—_ 


combining baguette and round diamonds 


in 18K white gold 


GRANAT BROS ~-zetess-- 


SHREVE TREAT & EACRET 


AN MPANCISCO STOHTS 
GOON avd & GLAtre Ori MONDAY 
CAL UND SOM He 8 BPORDWAT< OPEN MONDAY 

#AC)OHY TINO SON SAN MANESCO 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

In San Francisco I was hurrying down 
the street and suddenly felt a sense of 
shock. I paused. Yes, the modern store 
before which I was standing was Granat 
Bros. I walked inside and looked around 
in some amazement. 

I was amazed because the store was 
modern. There were smooth, polished 
surfaces of glass and wood. The air was 
contemporary. 

After a few moments I walked out. 
Later in my hotel room I turned to the 
Sunday paper which I had looked at 24 
hours earlier. I looked up the large 
Granat ad you see above. My impres- 
sion of the store for several years has 
been gained from the ads. Although I 
am quite often in San Francisco I simply 
had not noticed the Granat s‘ore. 


ws This ad is as old-fashioned as the 
store is modern. This kind cf ad should 
be run by an old-fashioned jewelry 
store with elaborate, beveled-plate glass 
counters on fancy Louis XV! legs, with 
gilt grills around the office. and orna- 
mental gilt and glass lighting of the 1900 
period. 

To me, advertising should be an ex- 
tension of—a manifestation of—the 
character of the store that runs it. 

Of course, in the strictest sense, this 
is not advertising. It is not an attempt 
to communicate, to the store’s utmost 
profit, the best message that can be de- 
vised to sell for the store by rendering a 
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extraordinary... 
in value...in quality 
Here 5 0n outstanding example of why Gronot 
Bros is nationally brown for quality ond voive. 
The dhustroted ensemble wos created by Groot 
onsans A pertect blue-white diamond wos se 
lected for the Engogement Bing = surrounded by 


two fine boguene domonds ond two additonal 
round domonds The matching Wedding Bing 


Dility, the 18K white gold mountings are not cost 
—but TEMPERED® All ths—plus Wedtob*— 
the most tolted-about ring idea in America. 
Weer the Engagement Bing alone, # you wah — 
+ “click” the rings together to mote @ beoutl 
emembie They will not seporate 04 your finger — 
will ROM wear through of wtal ports You hore 
Grorat quality = modestly priced = to give you 
EXTRAORDINARY VALUE. 


ome 
Wed Let” Lnremtion wanted by Grane! eeiebis how 
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service to the reader. 

This is an impersonal announcement. 
It doesn’t speak directly to anyone. It 
just prints words out into empty space 
for anyone to read or not as he chooses. 
There is no effort here to arrest the 
reader’s mind, nor select prospects as 
persons. 

The bold type doesn’t “speak” to any- 
one, nor does the heading above the 
copy. 


= The purchase of engagement and 
wedding rings is important to the pur- 
chaser. The entire experience is laden 
with a peculiar admixture of emotion 
and economy. And sentiment? Plenty! 

But the cold-blooded jeweler here has 
no time for the emotions of his pros- 
pects. This is a matter-of-fact, com- 
mercial statement, in old fashioned 
dress, about $375 worth of stone and 
metal worth the price because the store 
is “nationally known by quality and 
value.” 

The type is forbidding to read in con- 
tent, and made more so by poor typog- 
raphy and layout. 

What a wonderful thing a true adver- 
tising-selling sense could do in big space 
like this to sell a fine old store’s fine 
quality engagement and wedding rings. 
And how rarely it’s done. 

I don’t know what the Examiner’s 
local rate is in San Francisco for this 
store. But I dare say whatever the store 
paid for it, it could have been made 
worth at least three or four times as 
much to the store as the store got from 
it. 


Advertising Age, February 8, 1954 


These Ads I Like 


By Fairfax M. Cone 
President, Foote, Cone & Belding 


I suppose there are no better rules for 
good advertising than these: 
make it simple 
make it direct 
make it important 
make it true 
make it sell 
And if this is difficult in product ad- 
vertising (which, on the record, it is) it 
is doubly so in industrial advertising. 
There is a good deal of this that is un- 
doubtedly true and important in the long 
scheme of things. But its truth is some- 
thing less than dramatic and its import- 
ance lacks both directness and urgency. 


a To be sure, action isn’t always the ob- 
jective, but more often than not I think 
the weakness lies in the advertising itself 
rather than in its purpose. It just isn’t 
done very well. Food industry advertising, 
for example, rarely is simple and even 
more rarely is very important—to any- 
one but the advertisers themselves. 
Even the so-called service campaigns 
generally offer so many ideas that none 
stands out; there is no one thing that is 
proposed for the immediate selfish bene- 
fit of the reader or listener or viewer. 
The current advertising of the Tea 
Council is an effective exception. And 
now there is another, and one that is both 
challenging and enormously promising. 


me As anyone can see by reading the large 
type in the illustration, this is the cam- 
paign of the sugar industry, and the ad- 
vertisement here was clipped from Life 
magazine. 

Certainly the headline is directed at the 


People get fat simply because 
1 overeat. 
Why do they overeat? 
Because they’re hungry 
Why are they hungry? 
One of the reasons in healthy 
individuals is because their 
blood sugar level is low 
What is the fastest way to 
raise the blood sugar level 
and help keep from 
overeating? 
Sugar and the good things 
containing it! 


individual and in this day and age of the 
diet it could hardly be more important. 
What follows is simple and sensible and, 
above all, comforting. Something that has 
come to be looked upon as a problem 
within a problem (sugar) is shown quick- 
ly to be not only no problem in itself but 
also a means of overcoming the larger one. 


= Granting that here is a kind of news 
most industries can’t find, the presenta- 
tion could have followed any one of 
several standard patterns. It could have 
pictured cake and pie and candy in frank 
appetite appeal, or screamed “what sci- 
ence says.” 

Instead it pictures a scale and the fairly 
short text reduces a scientific study and 
its findings to the exact level of one’s 
own non-scientific experience in one of 
those unique advertisements that offers 
the reader an argument he wants to lose. 

I recommend it to everyone in advertis- 
ing for study and for scoring against the 
rules above, and particularly for the use 
of the clincher in the box at lower right 
that could so easily have been misused 
in this opening advertisement as the in- 
terrupting headline thought. 


@ Since it cannot be read in the repro- 
duction, here it is: Surprise you that 
there are only 18 calories in a standard 
level teaspoon of sugar? Folks we asked 
guessed anywhere from 50 to 600. You’d 
have to eat 140 to 200 spoonfuls of sugar 
to get your day’s needs of calories! 
“What makes people fat?” is an adver- 
tisement that demands reading, then jus- 
tifies it—and the industry it represents. 
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‘ BigP Sey Pi, 
one bes pigkes Ch Se a ome 


Nutritional research has taken a new look at our number one health problem 
and discovered how sugar helps keep your appetite and weight under control 


There is a new nutritional term that you other food. It satisfies your craving for The best way to get the protein, vitamins. 


will soon be hearing a lot more about. 


food faster than any other thing you can minerals and energy we need is in a well- 
eat, because it almost immediately raises balanced selection of foods that nature 


It is your “blood sugar level.” 

Research acientists at one of our lead- 
ing universities have discovered that your 
‘sood eugar level plays an important role 
0 determining how hungry you are. 

Nature's “Hunger Thermostat” 
When your blood sugar level is low you 
ore “hungry az a bear.”. When it is high 
‘ye healthy person finds it easier to turn 
_ own the extra helpings of food that mean 
xtra pounds. Itturne your appetite on 
ond off in much the same way that a 
Sermostat regulates the heating system 


j Hf you are watthing your weight, this 

Hew important news—you can raise your 
' \ood sugar level, tame your runaway ap- 
etite any time you want to. Just eat or 
rink something with sugar in it. 


Sugar is assimilated into the blood 
stream and used as energy faster than any 


your blood sugar level. 

That is why an 18-calorie spoon- 
ful of sugar in your coffee or tea may 
make it easier for you to cut 106 or 
more calories from your diet. 

That is why, when you round off a 
small meal with a simple dessert you get as 
great a feeling of satiafaction as you would 
from a much larger meal providing far 
more calories. 

That is why something with sugar be- 
tween meals not only revives your energy, 
eh ie ae ee ae 
bounds at the next meall 


Sugar Substitutes Not Bective 
Naturally you cannot expect the same 


made us like. 


Nature is sugar's best salesman. 
Sugar must be one of our most needed 
foods—that's why we like it 20 much. 


SUGAR INFORMATION, INC. 


New York 6, New York 


18 CALORIES 
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HOW BUSINESS RANKS NATIONAL ADVERTISING MEDIA 


Ranking Advertising 
of National Medium Revenue 

Media (Jan.-Dec., 1953) 
1st LIFE $109,708,903 
Qnd CBS-TV 97,466,809 
grd NBC-TV | 96,658,551 
4th Saturday Evening Post 80,865,877 
5th CBS-Radio 62,381,207 
6th NBC-Radio 45,151,077 
7th Time 35,391,178 
Sth ABC-Radio 29,826,123 
Oth Better Homes & Gardens 27,240,924 

10th This Week 26,822,080 


The next ten media rank as follows ...11th: MBS-Radio, $23,158,000—12th: Look, $22,971,144 
— 13th: ABC-TV, $21,110,680 — 14th: Ladies’ Home Journal, $19,660,979 — 15th: Good 
Housekeeping, $16,324,132 — 16th: Collier’s*, $16,310,942— 17th: American Weekly, $15,904,772 
—18th: Newsweek, $15,205,490—19th: McCall’s, $13,165,666—20th: Business Week, $13,150,555. 


Source: Publishers’ Information Bureau (gross figures). 
Radio and television figures are for network time only. 


*Collier’s became a bi-weekly in August, 1953. 


First in circulation : ” 
First in audience i 
First in advertising 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, February 8, 


BUSINESS OPPORTUNITIES 


SALES PROMOTION KNOW-HOW 


Account exec., formerly creative head 
successful Pa. prom. dept. ‘steel prod.) 
seeks challenging post in indus. sales 


div. College grad., 20 years agcy-industry 
exp., with proven record in: ORGANIZ- 
ING efficient procedures, strategic mdsing; 
CREATING better sales tools, ads, cata- 
logs, house organs; ACHIEVING dept. 
stature, company recognition, sales. Mar- 
ried, 2 dependents. Write for interview. 


HELP WANTED 


ADVERTISING COPYWRITER 
Who Knows the Small Town Market 
Chicago agency wants capable, seasoned 
writer with strong drug and mai! order 
experience who is now with small agency. 
Once-in-a-lifetime opportunity fo” some- 
one who can sell both big-city ari rural 
markets. Immediate opening for t) e right 
man or woman. Send full par. iculars, 

samples, etc. State salary required. 
Box 6167, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ASSISTANT TO PRESIDENT 
Mail Order - Publishing - Retail Stores 
There is an immediate opening for an ag- 
gressive, young person at Klein’s Sporting 
Goods, Inc. - Chicago, 6 - Call Milton P. 
Klein at ANdover 3-6800. ae 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 17-1991 Chicago 
SPACE SALESMAN who expects to be 
well paid for special knowledge of travel 
field wanted by a class consumer publi- 
eation whose staff knows of this adver- 
tisement. Salary + commission. Write full 
details. 
Box 6162, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
General manager wanted. 
Pet Food Co. Nat'l sales. Factories located 


Rocky Mountains to Atlantic, Lakes to, 


Gulf. Position requires managerial experi- 
ence, comptroller, sales, production. Sal- 
ery $15,000 or more depending. State ex- 
erience, age, compensation expected. 
pportunity of a lifetime. Sales $40,000,- 
(' 000. Confidential. 
Box 6147, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0015 Chicago 


ARTIST, LETTERING, KEYLINE, FIN- 
ISHED ART FOR PACKAGE DESIGN 


DEPARTMENT OF LARGE FOOD MAN- | 


UFACTURER IN MADISON, WISCON- 
SIN. STATE QUALIFICATIONS IN FIRST 
LETTER. 
Box 6156, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


“Our 43rd Year™ 

A Multi-City Agency Needs 
COPY CHIEF, 30-40, Agy. Exp. 
B-W & radio TV comm'|s. 12,000 
FASHION COPY WOMAN, 28-38 
skilled in TV comm’'ls. $10,000 
COPYWRITER, 28-38, min. 4 ‘ 
general agency exp. 6,500 

GLADER CORPORATION 

Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ADVERTISING 
MEDIA BUYER 


for a large food advertiser 
located in the N.Y.C. area. 
Sound knowledge of consum- 
er print, radio and TV media 
required. Must have ability 
to evaluate media analysis. 
This position offers a good 
long range future. 


Please submit a complete 
résumé including salary re- 
quirement. If preferred, you 
may submit through an in- 
termediary. 


Box 775 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


Well-known | 


|| E. Illinois St., Chicago 11, Il. 


DIRECT MAIL SALES PROMOTION 
National Company - Consumer Line 


Box 6157, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


DO YOU EVER DREAM 

of a little outfit of your own . . . which 
you can make bigger, better? Here’s one 
that will support you from the start... 
business is healthy, owner isn’t. Present 
net to owner, low five figures. Originates 
radio, television, little magazine. Also a 
direct mail shop, well-equipped, doing 
$40,000 to $50,000 a year. Price, both, 
$30,000. If you have good prospects, some 


INDUSTRIAL PUBLIC RELATIONS - 
Publicity Other than in NYC or Chicago. 


money, you can buy on credit. Remem- 
| ber you're selling yourself as well as in- 
|quiring when replying. Pleasant midwest 
| city. Box 6158, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, NL 


= - . M 
For dealers-consumers-jobbers, etc. Must | 5 yrs. publicity dir. natl. mfr. 2 yrs. tech. |High-powered sales manager will invest 


have ample experience and education. 
Good salary, opportunity, and job se- 
curity. 

ALLIANCE RUBBER COMPANY 
Hot Springs, Arkansas 
MOLENE PERSONNEL 

SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


ADVERTISING 
COPYWRITER 


Progressive Eastern Pennsylvania steel 
producer wants young college gradu- 
ate with three or more years experi- 
ence in industrial advertising. No cub- 
by-hole copy job, this calls for both 
writing and supervision which will 
contribute heavily to an aggressive 
marketing program for diversified 
product lines. Requires working 
knowledge of all forms of sales pro- 
motion. State full particulars includ- 
ing salary required. Send replies to 
Box 6137, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Advertising manager wanted. Nationally 
known complete pet food line. Position 
requires wide éxperience. State age, 
qualifications, salary expected, experi- 
ence. Confidential. Company twenty five 
years old. 

| Box 6144, ADVERTISING AGE 

| 200 E. Illinois St., Chicago 11, Ill. 
BARNARD 


A service for employers and applicants 
in the fields of advertising and publishing. 
| Office and Professional CEntral 6-3178 
'176 W. Adams Street Chicago 3, Ill. 
ACCOUNT EXECUTIVE 


for downstate Illinois national advertising 
agency. Man must have ability to solicit 
and handle medium-sized accounts. Top 
\salary to beginning man with chance for 
jrapid advancement and part ownership 
lin one of the most aggressive, livewire 
| agencies in the Midwest. Age bracket pre- 
ferred: 21-30. Replies will be held con- 
|fidential and should include complete 
details. Also desire person for copy as- 
|sistant and/or TV production assistant. 
Box 6146, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ART DIRECTOR 


Medium-sized agency specializing 
in sales promotion, wants qualified 
man to head 6-man Art Depart- 
ment. Exceptional opportunity for 
ambitious and capable young man 
who wants to broaden his horizons. 
Box 783, ADVERTISING AGE, 200 


ADVERTISING 
DIRECTOR 


Important midwest brewery wants 
a married man between 30 and 40 
to direct advertising. Sales promo- 
tion, merchandising and point-of- 
sale in package goods field should 
be familiar to this man. Agency 
or advertising background will 
definitely be to his advantage. 
Write business and personal data, 
including salary required. Our 
personnel know of this ad. 


Box 779, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Retiring executive will sell 


80! Second Ave. 


NEW YORK ADVERTISING 
AGENCY FOR SALE 


known advertising agency with stable national billings 
around one million. The agency is long established, well 
staffed and profitable. An investment of $75,000 will be 
required. Buyer will be safely indoctrinated in present | 
accounts. An outstanding opportunity for an experienced 
advertising individual or out of town organization looking 
for a reputable New York office. Only principals of highest 
qualifications will be considered. 


Box 781, ADVERTISING AGE 


controlling interest in well- 


| writing, editing. 14 yrs. newspapers. Age |up to 
| 42, married. Box 6164, ADVERTISING | promotional business showing good record 
_AGE, 200 E. Illinois St., Chicago 11, Ill. |of earnings. 


THUMBNAIL ON A COPY MAN WHO 
WANTS OUT OF PRESSURE COOKER: 
Some pretty smart cookies have judged 
him outstanding. Whimsical style with 
flow & dash; hard sell with steam & wal- 
lop. Not tempermental, likes to please. 


|Cheerfully works overtime: likes recipro- 


cal freedom when feasible. Non-mercurial, 
non-queer, non-aleoholic. Ambitious, but 
not golden boy type. Responds beautifully 
to good treatment, appreciation. No yes- 
man, but very loyal, perhaps to top man 
who can use trusty aide. Fields: dept. 
store, manufacturer, media promotion, 
small agency. Media: every kind except 
TV. Also articles, news releases, speeches 
(write or give). Subjects: score of con- 
sumer items from tires & restaurants to 
insecticides & clothing; institutionals; 
media space; editorial features & person- 
alities. Has planned & programmed Iunch- 
eons, introduced speakers. Once news an- 
nouncer; can double as client’s ‘“‘exclu- 
sive’’ voice. No good on technical stuff. 
No speed demon: not for every-ad’s-an- 
emergency madhouse. Thinks’ through 
project before shooting off typewriter; 
sweats to make copy easy-reading. $9- 
12,000. Ready to switch right now, agency 
or corporation, as chief or brave. Please 
expand in first letter. 
Box 6159, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
“One of the best.’’ Long-time NY writer, 
agency vp, now at home fingering pulse, 
seeks writing jobs. Will relocate small 
town. Box 6166, ADVERTISING AGE, 801 
Second Ave., New York 17, N.Y. 
OPPORTUNITY WITH AGENCY OR 
MFR. wanted by young man with talent 
and guts. Exper. in all stages of planning 
and creating advertising. Heavy on indus. 
adv., also consumer intangible. Now adv. 
mgr. earning $10,000 in Chicago but will 
move. Box 6160, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 


Publishers Representative, good developer 
and producer, wants trade, industrial or 
business publication in Chicago territory. 
Box 6165, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


RADIO-TELEVISION 
COPYWRITER-PRODUCER 
SEEKS POSITION WITH CHICAGO AGENCY 


For the past 3 years, I’ve been creat- 
ing successful commercials for a 
leading Midwest organization. Now, 
I want more responsibility ... Back- 
ground includes writer-producer 
status with a network owned TV 
station ... Young. .. Chicago resi- 
dent. 
Box 780 ADVERTISING AGE 


200 E. Illinois St. Chicago 11, Ill. 


TOP FLIGHT (Eastern) DESIGNER 
ART DIRECTOR 


For leading printer, mfg. or agency 
(no ill.) wanting to increase prestige 
and business by creative know-how 
plus know-why. Presently employed 
in five-figure field, national reputa- 
tion, personable and married. Knows 
art, layout, design, typography and 
creative selling. 15 year ery te 
Winner of awards—taught at leading 
schools and universities. Keen mer- 
chandising viewpoint, practical, alert 
sales sense keyed to profits. Salary 
secondary to opportunity. Résumé 
submitted—complete portfolio dur- 
ing interview. Will relocate. 


Box 777 ADVERTISING AGE 
801 Second Ave. New York 17, N.Y. 


* + * * * 


SEEKING GREATER 
OPPORTUNITIES 


Proven Qualifications 


Sales and Customer Relations 
Production Planning 

Cost & Estimating 

Purchasing & Sub-contracting 
Administration & Munagement 


** & & & 


New York 17, N. Y. 


SILK SCREEN & LETTERPRESS 
ALL TECHNIQUES - ALL MATERIALS 
Price tags to 24 sheets 
Fabrication - Animation 

| Some Lithography 
25 years 
with leading organization 
Age: 44 
Don Truttier—Terre Haute, Ind. 
Temporary address: 


237 Highland, Apt. 204 
Hammond, Ind. 


0,000 plus full time in staple or 


Box 6163, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
MISCELLANEOUS 
FINE AGRICULTURAL ART 
Write for illustrated brochure. 
JOHN ANDREWS 
7265 No. 36 Omaha, Nebraska 
CANADA'S BEST MAILING LIST 
200,000 live name on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


ARTISTS—LAYOUT—2 


Thoroughly experienced — versatile 
enough to produce finished layouts 
in fashion, housewares, home fur- 
nishings, etc., for one of Chicago’s 
ang | retail chain department 
stores. Better than average employee 
benefits. Excellent Salary. 
Box 773 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


TOP CREATIVE COPY-CONTACT 
MAN “RARING TO GO”! 


Now with large agency sparking consumer ac- 
counts with refreshingly different ideas that 
sell—backed by ‘‘know-how’’ gained from 
successful personal selling and direct mail. 
Can create complete campaign from original 
idea to presentation—all media. Sound mer- 
chandiser, know dealer-distributor problems. 
National, retail and trade experience. Age 36. 
Salary 5 figures. Box 752, Advertising Age, 
200 E. Illinots St. Chicago 11, Ill. 


MADISON AVENUE AD MAN with 
established business now selling 
agency and national clientele open 
lithography, display 


to sell your 
materials and allied lines. Inquiries 
invited. Box 776, Advertising Age, 
801 Second Ave., New York 17, N. Y. 


MEDIA BUYER 


One of Chicago’s leading 4A 
agencies needs capable experi- 
enced space buyer. Will work on 
several major accounts. Excel- 
lent opportunity. 


Please write fully, including sal- 
ary requirements to: 


Box 782 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PAAR NEI ES SO MEA NLC IR BEE SELLS SS ARTE, 
New Opportunity for Top Notch 
SALES REPRESENTATIVES 


to represent America’s fastest growing advertising 

point-of-sale display in major trading areas other 

than Chicago, St. Louis, and New York 
ADVERMATS 


See 2-color Advermat advertisement page 17. 
You are now an established man in your com- 
munity. You are looking for another line to aug- 
ment your income. This is no get-rich-quick deal. 
But a substantial long-range opportunity for a good 
and growing income. 
The Perfo Mat & Rubber Company is a solid, 
u b our 


1954 


‘Post’ Sets Record 
Ad Promotion for 
the Bob Hope Story 


PHILADELPHIA, Feb. 2—The Sat- 
urday Evening Post will give Bob 
Hope’s autobiography, “This Is On 
Me,” the largest advertising sup- 
port every given to a featured ar- 
ticle appearing in the publication. 
The autobiography will start in the 
Feb. 12 issue. 

Newspaper ads will appear in 
600 cities, with the first insertions 
set for Feb. 8. A total of 1,500 
radio spots on 320 stations will ad- 
vertise the Hope story. In addition, 
10-second spots are slated for 15 
television markets. 


we The newspaper schedule calls 
for full pages in 22 papers in 13 
leading cities. Half-page ads will 
appear in 64 cities, and other 
smaller ads will run in all cities 
where newsstand sales of the Post 
normally exceed 500 copies. 

The Post’s circulation promotion 
department is supplying about 1,- 
000,000 pieces of point of sale ma- 
terial to newsdealers throughout 
the country. 

Batten, Barton, Durstine & Os- 
born is the Post’s agency. 


Life’ Boosts Maynard 


Harry E. Maynard, who has been 
New York advertising manager 
for Life International since 1951, 


Harry Maynard Allen Reffler 


has been named U. S. advertising 
manager, a new post. Allen Ref- 
fler, a member of the sales staff, 
has been appointed eastern adver- 
tising manager. 


ART DIRECTOR + plus! 


f Sales-minded agency art director (15 
- yrs. exp.). Strong ideas, smart layouts. 
Will change position IF offered 1, Cre- 
ative freedom to plan, produce sound 
consumer advertising. 2. Bonus or profit- 
sharing plan. Age 35. College grad. 
Happily married. Chicago only. 

Box 774 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


WEST COAST 
PUBLISHERS REPRESENTATIVES 
Young, aggressive and imaginative 
sales organization is expanding. 
Open for one or two additional mag- 
azines for representation out of San 

Francisco headquarters. 
2 Bex 764 Advertising Age 


200 E. Illinois St. Chicago 11, Ill. 


internationally established firm. tf yo! 

exclusive representative in your area, you ge 
tested, proven selling material without a cent of 
investment on your part. Look at the Advermat 
advertisement. hen think of the manufacturers 
in your area that could profitably use this point- 
of-sale display a in a class all its own. 

0 ze 


if s ity to represent 
Perfo Mat as the one you've been waiting for, 
write today giving us rf complete experience 


and background. You will hear from us quiekly. 
Please address your ietter to 


Sales Manager, ADVERMATS 


Perfo Mat & Rubber Company, Inc. 
461 Fourth Avenue, New York 16, N. Y. 


2 WELL-KNOWN 
AGRICULTURAL 
CONCERNS 


.. . have openings for young 
man with agricultural back- 
ground, and some creative 
experience in farm advertis- 
ing and sales promotion. 
Permanent positions, with ex- 
cellent opportunities for ad- 
vancement. Write, or phone 
Andover 3-2545 for interview. 


WESTERN 
ADVERTISING AGENCY, INC. 
35 East Wacker, Chicago 1, Ill. 


ADVERTISING PERSONNEL 
Employer-Employvee 
Investigate 
our active confidential service. 
Betty Clem 
EMPLOYMENT COUNSEL, INC. 


Suite 1009 
7 W. Madison + Financial 6-2100 + Chicage 2, III. 


PROPER REPRESENTATION 


Nd 


* 
INQUIRIES 
INVITED 
FOR 
MIDWEST 
COVERAGE . 


BLISTER-PAK 


Sales Representation 


|| Our new product, Blister-Pak, the 
| custom-shaped transparent vacuum- 
‘| forned product container, is at- 
|] tracting national interest. Our sales 
|| Coverage at present is limited. We 
|} can use additional representation. 
|| If you are now selling packaging 
|| specialties to mass packaging cus- 
|| tomers, we are interested in dis- 
|| cussing an arrangement with you. 
| MERIT DISPLAYS 

| 


OUR NEW ADDRESS 
Mclean Bivd. of Eest 26 St., Paterson 4, W.J. 
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Nabisco Buys Ranger Joe 


National Biscuit Co., New York, 
has purchased the Ranger Joe Cer- 
eal Co., Chester, Pa., “originator 
of pre-sweetened dry cereal prod- 
|ucts.” Acquisition of Ranger Joe 
marks Nabisco’s entry into the 
| sweetened cereal field. 


Melrose Boosts Freeman 


| Clyde F. Freeman has been 
| promoted from assistant to nation- 
|al merchandising manager of Mel- 
rose Distillers, New York. He has 
been with the company for the 
past ten years. 


Names Ray C. Jenkins 
Metallurgical Inc., Minneapolis 
metal treating company, has named 
Ray C. Jenkins Agency, Minneap- 
| olis, to handle its national adver- 


| tions. 


ABC Promotes Stern 


PARTY TIME—Juanita Hall, star of the new “Ruby Valentine’ 
serial, holds the center of the stage at a reception marking the 
start of the new national Negro Network programming. The 
scene: WOV studios in New York. On hand for the occasion (left 


to right): Fred Cooke of Pet Milk Co., co-sponsor of the show; 
Jack Wyatt, one of the founders of the network; Leonard Evans, 
president of the network; Hal Wright of Philip Morris & Co., co- 
sponsor of “Ruby Valentine,” and Bill Edmondson, announcer. 


|tising, publicity and public rela-| 


Ernest E. Stern, who has been! 
acting publicity manager of the 
department for some time, has been 


7 


3 


inamed_ publicity manager _ for 
American Broadcasting Co., New 
York. 


OFFSET USERS... 


CUT TYPE COSTS BY AS MUCH AS 90%! 
Set your own headlines, body type 
or complete jobs with FOTOTYPE. 
Anyone in your office can save 
you $9 out of $10 on type costs. 
A stenographer set this entire ad! 


@ Brochures, catalogs, direct-mail, 
house organs, ads, letterheads. 
@ Over 250 type styles and sizes. 
Send for FREE catalog today! 


| 


141s ROSCOE STREET 
CHICAGO 13 


Vending Machine 
Sales Hit Record 
Peak During 1953 


CuHicaco, Feb. 2—Automatic | 
merchandising machine sales 
reached an alltime high of $1,573,- 
000,000 in 1953, compared with 
$1,371,000,000 in 1952, according to 
the eighth annual census of the in- 
dustry conducted by Vend. 

The greatest gain, the report 
discloses, was in hot coffee vend- 
ing machines. In 1953, 25,900 cof- 
fee vending machines dispensed a 
total of 1,079,312,000 cups of cof- 
fee, while in the previous year, 
16,270 machines poured out 719,- 
082,000 cups. 

Declines in cigaret consumption 
are reflected in cigaret vending 
machine sales figures. The census 
showed the number of cigaret ma- 
chines increased from 473,770 in, 
1952 to 492,515 in 1953, but av- 
erage weekly sales per cigaret | 
vender declined from 121 packs in) 
1952 to 119 packs last year. Vend- | 
ing machines account for approxi- 
mately 16% of total cigaret sales. | 

The number of candy bar and 
soft drink vending machines in use 
also increased in 1953. The census | 
reported there were 451,550 candy 
venders, 565,000 machines selling 
bottled soft drinks and 44,670 cold 
drinks dispensers. 


WKBW Elects Anscombe V. P. 


Alfred E. Anscombe has been | 
elected v.p. and Edward H. Ka- | 
vinoky treasurer and_ assistant) 
secretary of WKBW, Buffalo. Mr. 
Anscombe, also elected a director, 
continues as station manager. 


discoverer to behold for the first time the 
States. Here was the first town, the first 


Helene Curtis Expands 


Helene Curtis Industries, Chica- 
go, which has been presenting 
“Down You Go” (DuMont) every 
other week, will sponsor the panel 
show every week beginning Feb. 5. 
Ruthrauff & Ryan is the agency. 


2 to McMillan & Marsden 


Samuel Cabot Inc., Boston man- | 
ufacturer of paints and stains, and 
Sulpho-Napthol Co., Boston manu- 
facturer of Sulpho-Napthol, have 
appointed McMillan & Marsden, | 
Boston, to direct advertising. | 


| 

Schutz to Keck Advertising 
J. R. Schutz, formerly assistant 
advertising manager of Waukesha 
Motor Co., Waukesha, Wis., has 


joined Keck Advertising Agency, Z — d 
Oconomowoc, Wis. THE MOST ( Th complete San Diego yo = 
e sine 

Thermoray Names Agency IMPORTANT CORNER 4) Evening Tribune oe wil be 

Sanger-Funnell, New York, has. IN THE U.S.A. activity —Ivs! Pee vest. _ Inquiries 
been appointed to handle adver-| sent you on req 4 to Irvine W. 
tising for Thermoray Corp., New| should be addresse Dept. 
York manufacturer of electric, ids: Financial Editor, 
radiant wall heaters. SAN DIEGO — s, 

CALIFORNIA, nn 


Enzo Jel Appoints Hoerres 

William E. Hoerres has been 
named v.p. and general manager 
of the Enzo Jel Co., Sheboygan, 
Wis., maker of gelatin desserts 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


i 
ae ae Nak a DR Reta ss. Sav : —_ 2 as se 
San Diego is the birthplace of West Coast civilization. Here came the aah 


nil. 


Pacific Coast of what is now the United 
irrigation system, the first cultivated field, 


the first school, and the first of the missions .. . Mission San Diego de Alcala. 


TOURIST 
Business 
3 - *63,345,000 


Source . SAN DIEGO VISITORS BUREAU 
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Radikol Appoints Wolt 
Leonard Wolf & Associates, New 

York, has been named to handle 

advertising for Radikol Corp., Al- 


toona, Pa., maker of automotive 


radiator cleaner. 


Rickard Adds PR Tasks 


Public relations and publicity 
for Resistoflex Corp., Belleville, 
N. J., are being handled by Rickard 
& Co., New York, which also han- 
dles the client’s advertisirg. 


DN?| 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,850 publications we 
read are listed in the 224-page 
Bacon’s Publicity Checker in 99 
market groups. New 1954 Edition. 
Ask for free copy of Booklet No. 55 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


‘House & Garden’ Names Two 


Louis M. Frick, formerly in the. 
promotion department of House 
& Garden, has been appointed to) 
the magazine’s advertising staff in| 
‘New York. Thomas G. Cutler has | 
joined the Chicago advertising 
staff. 


Summira to Petesch, Hecht | 


Summira Adding Machine Co., | 
Chicago, has appointed Petesch, | 


c You pays 


3.9% and you 
gets your man 


Let’s examine what you get. He 
holds forth in a coal mine. He’s a 
mine executive, a superintendent or 
engineer. He makes buying deci- 


sions. (Does he need something you 
have to sell?) He receives, reads and \ 


acts on MECHANIZATION. 


oe O'Connor, Chicago, re ai- ROR ie. eee $14,166,645t $14,925,099 $160,516,4071 $163,453,466 
rect advertising and promotion for TW 
its adding machines. Consumer, NE ORK TELEVISION 
itrade and direct mail media Will| american Broadcasting Co. ....$ 2,619,862 $ 1,331,588 $ 21,110,680 $ 18,353,003 
be used. “Columbia Broadcasting System 10,381,879 7,088,506 97,466,809 69,058,548 
DuMont Television Network .... 1,617,058 1,211,316 12,374,360 10,140,656 
ABC Gains 16 Members | National Broadcasting Co. .... 10,062,808 7,830,806 96,658,551 83,242,573 
Sixteen new publisher members| Total ....cccsssssssssssssssssuesnenee $24,681,607 $17,462,216 $227,610,400 $180,794,780 
have joined the Audit Bureau of 
Circulations, bringing the total to NETWORK RADIO TOTALS BY MONTHS 
2,691. Total ABC membership, in- 
cluding advertisers and agencies, ABC CBS MBS NBC Total 
is now 3,476. January .......... $ 2,674,622 $ 5,157,148* $ 1,786,134 $ 4,260,555 $ 13,878,459* 
February ......... 2,538,663 4,670,833* 1,638,075 3,813,602 12,661,173* 
March vecccceesssees 2,797,544  5,527,290* 1,995,478 4,342,082  14,662,394* 
Kroger Names Agency _ Apel ccc... 2.637.364 5,375,987" 2,008,990 4,196,009 _—‘14,218,350* 
Kroger Co. Cincinnati, has|mMay oo. 2,593,923 5,334,225* 2,038,210 4,141,070  14,107,428* 
named Cecil & Presbrey to handle} jyne 0... 2,113,725  5,227,026* 1,926,865 3,979,471 _13,247,087* 
national and regional publicity and) jyjy ow... 2,030,989 4,870,463" 1,830,467 3,494,330 ~—«-12,226,249* 
promotion for the Kroger Food! august. ............ 1,958,683 4,791,044* 1,738,248 3,219,250 _—«-11,707,225* 
Foundation, food testing laboratory. | september ........ 2,156,806 4,990,142* 1,792,736 3,205,675 ~—«12,145,359* 
October veccssesnve 2,671,103*  5,478,455* 2,185,598  3,493,950* —13,829,106* 
November ........ 2,798,532 5,404,281* 2,090,007 3,374,112* 13,666,932" 
December 2,854,169 5,554,313 2,127,192t 3,630,971 14,166,645 
ee $29,826,123 $62,381,207 $23,158,000t $45,151,077 $160,516,407 
your j 3 NETWORK TELEVISION TOTALS BY MONTHS 
ABC CBS DuMont NBC Total 
January sseeessee $ 1,604,892 $ 7,083,619 $ 982,794 $ 7,604,638 $ 17,275,943 
February ........ 1,481,032 6,621,629 862,299 6,876,029 15,840,989 
March — scccscsssssons 1,728,446 7,739,812 1,054,857 7,998,131 18,521,246 
— pate 1,640,597 7,770,181 850,658 7,513,430 17,774,866 
OO i itisd 1,813,985 7,622,432 903,945 8,052,545 18,392,907 
SI <anieatatiiie 1,607,320 7,399,078 835,768 7,324,315 17,166,481 
| iSaen 1,299,471 7,422,337 592,890 6,903,092 16,217,790 
August vcs: 1,244,993 7,783,813 742,665 6,564,841 16,336,312 
September ........ 1,376,017 8,503,620 678,302 7,837,467 18,395,406 
October wees 2,297,862 9,381,816 1,462,143 10,267,232* 23,409,053* 
November. ........ 2,396,203 9,756,593* 1,790,981  9,654,023*  23,597,800* 
December _........ 2,619,862 10,381,879 1,617,058 10,062,808 24,681,607 
eae $21,110,680 $97,466,809 $12,374,360 $96,658,551 $227,610,400 
Preliminary. 
*Revised as of Jan. 27, 1954. 


He and 8,550 other key mining personnel buy over 


90% of Coal’s billion dollar 


annual purchases of equip- 


ment and supplies. We deliver all of these readers each 
month for a mere 3.9¢ per. The next coal publication 
offers 5,096 buying influences for 6.6¢ each. (7.5¢ after 
April 1, 1954.) The 2.7¢ and 3.6¢ differences in our and 
your favor are worth investigating if your costs-per- 
contact or per sale are headed out of hand. 

So you'll know how we found out, we’re printing 
our mathematics here, and noting the basis, so you can 


work it out too. 


ne Gn Game cane ce came Game ee GD GD GD GD GED GD GED GD ED GD nD ce oe ee ee 7 
Cost per page me - 
(12 page rate) ——. Reader* 

MECHANIZATION | $330.00 8,551 3.9¢ 
NEXT COAL | 

PUBLICATION 335.00 5,096 6.6c 
(*Based on June 1953 audits of each publication) 
Reece cee cee cee fine GED GED cEEED GHEE GED GED GHEE GED GED ee ee ae ee ee ee ee ee ee ee _ 


Of course, sound selling isn’t confined to a single month, 
so let’s see what you might accomplish over a year’s 
time if you follow our logic: 


eae ae ee lC C 


r a a sential ata 1 
; SPACE cost wag BA 

12 pages exclusive in 

MECHANIZATION | $3,960.00 | 12 x 8,551 = 102,612 

| 12 pages exclusive in 

next coal publication} 4,020.00} 12x 5,096 = 61,152 9 
| 
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1953-1952 Network Gross Time Charges 


Source: Publishers Information Bureau 
NETWORK RADIO 


Dec. Dec. 
1953 1952 
American Broadcasting Co. ....$ 2,854,169 $ 2,856,714 
Columbia Broadcasting System 5,554,313 5,717,800 
Mutual Broadcasting System .. 2,127,1927 1,980,320 
National Broadcasting Co. .... 3,630,971 4,370,265 


Jan. - Dec. Jan. - Dec. 
1953 1952 
$ 29,826,123 $ 35,023,033 
62,381,207 59,511,209 
23,158,000t 20,992,109 
45,151,077 47,927,115 


| 


‘great 


Allied Van Approves Budget 


Allied Van Lines, Broadview, 
‘Il., has approved a_ $2,250,000 
national advertising budget; 70% 
will be used for local newspapers. 
McCann-Erickson, Chicago, is the 
agency. 


Appoints Gardner-Morris 

Gardner-Morris Associates, New 
York, has been appointed to han- 
dle public relations for Seligman, 
Lubetkin & Co., New York stock 
exchange firm. 


Miller Joins Myrbeck & Jacobs 

Harry Miller, formerly district 
supervisor of U.S. Air Force pro- 
curement, has joined Myrbeck & 
Jacobs, Quincy, Mass., as account 
executive. 


Two Name Lewis & Gilman 

Lewis & Gilman, Philadelphia, 
has been appointed to handle ad- 
vertising for the Fire Assn. and 
Reliance Insurance Co., both of 
Philadelphia. 


Atlas Electric to Wexton 

Atlas Electric Products Co. has 
appointed Wexton Co., New York, 
to handle its advertising. 


Where a 


industry ¢ 


Top Salaries Are - 
Determined by Sales 


Volume, Report Says 


' Rostyn, N. Y., Feb. 2—Sales 
volume is a stronger determinant 
{of what a company’s officers get 
in salary than is the type of in- 
dustry, according to “1954 Pay Al- 
manac,” published by Business Re- 
ports Inc. Two treasurers in com- 
panies in entirely different indus- 
tries but with same sales volume 
are more likely to get similar sal- 
aries than two treasurers within 
the same industry whose compa- 
nigs have dissimilar sales volume. | 


Bar, J. K. Lasser, tax authority 
and accountant, and Walter Lord. 
The writers single out advertis- 
ing agencies as a good example 
of the correlation of officers’ sal- 
ary with sales volume. They re- 
produce the following figures of 
comparative salaries: 


Officers’ Agency 
Average Salary Sales Volume 
(thousands) (millions) 
$9 $ 5 
10.5 71.5 
13.5 17.5 
17 37.6 
21.5 150 


/@ Sales volume als» has a lot to 
do with the relationship that top 
line salaries bear to the company 
president’s pay, the authors say. 
Where volume is under $10,000,- 
000, top production and marketing | 


sales, advertising and public re-) 


lations men gets relatively smaller | 


as the company grows, since their 


duties tend to be delegated to out- 
side specialists, leaving the com-| 
pany men increasingly in the posi- 
tion of liaison officers. 
Servel Boosts Nielsen 

H. R. Nielsen, sales manager of 
the air conditioning division of 
Servel Inc., Evansville, Ind., has. 
been promoted to manager of the 
division. He takes over duties of | 
John A. Gilbreath, former assist-_ 
ant v.p., who resigned recently. 


Form Market Research 
Robert Ferber and Hugh G. 


The pay almanac is written by | Wales have formed Modern Mar- 
William J. Casey of the New York keting Research Associates, mar-— 


keting and economic analyses and} 
consulting services, with offices at 
W. University Ave., Cham- 
|paign, Il. . 
‘Town & Country’ to Cut Size 


| Town & Country, New York, will | 


‘change its advertising page size 
\from 672 lines to 632 lines, effec- | 
tive July 1, 1954, when the maga- 
zine size becomes 9% x 12%”. 
| Over-all size of the ad pages will 
be 854 x 11%”. 


Blair Names Fritz A. E. 


Jack Fritz, formerly with the | 
Pepsodent division of Lever Bros. | 
'Co., New York, as product mana-| 
ger of its Shadow Wave, has been 
appointed an account executive 
'with Blair-TV Inc., New York tv. 
‘station representative. 


_Almy to Colt's as Ad Head 


Isn’t that the way it comes out 
lide rule? 


on your 


echanization, Inc. 


MUNSEY BUILDING « WASHINGTON 4, D. C. 


New YORK « PITTSBURGH 
SAN FRANCISCO + Los 


* CHICAGO 
ANGELES 


NDP 


‘executives usually get about 50% promotion manager of the electric 


of president’s pay, the treasurer 
and top research and sales execu- 
tives (next level down) get about 
40%, and legal and advertising 
chiefs get about 30%. 

Where volume exceeds $10,000,- 
000, the same pattern applies ex- 
cept that the pay of the treasurer, 
top legal and research man is rela- 
| tively bigger, since their jobs get 
|increasingly complex as the com- 
pany grows and the pay of the 


Richard B. Almy, formerly sales , 


housewares division of Landers, 
|Frary & Clark, New Britain, Conn., | 
manufacturer, has joined Colt’s 
Mfg. Co., Hartford, as advertising 
manager. 


Aetna Life Names Alspaugh 


| Douglas J. Alspaugh has been 
| appointed assistant life advertising 
/manager of the Aetna Life Insur- 
ance Co., Hartford, Conn., suc- 


l, the annual 

IRE DIRECTORY, a complex radio- 
electronic industry is organized, 

coded, simplified and “indexed for use.”’ 
Men, firms, products —all are listed as 
vital working information for 30,000 IRE 
members who feed on facts to give their 
vast industry even greater growth. 


Never before has there been such 
need for standardization of products 
used, bought and sold in the 
radio-electronic field. The IRE DIRECTORY 
is pioneering and helping to establish 
industry-wide product standardization 
including definition of terms. 

Because of its recognized service to 
engineers, because it is their industry 
encyclopedia, the IRE DIRECTORY 

is your basic selling medium in which 
one message works 365 days of 

the year. In planning next year’s 
budget, set aside sufficient funds 

to put your best facts forward in 

the 1954 IRE DIRECTORY. 


Engineers are educated 
to specify and buy. 


yf 
\ 


"IRE DIRECTORY | 


Published by 


The Institute of Radio Engineers 
Adv. Dept., 1475 Broadway, 


ceeding Charles R. Choquette, who 
has resigned. 


New York 36, N. Y, BRyant 9-7550 
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Department Store Sales... 


Weekly Sales Only 1% Behind 1953 


WASHINGTON, Feb. 4—Depart- 
ment store sales in the U.S. lagged 
1% for the week ended Jan. 30, 
compared with the corresponding 
week of 1953, according to the re- 
port of the Federal Reserve Board. 

The 1% decline in weekly sales 
is a continuation of a see-saw pat- 
tern which started Jan. 1. 

Despite predictions of a reces- 
sion, sales so far this year have 
lagged only 1% behind the similar 
period in 1953. J. K. Lasser, part- 
ner of J. K. Lasser & Co. and one 
of the nation’s leading tax au- 
thorities, says department store 
sales have held steady because of 


‘DEPARTMENT STORE 


“SALES INDEX” 


1947-49 equals 100 


Week to Jan. 30, ’54*..p86 
Week to Jan. 31, ’53*....86 
Week to Jan. 23, ’54*....86 
Week to Jan. 24, ’53*....85 
Week to Jan. 16, ’54*....85 
Week to Jan. 17, ’53*....92 
*Not seasonally adjusted. 
pPreliminary. 


the cut in income taxes which has 
sent additional money into the 
consumer stream since the first of 
the year. 


= The Seventh Federal Reserve 
District reports that declines in 
sales have been noted in the De- 
troit area since Jan. 1 because of 
layoffs and a shorter work week 
in the automotive industry. 

The Federal Reserve Board re- 
ported that shoppers have respond- 
ed favorably to clearance sales in 
women’s coats and suits, costume 
jewelry and other accessories. Ap- 
pliance sales in department stores, 
the board says, have been ahead of 
the corresponding period of 1953, 
but sales of furniture, floor cover- 
ings and television sets have de- 
clined. 

% Change 

from °53 

Week 

Year '53 Ended 


Federal Reserve Dis- Compared Jan. Jan. 
trict Area, and City with ’'52 16 23 


UNITED STATES .......... 2 —8 1 
Boston District ............ 1 —18 14 
Metropolitan Areas 
Lowell-Lawrence ...... 5 —15 4 
Cities 
Downtown Boston ..., 0 —16 13 
Springfield ._................. 3 —14 15 
Providence  .......0000....000 0 —23 9 
New York District ........ 0 r—il4 9 
Metropolitan Areas 
ree 4 r—6 —1 
a, en EE 5 r—4 8 
IIE: aceiiesaccxtaceisccees 4 —3 6 
Cities 
a, ee —3 —16 10 
INET, sniicnicaterrcsansrincie 1 r—23 13 | 
Philadelphia District .. 1 r—6 8 
City 
Philadelphia ................ 0 110 6 
Cleveland District ........ 3 —12 —2 
Metropolitan Areas 
0) Sa 1 —12 --9 
NEIITAIE asccasicnssscesssaee 5 —ll —1 
IN oascscssesiscsessese 1 —13 --2 
IOI ». dccsconseconiassetel 6 —5 8 
MIS. <aasicbicnticdcianiiccerens 4 —10 —10 
TIN Nalsinciinidesincedicintecuaentics 3 —13 --2 
City 
i bd e bd 
Richmond District ........ 0 r—23 —1 
Metropolitan Areas 
Washington ................. —2 —21 2 
Downtown Washing- 
DE. iedudinitiemanioninnse —5 —24 3 
Baltimore ................ —2 —29 3 
Richmond. .............. . 0 —ll —13 
Atlanta District ........... 2 r—9 3 
Metropolitan Areas 
Birmingham ................. —1 —l1 -—2 
Jacksonville ................. —2 --9 0 
ITE nanantbemabisienecsinseens 5 r-—3 -4 
GREE. sistristiinnteninines 2 8 3 
pS ee —10 —6 2 
New Orleans ............... 4 r—13 11 
IE ec cieesarictsiasns 3 —14 —8 
Chicago District ............ 4 4 0 
Metropolitan Areas 
IIE: secnnssicatesdnieesacies 1 —-2 2 
Indianapolis ............ a 4 —10 4 
BE shaiilibetintstestisssecins 6 —8 —6 
Milwaukee .................... 1 —3 5 
St. Louis District ........ 1 r—7 0 
Metropolitan Areas 
Little Rock ........00..... —1 --6 -—3 
BAI UEEID  srcsecocscecccesvsee 0 —!17 --1 


BR MN hisses vindaxtnicsone —3 5 

PI idicisaidetscreinnevee 0 —-—-17 —15 
Minneapolis District .... 0 6 6 
Metropolitan Areas 

Minneapolis-St. Paul 1 bd ° 
Minneapolis City .... 1 7 9 
se a 1 ° . 

Cities 

Duluth-Superior ........ 1 6 
Kansas City District ... —1 1 —4 | 
Metropolitan Areas 

I, takarenccésesciacerssaces --1 1 —6 

III, dndiatnijiciiascccdoviases 1 —2 —14 

| NERO 0 —4 —7 

PU NINE, Accsiciecascasaccas —2 5 —5 

Albuquerque .............. * —13 —1 

Oklahoma City .......... —4 —ll —16 

IPI» scacaidapnscatpurecieandaciccia 1 —5 —3 

City 

PIE TIE vcicccescescesnsese 0 8 —1 
Dallas District .............. 1 r—4 —11 
Metropolitan Areas 

IEE, shades ssetarcunencseeseres 2 2 —18 

fee 1 —2 —18 

BOTE WOTGR cceticcccsccsesss —4 —l —21 

TEIN, Nnisdncssntassoseneees 3 —13 1 

San Antonio ............... —2 —3 —13 

San Francisco District 0 r—6 -—9 
| Metropolitan Areas 

TB AMBBIOS nncccccnessc, 1 0 6 
Downtown Los Ange- 

BO siecsevscenksabctorsistioncedintica —1 1 —-8 
Westside Los Ange- 
Serene amen 1 —10 
San Diego 2 8 
San Francisco- 
IIE secscsssistecccpsesscnss 0 —5 —5 
San Francisco City —-1 —5 —5 
Oakland City ......... 0 —5 —5 
San Jose ............ 3 —6 —2 
Portland ... —1 —16 —15 
Salt Lake City —1 2 —4 
TOETIID:  icessesscccees 1 —20 —16 
ED Sitsnsicnisscsssocen 2 —17 —30 
MMIII Riaiceoeismsticebrcks 1 —15 —32 
r—Revised. 
*—Data not available. 
1—The increase shown for this week re- 
flects in part the fact that sales last year 
were reduced because of a curtailment in 
public transportation service in the city 
of Philadelphia. 
a 
Station Reps Call 
| . 
for Clearing House 
. 

for Spot Campaigns 

New York, Feb. 4—Reg Rollin- 


son, director of advertiser rela- 
|tions for the Station Representa- 
tives Assn., has suggested the es- 
_tablishment of a clearing house to 
simplify the paper work involved 
in the placement of national spot 
radio and tv campaigns. 

| Mr. Rollinson advanced this pro- 
posal at a meeting of the Adver- 
tising Agency Financial Manage- 
iment Group, which numbers 
‘among its members most of the 
‘controllers and treasurers of New 
-York’s leading agencies. 

The Station Representatives 
|'spokesman predicted that this 
/year’s spot radio and tv sales will 
pass the quarter-billion-dollar 
mark, with some 1,500 radio sta- 
‘tions sharing the business. He said 
the projected industry-wide clear- 
ing house could handle the place- 
ment, billing, collecting, etc., for 
these at a maximum cost of 0.5 
of total national spot billings. 


| 

_@ Mr. Rollinson said the need for 
|the clearing house has been in- 
'tensified by the growing trend to- 
ward saturation spot campaigns, 
with out-size station lineups. As an 


example, he called attention to a/| 


recent auto maker’s order for a 
saturation drive on 1,418 stations. 

“There is a growing use of ‘blast’ 
|campaigns, where advertisers for 
a short period use most of the sta- 
tions in markets with high fre- 
quency announcements,” he said. 
|\“All of this is in addition to the 
growing use of spot broadcasting 
country-wide and for 52-week 


|/campaigns. The individual billing) 


for such large campaigns is some- 
/what more complicated in radio 
than it is in other media because of 
the necessity of affidavits, etc.” 

| There has been some discussion 
of the formation of a committee of 
/agency men, perhaps with some 
station representatives, to discuss 
the type of organization to be cre- 
ated, but so far no one has taken 
_the initiative in the naming of such 
‘a group. 


A Mest Important Discovery in Beer! 


“VACUUM AGING” 


\ Gives Fehrs 


NEW! Unbelievable Mildaess in 
both Taste and Aroma! 
NEW! Unmatched Boldness! 


This te Hone VACUUM ALING™ Die it 2 
é ‘ 


“a 


% ~ 


The Premian Priced Meer 
with Dea Bresssionn Ouatiey 


RO 408 Boren omens 


| BOLD AND MILD—‘Vacuum aging” 


by 
| Frank Fehr Brewing Co. gives Fehr’s Liquid 


Gold beer “unbelievable mildness. . .un- 
matched boldness.’ Ads like this are run- 
ning in newspapers, and radio, tv and out- 
_door will also be used, through McCann- 
| Erickson, agency for the Louisville brew- 
‘er. Incidentally, Col. Fehr says “Liquid 
| Gold does not leave a beer breath.” 


: Stockholders’ Feud 
Interrupts Campaign 
on Non-Bitter Beer 


LOUISVILLE, Feb. 4—If officials 
at Frank Fehr Brewing Co. are en- 
during a faintly bitter after-taste 
this week, it has nothing to do with 
their no-bad-breath beer. It’s sim- 
ply that just as they launched a 
big ad drive on their new Liquid 
Gold product a family feud start- 
ed brewing for control of the com- 
pany. 

On Monday the news broke on 
a big multi-media campaign for 
_Liquid Gold, billed as “the first 
beer from which all traces of bit- 
terness and mal-odor have been 
removed and [which] does not 
leave a beer breath.” 

Then, the next day, a front-page 
story broke here on how Fehr 
Kremer, recently ousted president 
of the firm, is suing his uncle, Col. 
| Frank Fehr, chairman of the board, 
for voting control of the company. 


s According to the Courier-Jour- 
nal story, Mr. Kremer, who al- 
ready controls a large slice of 
Fehr stock, is suing to force his 
uncle to certify another large 
bloc which he purchased from a 
local trust company. 

| Both Chairman Fehr and Mr. 
/Kremer’s attorney say this bloc 
|represents voting control of the 
|company, the story reports. Mr. 
|Kremer had been removed as 
president by the board of directors 
just a week before (Jan. 26), after 


‘a tenure of only five months. 

| Meanwhile, the campaign to cel- 
- ,ebrate Fehr’s new “Vacuum Ag- 
70 | 


ing” process continues full tilt, as 
scheduled. Newspapers, radio spots, 
outdoor posters and live and 
filmed tv are being used through- 
out Fehr’s Indiana and Kentucky 
sales area. According to Carl Rob- 
bins, exec. v.p.—now carrying on 
without a president—there is no 
connection between the develop- 
ment of Liquid Gold and the “fam- 
ily dispute” now bubbling. 


ments are likely, either. Mr. Rob- 
bins told AA that he is “very hap- 
py with what McCann-Erickson is 
doing for us.” 


C. G. Gifford Leaves Schick 


Chester G. Gifford has resigned 
as president of Schick Inc., Stam- 
ford, Conn., electric shaver manu- 
facturer. Board Chairman Kenneth 
C. Gifford said the company has 
no present plans for filling the 
| presidency. 
| 


‘Names Sutherland-Abbott 


Casualty Insurance Cos. of Mas- 


|sachusetts has appointed Suther- | 


land-Abbott, Boston agency, to 
handle its “Forum for Living” pro- 
gram, which will use radio and 
| newspapers. 


No agency or ad policy realign-| 


Palmolive Co. will continue to 
sponsor “Strike It Rich’? on CBS- 
i'TV and NBC radio, despite De- 


the show is creating a relief prob- 
lem for New York by luring the 
destitute here in the quest for 
“easy money.” 


which is broadcast five-and-a-half 
/hours a week—a near record for 
| this type of quiz show—were lev- 
'eled by Henry L. McCarthy, com- 


- missioner of welfare for New York, 
-| who said his department has had 


to take care of 55 families who 
came here to “strike it rich,” but 
ended on relief. Two such cases 
came to the city for help in the 
last two days, he said. 


es The welfare department has 
ruled that the program, which ac- 
cepts donations for needy contest- 
ants through “heart line” tele- 
‘phone calls from listeners, must 
pact a city license as a welfare 
‘agency since it solicits funds on the 
air. It also ordered an examina- 
ition of the program’s records to 
determine the exact disposition of 
these publicly announced contribu- 
tions. 

Walter Framer, producer of 
“Strike It Rich,” said the program 
does not solicit funds, but merely 
accepted voluntary donations from 
listeners and hence does not come 
under the welfare department’s 
jurisdiction. He has indicated that 
the show will continue as in the 
past—“heart line” and all—with- 
out a license. 


@ When asked how it happens 
that these spontaneous “heart line” 
calls usually come through right on 
cue during the relatively few min- 
utes a contestant is on the air, Sid- 
ney J. J. Du Broff, press agent for 
Mr. Framer, said frequently the 
telephoned and telegraphed con- 
tributions were lined up before the 
show by civic and fraternal groups 
which recommend a_ particular 
case to the program. 

Mr. Framer said voluntary con- 
tributions by the public totalled 
$42,209 from April, 1951, through 
December, 1953, and that all ex- 
cept $1,281 was distributed to peo- 
ple who appeared on the show. 


a Mr. Framer’s contention that 
“Strike It Rich” does not come 
within the welfare department’s 
province was backed up by Wil- 
liam Esty & Co., which handles the 
shows for Colgate. A spokesman 
for the agency said: “Our attor- 
neys have informed us that these 
city regulations do not in any way 
affect ‘Strike It Rich,’ which 
doesn’t solicit funds and never 
has.” 

The Esty v.p. said there is no 
likelihood that Colgate will drop 
the show or revise the format be- 
cause of the adverse publicity. He 
added: “The program will contin- 
ue as is. It has been on the air 
for six years. We see no reason to 
terminate now one of the most 
successful programs in tv. Its pop- 
ularity attests to its acceptance 
'in the American home.” 

} 

\@ Asked if they would make a 
greater effort to keep needy fami- 
‘lies from coming to New York 
in the hope of getting on the show 
'—one of the points on which it has 
/been criticized by the welfare de- 
partment—the agency executive 
said they already carry an an- 
‘nouncement about “twice a week” 
requesting people not to come un- 
less sent for (altogether there are 
11 shows a week) and that repeat- 
‘ing the announcement more fre- 
quently would be “pretty boring.” 

What happens next in the wel- 
fare department’s crackdown on 


partment of Welfare charges that 


‘sioner to refer 
The charges against the show, 


'|N. Y. Welfare Dept. Says ‘Strike It Rich’ 
Must Get a License as a Welfare Agency 


New York, Feb. 5—Colgate-continues without a license, Com- 


missioner McCarthy can take the 
matter to court. 

His hand may be strengthened 
by a bill now pending before the 


| State legislature in Albany. This 


legislation would amend the social 
welfare law to permit the commis- 
“Strike It Rich” 
and similar programs, if they en- 


gage in unlicensed public solici- 


tation, to the district attorney for 
criminal action for “interference 
with the proper administration of 
public assistance and care.” Passed 
by the state senate, the bill is now 
in the hands of the assembly. 


ws Philip Sokol, legal adviser to the 
welfare department, told ADvVER- 
TISING AcE that he knew of no 
other programs on radio or tv at 
the moment which qualify as pub- 
lic solicitation within the meaning 
of the city’s administrative code. 

In announcing his action against 
“Strike It Rich,” which he has at- 
tacked before, Commissioner Mc- 
Carthy charged: “Programs like 
this are a national disgrace. They 
create the impression that desti- 
tute people in the U. S. have no 
place to go, this in the face of the 
most comprehensive Community 
Chest and private and public wel- 
fare organizations in the world. 

“Every time these poor souls 
have to expose their souls in pub- 
lic we are playing into the hands 
of the Communists. It is a return 
to the tin cup begging idea of 
charity.” 


a “Strike It Rich” has presented 
some of the most pitiful people 
ever seen on television; it is not 
unusual to see widows, orphans, 
cripples and mortally ill contest- 
ants on the show. The participants 
tell why they need the money— 
and frequently why they so des- 
perately need help—during an in- 
terview with host Warren Hull. 
They are then asked a few simple 
questions and if they answer cor- 
rectly they can win as much as 
$500. Usually there are not more 
than three contestants for each 30- 
minute show, plus a_ celebrity 
guest who tries to “Strike It Rich” 
for some needy person not in the 
studio. Mr. Hull, an announcer, an 
off-stage voice and an organist 
make up the paid “talent” on the 
show. 


Butler Mfg. Sets 
Record $1,078,000 
Ad Budget for ‘54 


EXCELSIOR SPRINGS, Mo., Feb. 3— 
At the first annual sales meeting 
here of all six of its divisions at 
once, Butler Mfg. Co., steel prod- 
ucts maker, revealed that its ad 
and sales promotion budget this 
year will be a record $1,078,000, 
most of which will be handled by 
Aubrey, Finlay, Marley & Hodg- 
son of Chicago, its agency. 

The company told 140 salesmen 
that 1953 had been its biggest year 
and that it expected a 10% bigger 
one in 1954. 


a The sales meeting was sparked 
by an hour-and-a-half long “cav- 
alcade-musical comedy” type show 
demonstrating Butler’s progress in 
the past 53 years and parading its 
line of products in the fields of 
steel building, oil equipment, farm 
equipment and cleaners equip- 
ment as well as special products. 
The show featured a 12-piece 
band and was presented last night, 
in the arena of the Municipal Aud- 
itorium of Kansas City, to the 
salesmen and to business men and 
civic leaders in the area. A repeat 
performance of the show tonight 


|will be given for the benefit of 


“Strike It Rich” remains to be! Butler’s 3,000 employes in its Kan- 
|seen. Presumably, if the program | sas City headquarters. 
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St. Paut, Feb. 2—The “Land of 
the Sky Blue Waters” is taking its 
place with Milwaukee and St. 
Louis as a famous beer manufac- 
turing site. 

Hamm’s beer, brewed here by 
Theo. Hamm Brewing Co., expects 
to rank among the nation’s top 10 
beer producers when 1953 figures 
are released. Hamm’s was rated 
15th in 1952. 

In 1946, Hamm’s produced only 
800,118 barrels of beer, compared 
with 1,380,000 in 1952. William 
Figge, Hamm’s president, estimated 
1953 production at 1,700,000 bar- 
rels. 


‘Land of Sky Blue Waters’ Theme Boosts 
Hamm's Beer into Leading Brewery Class 


ing Co., San Francisco, for $1,810,- 
000. Old equipment is being re- 
placed and $5,000,000 will be 
spent on new machines and build- | 
ings at the Rainier plant. Mr. Figge 
expects the West Coast brewery to | 
be operating next June, adding 
'600,000 barrels to Hamm's over-all 
|production. 


a Mr. Figge explains that Hamm’s 


Advertising Age, February 8, 1954 


Philco Promotes Three 

Raymond A. Rich, v.p. of the 
refrigeration division of Philco 
Corp., Philadelphia, has been 
named v.p. and general manager 
_of the division, succeeding John 
M. Otter, who has been promoted 
to v.p. in charge of the consumer 
products division. Samuel N. Re- 
genstrief has been named v.p. in 
‘charge of manufacturing for all 
appliance products and will also 
coordinate operations of Dexter 
'Co., which Philco recently ac- 
| quired to manufacture home laun- 
|dry equipment. 


‘expansion program is being “car- 
ried out the quality way with no 
short cuts.” 

“We have an excellent sales 
force,” he said. “We have tried to 
‘stay abreast of trends and at times, 
‘to lead rather than follow. I think 


ais 


@ we 

Sky Blu 3 “a KVOC Joins Intermountain 
Se oe a ae KVOC, Casper, Wyo., has be- 

\ ce ; come affiliated with the Inter- 
mountain network, which has 
dropped KSPR, Casper. KVOC will 
also become a dual affiliate with 
Mutual and ABC. 


a Hamm’s, whose advertising is our advertising has been outstand- 
based on the “Land of the Sky ing. It is a departure from usual 
Blue Waters” theme, has embarked beer advertising.” 
on a $20,000,000 expansion pro-| 
gram which will be completed ters” theme was originated at a 
next spring. The company has conference between Hamm ex- 
also purchased the Rainier Brew- ecutives and account executives 
‘of Campbell-Mithun, Minneapolis, 
ee eee has handled Hamm’s ac- 
con ‘count since 1946. 
Publicity Releases || 0. £. Me, sales manager, thinks 
Not Used ? the “Land of the Sky Blue Waters” 


is one of the most successful beer 
Over 4000 daily and weekly papers 


‘selling slogans ever used. 


The “Land of the Sky Blue Wa- | 


| FOLLOW-THROUGH—Hamm’s “Land of the Sky Blue Waters” theme is carried out 
in point of purchase advertising for which the brewery spends one-third of its 
advertising budget. 
‘clude interviews with vacationers distributors who could grow with 
at Minnesota resorts. The vaca- Hamm’s business. 
tioners tell of the fine fishing and| Then Hamm’s moved 
‘scenery, and always give a plug to salesmen from throughout the 


‘Hamm's beer. Midwest to teach retailers how to 


Doremus Names Four V. P.s 
Henry L. Brown, Robert W. 
Fisher, G. Barry McMennamin 
and Robert F. Carroll have been 
named v.p.s of Doremus & Co., 
New York. 


in star | 


there are TWO WAYS to. 


have sent us signed requests for 
matted editorial material. 


Originators of the complete package 


Radio commercials tell about the 
crisp air of the northland, spark- 
‘ling blue lakes and big fish that 


ADJUST INVENTORIES, 


Cut production. Lay off workmen ae 
Cut payrolls—Reduce buying power. 


| Hamm)’s ad campaign has brought ‘sell beer. They had Hamm’s sales- 
‘it into the resort business, with men from Minnesota, Iowa, Ne- 
‘requests for information pouring braska, Wisconsin, North Dakota 


distribution service to newspapers 
and radio stations since 1941. 
Write or phone for complete infor- 
mation — no obligation. 


Special Correspondents, Inc. 


230 E. Ohio St. DElaware 7-1065 
Chicago 11, Illinois 


vision commercials feature car- 
|toons with singing beavers, ducks 
and squirrels. 


season, Hamm’s commercials in- 


“RECESSION, my foot!" 


Said the Red-Headed Sales Girl 
as She Chalked Up Another $1,000 Week 


(A Two-Minute Tale for Frightened Business Men 
Who Want Their Volume to Go UP instead of DOWN) 


We'll call her Alice Smith. But she’s not the kind of sales girl 
you think. She doesn’t work behind a counter. She’s in busi- 
ness for herself, selling a line of cosmetics for one of the 
biggest names in America. And she sells house-to-house. Does 
she sit back and wait for business to come to her? Not Alice! 
She pushes doorbells—makes demonstrations—sells her cus- 
tomers right in their homes. She creates business! 

Alice Smith’s annual sales will run around $50,000.00. She’ll 
make an income many a sales manager would envy. She’s been 
doing it for years. And Alice Smith has thousands of sisters, 
women all over America, for whom the word “Recession” 
doesn’t exist. Together they have built one of the greatest in- 
stitutions of its kind in the world—a company with steadily 
mounting sales and profits, right in the face of slipping vol- 
ume for everyone else in the industry. 


TAKE A LOOK AT DIRECT SELLING 


Hundreds of companies sell- 
ing an almost endless variety 
of goods and services are 
switching to Direct Selling to 
reach new heights. Instead of 
depending on lazy retailers, 
on sluggish wholesalers, they 
use thousands of men and 
women engaged in Direct 
Selling to go after business 
with bare knuckles. This 
method of selling is as old as 
selling itself. Not only cos- 
metics, but wearing apparel, 
brushes, dinnerware, greeting 
ecards, specialties, vacuum 
cleaners and other household 
appliances, insurance, and a 
host of other products are 


TAKE A LOOK AT DIRECT SELLING! 


O» portunity Magazine is the pioneer pub- 
lication serving more than 300,000 active 
ir jependent salesmen and saleswomen 
. ready to sell your product and your 
service direct! For free copy, and proof- 
booklet, write for details today on your 
le'terhead. Address Dept. A-170. 


OPPORTUNITY 


25 E. Jackson Bivd., Chicago 4, Illinois 


sold in the millions direct to 
the users by hard hitting or- 
ganizations of Independent 
Salespeople who do not wait 
for sales, but go out and 
create sales. Makers of office 
supplies, business services, 
office and factory equipment, 
and industrial specialties 
have also found an easy path 
to volume and profits in Di- 
rect Selling. The millions of 
men and women engaged in 
this most American calling 
of all—independent salesman- 
ship—represent the great 
hope for continued prosperity 
in a world of rapid changes 
in distribution. 


No Obligation 


SALESMAN’S 


lurk beneath the waters. Tele- into the brewery. Resort men, in and South Dakota showing Chi- 


turn, display their gratitude by 
iplugging Hamm’s beer. 


The St. Paul brewer concen-| 


trates on baseball broadcasts to 


= During the summer vacation advertise its product. The Chicago ing programs, and holding annual 


Cubs and White Sox home games 


William Figge 


are televised over WGN-TV, Chi- 
cago, under Hamm’s sponsorship. 
The ad program also includes radio 
broadcasts of games in minor 
league cities, and Edward R. Mur- 
row’s radio newscast on stations 
west of the Mississippi. 


es About 75% of Hamm’s sales 
come from packaged beer. Special 
emphasis is placed on the “six pac” 
and the “12 pac” cartons. 

Hamm’s embarke:! on a national 
distribution program after the war, 
increasing the number of states 
in which the beer was sold from 
25 in 1946 to 33 in 1947. Distribu- 
tion, however, was spotty. 

“We came to the “ecision that a 
better plan was to -oncentrate on 
certain major marke’s in a 25-state 
area,” said Mr. Moe. “Full nation- 
al distribution is sti!! in our plans 
for the future.” 

Hamm’s dropped 
eastern and souther 
distribution is now « 
states west of Mic 
diana. 

A 10% sales gair was recorded 
in 1951, followed ty a 20% gain 
in 1952 and a simi'sr increase in 
1953. 


some of its 
markets, and 
ncentrated in 
igan and In- 


a The way Hamm's successfully 
invaded the Chicag» market, one 
‘of the toughest in he beer busi- 
ness, best illustrat; the success 
‘of its expansion strategy: 
Hamm’s had only one distribu- 
tor, with 600 outle's, in Chicago. 
Recognizing that the large, well- 
established distributors might take 
on the beer, but fail to push it, 
Hamm’s decided to select small 


cago retailers how to use point of 
‘sale advertising. 


w By using sound films for train-| 


Merchandisers know that warehouse dis- 
tribution and dealer inventories reach a 
bottle-neck only at the POINT-OF-SALE. 


sales clinics, Hamm’s aims to teach | 
'distributors that selling beer is no 
‘longer a matter of delivering it, 
and that the trend toward take 
home purchases has especially | 
changed their business. ; | 

Hamm ’s goes in heavily for point | 
of sale material, putting approxi- | 
mately one-third of its ad budget 
‘into retailer displays, according to 
| Jack Moran, Hamm’s ad manager. 

“Our point of purchase advertis- 
ing still is aimed at the taverns. 
and package stores,” Mr. Moran 
said. “These are our largest outlets. 
Food stores are third.” 

Hamm’s was one of the first 
breweries in the nation to use 
four-color newspaper ads, Mr 
Moran added. The brewer uses a 
minimum of three magazine ads, 
as well as newspaper space, to tie 
in with its point of sale material. 

Look has been its principal na- 
tional medium, but the brewery 
switched to Life in November. All 
magazine ads consist of color 
spreads. 


GE Divides TV Authority 

Paul H. Leslie, television sales 
manager of General Electric Co., 
Syracuse, N. Y., has been promoted 
to sales manager of monochrome tv 
receivers, and Joseph F. Effinger, 
district sales manager of radio and 
tv in the Cincinnati area, has been 
promoted to sales manager of color 
tv receivers, marking a division in 
the responsibility for tv sales, pre- 
paratory to distribution of GE col- 
or tv equipment. 


Verified Audit Adds Three 
Three subscribers have been re 
added by Verified Audit Circula- oe Co an 


tion Co., Los Angeles. They are TODAY'S HEALTH DATA F 


And retail dealers know products are 
easier to sell when identified by the 
TODAY’S HEALTH emblem signifying ac- 
ceptance for advertising in publications 
of the American Medical Association. 


On your products, in your advertising 
and prominently displayed at the Point- 
of-Sale the TODAY’S HEALTH emblem 
builds business by building confidence. 


FAMILIES cre BIGGER! 


have above average SPENDING POWER 
—are least affected by lay-offs—the kind 
of people who have more needs and 
wants and more money with which to £ 
satisfy these wants. 


me) | 
Architectural Products, Western LE 
Photo Retailer, both of Los An- ait | 
geles, and Poultry Supply World, 
Chicago. The latter publication re- 
signed from Controlled Circulation 
Audit to join VAC. 


Standard Tank Boosts LaBaw 

Frank A. LaBaw, general sales 
manager of Standard Tank & Seat 
Co., Camden, N.J., has _ been 
named to the new post of adver- 
tising and sales promotion man- 
ager. Walter L. Long, assistant 
sales manager, was promoted to 
sales manager. 


‘Public Works’ Hikes Morris 


Lewis C. Morris, former eastern. 
sales manager, has been named v.p. | 
of Public Works, New York. He Baueuspeeeuueeesemenn! 
succeeds the late Croxton Morris. 


$ health | 


Published by“the American Medical Association} 
535 N. Dearborn St., Chicago 10, III. 
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Southwell Rafitnel Is Warranted, 
Dissatisfied St. Louis BBB Asserts 


(Continued from Page 3) charged that “reference to the fact 
reau stated that “the copy was that the common multi-flora rose 
replete with exaggerations and in- will, in a short period, produce 


accuracies and many complaints | anything like an ‘eight foot fence’ 


Business Paper Ad _“2*¢#°ry, which came through with 


'a 5% increase; export publications 
Volume Edges Ahead continued in the low spot with a 
: /10SS O -tZo. 

Cuicaco, Feb. Te A summary of Industrial Mar- 
volume in business papers man- 'keting’s monthly tabulation, based 
aged to keep ahead of its past ac- on 276 publications, follows: 
complishments during January, al- | 
though the increase was only one- 
half eo 1%. y Month of January 


Industrial Marketing’s Febru- Pages Pages % 


| 
| Classification 1954 1953 Change 


EIN gr eae a 


: 

received from customers reflected is a misstatement.” ; ieati 

their dissatisfaction with the im-| The report also tells of com-'| onl nota oe rae Pea ONS | industrial a Se a CS 

pressions gained from the adver-|plainant buyers of the roses try- n two out of the five Classifica= | product News* 3,044 2,899 5.0 
tions showed increases, two ended | Trade ............ 5,452 5,629 —3.2 


tising and the failure of the prod-, ing to cash refund checks only to 


uct to measure up to the adver- have the checks returned to them tee agama ee — eae = by z= 
tised statements.” |with an indication that Southwell Top gains were registered by | gone teiiieen ant we as 
FOTO cncneeenenee ’ ’ oF 


‘has no funds. The roses sold by * “er in th e s ‘ 
ws The report went on to say that Mr. Southwell were likened, by. BETTY J. STEARNS has been elected a v.p. ere Sn we Sennen crane! «Sennen A 


“the Garden Club of America is many complainers, to the small of the Public Relations Board, Chicago. She 
not, as the name implies, an organ- seedlings distributed by the Mis- will continue as director of the company’s | 
ization of gardeners. It is the sole souri Conservation Department at women’s department. 

property of Mr. Southwell. The $7 per 1,000 plants. 


organization is not ‘the most ex-| 
elusive Tose growers in America’; United Absorbs Densen ——_—_a1f0 and corrugated box, manu 
as a matter of fact, they grow no United Board & Carton Corp., said there will be no change in the § 
roses at all. New York, has purchased Densen| management or personnel of the | 
“They buy their roses elsewhere. Banner Co., Ridgefield Park, N.J.,: Densen Banner unit. | 
The company has no ‘plant labo- 
ratories’ as the advertising stated, 
and the alleged ‘distinguished | 
plant authority’ and ‘eminent rose | 
expert’ constantly referred to in} 
the radio advertising was, in fact, 
a radio announcer for one of the) 


local stations.” | 


ADVERTISERS e AGENCIES e CLIENTS BAR SRRSA OD Bee eee 
are all exposed daily to claims for LIBEL, — AND RATES 
_ SLANDER, Invasion of Privacy, Viola- EMPLOYERS — 


REINSURANCE 


tion of copyright. 

INSURE THIS HAZARD! 
Our unique policy is adequate and CORPORATION 
amazingly inexpensive. Experience Insurance Exchange 
proves — it's smart to be protected. Kansas City. Mo, 


All American 

‘@ Light Reading 
3) Co-op Field Work 
r4y Happy Boating 


a The Better Business Bureau, | 
along with postal authorities here, | 
was flooded with complaints from 
all parts of the country, the report 
adds. Many of these people re-| 
ceived nothing at all, not even a’ 
refund after they had requested 
one as many as three or four times. 

At the time of Mr. Southwell’s 
arrest on Dec. 18 on charges of us- | 
ing the mails in a scheme to de- 
fraud, the bureau said that it “was 
informed that Harold J. Patterson 
of Tyler, Tex., who had been sup- 
plying roses for Southwell’s pro- 
motion, was holding almost 10,000 
orders which he refused to deliver 
because of Southwell’s failure to 
pay him for the roses. Southwell is 
reported to owe sizable sums to 
various advertising media, print- 
ing firms, ete., throughout the 
country.” 


w The bureau said Mr. Southwell 
had a “flare of exaggeration and 
flamboyancy” and that his pen | 


$ ” 3 | 

bv Pala ee | oO Designed especially for whole-family viewing is 2) News-picture-caption advertisements do get atten- 
aseusneies and exemearetions and | Du F ont’s award-winning Cavalcade of America (Tuesdays, tion! Run three on a page every week for Con Edison, 
to clean up his advertising, the ABC-TV), Now in its second year on TV—after almost stoppers like this are scoring up to two and a half times 
bureau stated that he was not act- | 20 years on radio—this half-hour show tells the story of more readership than any other institutional or national 
ing in good faith. America, with dramatizations of lives and events that have advertising in New York papers. The above ad even inspired 

“Repeated remonstrances to Mr. | contributed most to this country’s greatness. Above scene an Ogden Nash poem in a recent New Yorker, Series tells 
Southwell were always met with | is from the Cavaleade play “Riders of the Pony Express.” readers that electricity is their biggest household bargain. 


promises of cooperation, most of. 
which were never forthcoming,” 
the bulletin reported. 

The Better Business Bureau, in 
checking the claims of Mr. South-. 
well’s advertising, purchased and | 
planted the roses. It found that the 
following claims were exagger- 
ated: 


i the fi ethnard in henry tat 
-4 {pails your boa 


a 


# 1. “Blue” rose. The blooms of the 
plant purchased by the bureau 
were “whitish pink flowers, some- 
thing like the bloom of a blackber- | 
ry bush.” 

2. Size of bloom. The advertis- | 
ing copy used such terms as “dou- | 
ble blossoms,” “four-inch roses,” | 
etc. The bureau’s rose was de- 
scribed as “clusters of small flow- 
ers, typical of the regular rambler 
bushes that grow on fences and 
hedges around St. Louis in the 
spring.” 

3. “Statements that this living 
rose fence ‘thrives in the winter’ 


and ‘blooms 365 days out of each © Close attention to local advertising has often been Q Likely the biggest advertisement ever run by an 
year’ are highly misleading, if not neglected. To help our clients’ dealers and distributors outboard-motor manufacturer, this four-page, four-color 
outright untruthful,” the bureau’s plan their advertising and spend advertising dollars wisely, section heralds happy news for boating fans: “Scott- 
report charges. “It loses most of BBDO co-operative advertising men keep in almost con- Atwater bails your boat!”’ Bail-a-matic, exclusive new devel- 
its leaves in the fall, like any other stant touch with them. Based in 10 BBDO offices coast to opment featured on the 5-, 72-, 10- and 16-hp. models for 
bush, and the only signs of life coast, these full-time co-operative advisors are now cover- 1954, will be intensively promoted in both magazines and 
during the winter are the remain- ing and serving every major market in the entire nation. newspapers. Scott-Atwater is a BBDO Minneapolis client. 2 


ing red berries.” 
4. “Eight foot fence.” The bu- 


reau’s rose, several years after BATTEN, BARTON, DURSTINE & OSBORN, INC. Advertising 
planting, had only grown three | 


| NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND * PITTSBURGH * MINNEAPOLIS * SAN FRANCISCO © HOLLYWOOD * LOS ANGELES + DETROIT 


feet at the most and the report | 
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ABP Projection Forecasts Rising 
Revenues for Business Publications 


Visual Report Features 
Associated Business 
Publications Meeting 


Cuicaco, Feb. 3—There are no 
gathering clouds on the horizon as 
far as America’s business publica- 
tions are concerned. In fact, the 
forecast for the future calls for 
plenty of sunshine—in the form of 
ad revenue and circulation—for 
the benefit of a growing business 


press. 

This glimpse of things-to-come 
is contained in a visual presenta- 
tion, titled “Tomorrow is a Big 
'Market,”’ shown here for the first 
time yesterday at the annual mid- 
west conference of Associated 
Business Publications. The presen- 
‘tation, prepared by ABP, will be 
shown Feb. 24 at the group’s New 
| York conference, and then will be 
‘made available to individual pub- 
lishers. 

The study, which foretells the 
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National income, which has ris- 1935, with an additional 900,000 | lishing Co., was moderator. 


en 400% since 1935, is expected to 
exceed a 650% increase in 1975, 
compared with 1935 figures. 

On the consumer goods side, de- 
partment store sales have increased 
290% between 1935 and 1953. 
Looking forward, in 1975 sales 
should be 450% above the 1935 
base. 

Of course, the labor force has 
grown with the increasing popula- 
tion. It has jumped 26% since 1935 
and is expected to hit 93,000,000 
workers in 1975. 


se Especially vital to business pa- 
per circulation departments is the 
fact that the number of managerial 
workers has jumped from 3,900,000 


enrollment expected in 1975. 

Advertising revenue in all media 
is expected to reach $8.5 billion 
dollars in 1960, with a total of $10 
billion plus by 1975. 

The accepted figure on business 
‘paper expenditures in 1953 was 
$390,000,000. The report shows 
possible expenditures of $435,000,- 
000 in 1960, $463,000,000 in 1965, 
‘and more than $500,000,000 in 1975. 


® During a press conference, J. K. 
Lasser, partner of J. K. Lasser & 
‘Co., New York, and one of the 
‘country’s foremost certified pub- 
lic accountants, supported optimis- 
‘tic predictions for business publi- 
cations and business in general. 
Mr. Lasser, who took part in a 


‘future to 1975, uses population as 
‘a barometer. It points out that in 
1935 there were 127,000,000 Amer- 
icans, compared with more than 
160,000,000 today. The Census Bu- 
reau, according to the report, esti- 
mates that the nation’s population 
will reach 220,000,000 in 1975. 


BUSINESS FOUNDING DATE 
DIRECTORY 


Now On Press 
Over 9,000 US. firms founded 
between 1687 and 1915, inclusive. 
In two sections, alphabetical and 
chronological. Of permanent 
value to those cultivating the 
anniversary market. Compiled 
by Etna M. Kelley. Reserve a 
copy now at special pre-publi- 
cation price, $8.50. er March 
10th, $10.00. 
( Morgan & Morgan 
High Point Road, Scarsdale, N. Y. 


ws Turning to the gross national 
product, the report points out the 
rise since 1935 has been from $72 
billion in 1935 to $368 billion in 
1953—more than a 400% increase. 
By 1960, the report says, the figure 
could be $400 billion, and by 1975, 
$500 billion—a jump of more than 
‘600%, compared with 1935. 


in 1935 to 6,400,000 last year. An- | 
other 1,000,000 workers will bej|panel discussion during the con- 
added by 1965 and nearly 9,000,-| ference, said the administration’s 
000 by 1975, according to the study. |new tax program would give busi- 
The projected 1975 figure is 128% ness “a shot in the arm.” He said 


over 1935. 

Business papers, it is pointed out 
in the survey, live on a literate 
public. On the elementary school 
level, enrollment is up 10% over 
1935, but statistics show that in 
1975 enrollment will be up 9,000,- 
000 or 50% above 1935. High school 
enrollment has jumped 2,000,000 
since 1935, but 3,000,000 more stu- 
dents are expected to be added to 
the figure by 1975. 

The big gain is in colleges where 
enrollments have doubled since 


Git Sell 


SCRANTON...WILKES-BARRE 


... PENNSYLVANIAS 34 MARKET 


(ZAZA The Scranton 


REGARDLESS OF WHAT 
YOUVE SEEN OR HEARD- 


SCRANTON:*WILKES-BARRE IS 
PENNSYLVANIA'S THIRD! 


have increased by 


$330,348,086. 


649637 437824 255740 219388 


SCRANTON- ALLENTOWN READING ens 


WILKES-BARRE BETHLEHEM PA. 
HAZLETON —- EASTON 
POPULATION PA. 


Times 


Since 1950, Scranton has acquired 850 com- 
pleted and occupied housing units in three 
new projects; 4,000 additional school enroll- 
ments to a total of 47,000 diocesan parochial 
and city public school students. 

During this same period bank deposits 


$15,742,607 to total 


$182,201,928; bank clearings have in- 
creased by $34,389,413 to total 


Empcoyment is UP in tHE SCRANTON MaRKer 


STANDARO METROPOLITAN 
orsTaicrs 
U.S CENSUS ...1950 


Since the enactment of the 


Scranton Industrial Develop- 
ment Program in 1946, nine | 


new industries, or expanding 


an 


plants, have created 9,000 
new jobs to a total of 46,000 


employed in the City of 
Scranton. 


it was the duty of business publi- 
‘cations to inform their readers of 
ithe benefits of the new tax pro- 
gram which should be completed 
in June. The revamped tax code 
will include 700 pages of new tax 
law. Mr. Lasser said one of the 
most important provisions of the 
proposed tax law provides for total 
deductions of all market and tech- 
nical research costs, and advertis- 
ing and promotion costs. He added 
that such provisions have never 
before been specifically included 
in the tax code. 

He said business publications 
will especially benefit from a pro- 
posal providing for a cut in taxes 
levied on profits made abroad. 


s Keen Johnson, v.p. and director 
of public relations for Reynolds 
'Metals Co., Louisville, and a for- 
‘mer governor of Kentucky, said 
‘during an address that “1954 will 
‘be a great year for those who are 
{willing to take a chance.” 

“IT predict the change in 1954 


said. 

Taking part in a panel discus- 
sion on “How Can We Do It Bet- 
ter?” were Mr. Lasser, B. A. Bruns, 
circulation director of Billboard 


divisional editorial director 
Haire Publishing Co.; J. S. Crane, 
'v.p. and secretary of Simmons- 
Boardman Publishing Corp., and 
S. H. Rourke, treasurer and exec. 
v.p. of Oil & Gas Journal. Thomas 
B. Haire, president of Haire Pub- 


Publishing Co.; Walter Browder, 
of | 


-# Among the more’ important 
points made at the panel session 
were: 


-e@ Mi: Crane: Editors and the bus- 
_iness departments must cooperate 
if the business paper is to operate 


efficiently. 


'e Mr. Rourke: Readership of a 
‘publication is the most important 
selling point for the ad salesmen. 


'e Mr. Haire: Circulations are 
growing, and rates will go up. 


e Mr. Lasser: Rates are still far 
too low and must be raised. 


e Mr. Bruns: Raising circulation 
rates does not harm publications. 


e Mr. Rourke: No publication will 
price itself out of the market. 


e Mr. Browder: Increasing rates is 
a sound method of improving a 
publication. 

S. R. Bernstein, editor of Ap- 
VERTISING AGE, listed 10 fundamen- 
tals which should govern the re- 
lationship of the editorial and ad- 
vertising departments: 


= 1. Editorial independence is the 
greatest single aid to the advertis- 
ing department. 

2. The’ editorial department 
should be run so advertisers and 
readers know that a story was 
printed only because of its merit 
as news. But editors should not re- 
ject an idea just because it comes 
from the advertising department. 
| 3. The ad department should be 
kept informed of the news. 

4. The ad department should be 
informed of publishing plans. 

5. The ad department should be 
kept informed about unusual 
stories that make good promotions. 

6. The ad department should be 
| Kept informed of trends in indus- 
try and industry’s needs. 


will be only a milder boom,” he. 


= 7. Editors should keep in touch 
with the ad staff. 

8. Editors should not be afraid 
of making good will calls on ad- 
vertisers and prospects. 

9. Editors should not be afraid 
of suggesting advertising to a log- 
‘ical prospect, but should leave 
rates and other sales details to a 
| salesman. 
10. Editors 


should remember 
| that they are the publication’s best 
| public relations man. 
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on't need a crystal ball to 


know you will get the best printing 
results when your plates are made 


by Laurence. You know that 


Laurence skill and care insure their 
complete dependability. And you 
know they'll be delivered on time, 


priced right too. You can 
foresee all this because 
know that for 20 years 


Laurence has been helping 


blue-chip advertisers and 
their agencies do a better job 
by doing a better job for THEM. 
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Coffee Firms Gird for 
Price Hike Ads Battle 


(Continued from Page 1) 
taken a few gleeful swipes. 
3. Undoubtedly the most signifi- 
cant activity has come from a new 
segment of the coffee industry it- 


self—the promoters of instant cof- 
fee. In fact, if the sellers of regular 
coffee do get actively into the) 
present contest, there is good, 
reason to think their drive will in- | 
clude a long-deferred assault on) 
instant coffee, in the form of an) 
“expose” of the latter’s well-| 
known economy claims. 


® Back of the continuing pressure | 
has been a vast public excitement | 
about the idea of dollar-a-lb. cof- | 
fee—if in the term “public” you 
include restaurateurs, vendors, en- 
tertainers, gagmen and Congress. 
Certainly, restaurants in Chicago, 
New York and other large cities | 
have moved their prices upward 
from 10¢ per cup toward 15¢, and 
the machine vendors are reported- 
ly in great trouble, with yet anoth- 
er need for mechanical changes to 
bring in more coinage per cup. 
Congress, too—along with Presi- 
dent Eisenhower, inveterate cof- 
fee drinker—seemed to be in great 
trouble. As a result there are now 
at least three government investi- 
gations under way, and Wednesday 
the Senate agriculture committee 
approved legislation to establish 
federal control over coffee trading. 


s Around the country, the picture 
of promotional activities was like 
this: 

Generally, the regular coffee 
roasters have been staying quiet, 
individually and as a group. Gen- 
eral Foods’ Maxwell House has so 
far confined its effort to sending 
out a form letter explaining the 
coffee rise, and to be used at the 
discretion of regional and territor- 
ial offices. 

Hardly a single important coffee 
roaster can be said to have taken 
the hustings in defense of (or ex- 
planation of) the new coffee costs. 
Most are making no new ad bud- 
get or copy shifts, either. 


® As reported by Grant Advertis- 
ing, for instance, Folger’s is plan- 
ning no promotions either on regu- 
lar or instant, and the same ap- 
pears true of its West Coast (Ray- 
mond R. Morgan Co.) operations. 

In Chicago, the story is similar, 
with only a slight “topical” over- 
line to be found in the radio spots, 
and not even that in the newspaper 
ads. AA did learn of one good rea- 
son for the profound silence, from 
a leading coffee firm head. 

He pointed out that the best pos- 
sible pitch is to the low cost of 
home-brewed coffee (2-3¢ a cup). 

However, about half of the Chi- 
cago roasters’ business, he said, is 
with hotels and restaurants. And 
they are not likely to appreciate 
a play on the contrast between 2¢ 
and their own 10-15¢ charges. 


e Generally, the roasters are con- 
tenting themselves with saying a 
little louder what they’ve been 
saying before. Higher-cost brands 
like Folger’s and, in Chicago, 
Stewart’s and Manor House, are 
emphasizing the savings to be got- 
ten out of their blends, on a takes- 
less-coffee-per-cup theme. 

At the other end of the cost- 
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COFFEE RUSH—Noting that coffee prices 
are above a dollar a pound wholesale, 
this Jewel Food Stores page ad made a 
“while they last’ bid on 98¢ coffee which 


Chicago Tribune was a 1¢-sale ad on Sal- 
ada tea-bags headlined “Discover how de- 
licious tea can be!’ 


15¢ a pound.” 

The chain said it is operating 
from day to day on the coffee 
question and has no special coffee- 
slanted promotion planned, except 
to hold the line—Bokar, 91¢, Red 
Circle, 90¢, and Eight O’Clock, 89¢. 

Comparable prices and day-to- 
day activities are reported by Kro- 
ger’s and Safeway. 

Safeway did go as far as a dis- 
play insertion in Northern Cali- 
fornia papers yesterday headed 
“We too hate high coffee prices” 
and decrying the effect of high 


Midwest, Jewel Food Stores has 
taken a similar tack (see cut). 


paper advertising showed that a 
surprising number of stores are 


ads—especially the local chains. 
An example is a three-page in- 


tional Food Stores which con- 


coffee. A top National sales of- 
ficial explained his firm’s approach 
by pointing out that “We’re not 
rabble-rousers.” 


eration within the coffee field is 
for instant coffee, which has been 
having a field day. 


s Borden Food Products Co. is 
pushing its instant coffee with ads 
in 50-60 newspapers plus its 15- 
minute segment of Kate Smith’s 
NBC-TV show and 37 spots on 
that network’s “T-Men in Action.” 


“we purchased at 95¢.” Facing it in the. 


Last Minute News Flashes 
Schofield Leaves Katz for Lennen & Newell 


New York, Feb. 5—Perry Schofield has resigned as exec. v.p. of 
Joseph Katz Co. to join Lennen & Newell as a v.p. Mr. Schofield was 
with L&N once before. 


| Buchanan Co. Adds Rest of Tide Water Account 


New York, Feb. 5—Tide Water Associated Oil Co. (Tydol gas, Veedol 


'|oil) is moving from Lennen & Newell to Buchanan Co. Previously, 
;| Buchanan had only the western end of Tide Water’s business. 


/ Foote Names Waldie; Other Late News 


e Foote Bros. Gear & Machine Corp., Chicago, has named Waldie & 
| Briggs to handle its advertising. The account formerly was handled by 
| Buchen Co. 


| 


_@ Principals in the Hazel Bishop suit against Raymond Spector Co. 


_-and others (AA, Feb. 1) have been asked to appear before Judge 


| Samuel Gold next Tuesday (Feb. 9) in the New York County supreme 

court. Plaintiff attorneys have indicated that they will require two to 
| three weeks for the case, and the defense has said it will probably re- 
| quire an equal amount of time. 


| @ Dramatized tv commercials with a medical setting will be banned 
from the air in New York if a bill pending before the state legislature 
| becomes law. The measure makes unlawful the presentation of “any 
| television program depicting a physician or nurse endorsing any prod- 
uct or giving a report on any product unless that person actually is a 
licensed physician or nurse.” The industry-endorsed broadcasters’ 
code requires that such commercials be clearly identified as “drama- 
tized.” 


e Cockfield, Brown & Co., Toronto, has been appointed to direct Cana- 
dian advertising for Rexall Drug Co. Ltd. 


e J. W. Mortell Co., Kankakee, Ill., manufacturer of industrial coatings 
and Mortite weather stripping, has appointed Ross Roy Inc., Chicago, 
| to handle its advertising, according to John G. Fogarty, v.p. in charge 
| of the Chicago Ross Roy office. Mortell previously advertised direct. 


e Joseph A. Campbell, formerly with Campbell-Mithun, has joined 
the Chicago sales staff of Popular Science Monthly. 


| 
| 


| has suddenly shown up with dis-; by Coffee Co. and head of the 


prices on retail stores—and in the | 


sertion in Chicago papers by Na-| 


In general, the only big ad op-. 


play newspaper copy for its in- 
stant version, featuring “Big 10¢ 
Saving” or even “Bigger 20¢ Sav- 


brand in the Washington, Balti- 


also emphasizing its instant in 
newspaper and radio copy. 

Ads now in use by Wilkins say, 
“Much as we hate to see people 
cut down on regular ground coffee, 
we are among the first to admit” 
that instant coffee saves money. 


|@ Though other major both-kinds 
coffee firms admit to no drastic re- 


account emphasized to AA that 
‘there is really no economy differ- 
coffee, both of which cost the 
home-brewer 2-3¢ per cup. 

He predicted a major battle over 
this as soon as the ground coffee 


one in which the both-kinds man- 
ufacturers will be forced to join 
even if it involves an intra-com- 
pany sales battle. 

Nub of the dispute will probably 
be the actual savings to be gained 
from instant coffee. The instant 
people calculate their 25¢ savings 
by figuring 32 cups to a two-oz. 
| Jar of instant coffee. The ground 
coffee group, however, says the 
real yield is more like 23 cups. 

One factor making for promo- 
tional sluggishness on the part of 
the coffee makers is their convic- 


The tv copy, emphasizing the tion that the price rise is due to 
savings in buying instant coffee, factors beyond their control, and 
started running the week of Jan. 18. located mainly in Brazil. A case in 
Nestle Co.—like Borden’s, an- point is the National Coffee Assn. 
other instant-only firm—last week | 
featured ads in newspapers and | ® The NCA is now working fever- 
in its part of the Jackie Gleason ishly on an initial print order of 
show pointing out (again, like 50,000 pamphlets which will ex- 
Borden’s) that its instant, Nescafe, plain to women’s clubs, teachers 
saves you 25¢ or more. |and women’s page editors “what’s 
Nestle is almost giving away its) happening to coffee.” Main points 


copy spectrum are food chains 
which, where possible, are hitting 


coffee in the New York area, with of the brochure, which will also 
a coupon offer of one regular two-_| be available to distributors, are the 


ounce jar, “worth more than 55¢,” 


hard on their waning inventories for only 2¢ to cover handling. 
of older coffee at under-a-dollar | 


coffee shortage in Brazil itself and 
the big European demand, aug- 


‘Chicago Coffee Assn., made a sim- 
ilar argument. He added that the 


Chicago group is considering plans 
ing.” Wilkins, a leading both-kinds | 
/meet the problem that “the house- 
more and Richmond markets, is 


for an advertising campaign to 


wife doesn’t really know what a 
|cup of coffee costs here.” 

‘‘ With coffee sales already down 
_as much as 50% in areas like New 
!York, the other food beverages 
‘have naturally enough started 
‘moving in. So far, however, the 
pend beverage to really exploit the 
situation is tea, which has been 
“having a field day, with tea sales 


w Aside from the national chains, Shuffling of ad policies, this seems reported up 10-20% in widely 
the most impressive thing about definitely in the cards if the cof- | scattered parts of the country. 

retail coffee advertising is the lack fee trouble lasts much longer. One| _ 
of it. A check of food-store news-|2d executive on a Chicago coffee cil, New York, summed up the 


Anthony Hyde of the Tea Coun- 


situation quite happily, saying 
“When the smoke has cleared, cof- 


simply omitting coffee from their ence between regular and instant fee sales will probably be the same 


as before, while tea sales will have 
gone up.” 

The council is now putting to- 
gether a new campaign which will 


tained not a single reference to People can marshal their forces— use up around $1,000,000—$200,- 
| 000 more than last year, Mr. Hyde 


told AA. 

| To judge by the newspaper lin- 
age, the tea companies will in- 
|crease that figure considerably. 
Besides getting feature billing in 
the store ads, they are now hitting 
hard with their own ads. Salada 
has already seized the occasion to 
run a big 1¢ introductory offer. 

Backing all this up, according 
to Mr. Hyde, is an effective sev- 
/eral-years-old campaign by the 
/Tea Council to educate housewives 
on how to make good tea. 

“Last year tea sales were up 
around 7% over 1952,” he com- 
mented. “And in 1952 they were 
6% over 1951.” 


# Meanwhile, a lot of the competi- 
tors of coffee are wondering when 
it will be their turn. In New York, 
tea packers are already worrying 
about just how long they can offer 
their product at current prices. 
Tea, which is selling at a two- 
year high in London and Calcutta 
markets, may go up, although 
'packers hate the thought of in- 


prices. 

Throughout its system, A&P re- 
ports selling coffee at its Jan. 4 
levels, despite wholesale increases. 
An A&P general food spread in 
big-city mewspapers yesterday 
gave its coffees top position, under 
the theme, “Now saves you up to 


|g To date, the firms which make 
both instant and ground coffee 
have been suffering a kind of 
‘Schizoid paralysis, but advertising 
of the Nestle-Borden’s kind is 
shaking them out of it. 

Chase & Sanborn, which has laid 
no new plan for its ground coffee, 


mented since the German coffee | terrupting their current prosperity 


tax was halved recently. 


| by such a move. 


House Postal 
Group Reports 
Rate Hike Bill 


(Continued from Page 1) 


to have been largely along party 
lines. 


s Before approving the bill, the 
committee completely rewrote the 
sections adjusting rates for periodi- 
cals and for direct mail advertising 
matter. Under the committee ver- 
sion, the increase for periodicals 
would amount to 30%, but it would 
be introduced in three annual in- 
stalments of 10%, beginning April 
1, 1955. 

While the rate on individually 
mailed third class would be in- 
creased, the bulk rate on circulars 
and other material remains at 1%¢, 
instead of the 2¢ requested by 
Postmaster General Arthur Sum- 
merfield. The pound rate on bulk 
third class, applying largely to 
heavier items, would be advanced 
from the present 14¢ a pound to 
16¢. 

"the committee also voted to es- 
tablish a special third class rate 
for unaddressed bulk mailings on 
city routes. This material, current- 
ly mailed at 14%4¢ a piece, would be 
subject to a 2¢ piece rate. 


Giveaway Hassle 
Enters Last Round 
Before High Court 


WASHINGTON, Feb. 4—The long 
quarrel over rules of the Federal 
Communications Commission out- 
lawing radio and tv giveaway pro- 
grams went into its final stretch 
today as the Supreme Court heard 
network and commission lawyers 
debate the legal meaning of the 
word “consideration.” 

In promulgating the rules _in 
1950, FCC said programs that in- 
duce people to listen in the hope 
of having an opportunity to win a 
prize violate the lottery law. To 
make its argument stick, the com- 
mission has to convince the courts 
that the time a person devotes to 
listening to a giveaway represents 
something of value which he gives 
to the broadcaster in return for a 
chance to win a prize. 


a Last year, however, a three- 
judge court in New York said list- 
ening is not “consideration” in the 
legal sense. The court said FCC 
can issue rules under the lottery 
law, but to apply only to programs 
where the contestants contribute 
“money or something of value.” 

FCC’s rules do not apply to give- 
aways involving the studio audi- 
ence or to telephone giveaways 
where the contestant is not re- 
quired to listen in order to have an 
opportunity to win. - 

The court’s final decision 1s ex- 
pected to be issued this spring. 


E. HAROLD CLUETT 

Troy, N.Y., Feb. 5—E. Harold 
Cluett, 79, former chairman of 
Cluett, Peabody & Co., shirt manu- 
facturer, and a member of the 
House of Representatives from 
1937 to 1943, died yesterday after 
a long illness. 

Son of one of the founders of 
Cluett, Peabody, Mr. Cluett was 
graduated from Williams College 
in 1896, studied at Oxford for the 
next two years and returned home 
to enter his father’s business. He 
became successively treasurer, v.p., 


The leaflet will wrap up its ar-| Among the cocoa and hot choco-| director and chairman of the com- 
/gument by telling the housewife late sellers there was also plenty pany and retired to run for Con- 
that even if coffee goes to $1.20 a'to worry about pricewise—the | gress in 1937. After retiring from 
pound the price of a cup of the|cocoa bean has shown an even Congress in 1943 he devoted most 
brew will be only 3¢. more spectacular cost rise than the of his time to civic and philan- 

In Chicago, Donald R. Stewart, | coffee bean. It has climbed in price | thropic interests, and was active in 
general manager of Stewart & Ash-| per Ib. from 35¢ to 55¢ in a year. Republican politics. 


i ee bo Bae Cg Nee oat C8 é shige EFS hy Be peta Sh 2ky S aeeN $ PLP O09 bs ag ne! ea, ae ae iad he ae ee OF Pe ee ‘yy Been care ee ee ae FAA eA etek as Cia. Bee a iw  § ms) on. Tate? np ide Wee re 
nate hag Ba ss. 3 ; ut ER ae ee IK A d ; gies as dar aa Vb At PoP ts eee 2 é ep se a ee Aa f Sapa ey Fat @ ome oe f Dan rice * Mees Reid Soe Pir st Se ro ey wihe. ct . Wat) ta ee os a ae Pit 
ingot Se: 3 ep omer Zeek! RO ep ecg RAE gee ae rover eiithe s MS BURL Sip a hoerraaes Rib 38 Sah iy 5 aa they Os a Cee taht LTS Be ae SB tes ae ra a4 Gee ae aa eat eS ae Se ne Seamer oe Mera ior. aa 
Peak tape eae ee 4 ite : 3 ae : tie ee es Vale ee ge meri ime oe or ae %; ae be pas Soe apa wee Dae ay yikes ee Re ee aie AS (cme SS oO lel ih athe mn he 5 $ ve Uae Pa BAe ee eames Sh Ge ae Fy 2 aan seme eT inn Ge PPIs G 
<a I fe. oer teehee ON a a pin | IRM REAR iat Macey laa gate SS ea ES eet ie EDS need ea aera EP Sze Ea oS Papel ae os ehst. Royo d as (3 SERRE ER He vat EA L fete) Ean eat | RNS hp Spe ee oe 3 
BRE apd ee Sh Amat Pdi ee ee A tes Singh SK ESL 4 Gh SS 2 ee secae alee auras Supe Rae Sage eet. ene! a es ae et ee Me eg Rg er oe hs ak 
ANG Hae Bee 8 gk an ree RR Ta el ge ae $0 ibe eT aie eee Mnenech: La RE RE: = Rep” Rate ieee Se I eater renee alte Shee os Boe See sir 
See pd hag “ ob ON Ne ee At es aa SET a eM ee Pa oe ye Pere 2S < wee ie ie ara oe Pe See po, 5. TR oe sy 2 Seem seinen mer es © . (iam Cooke Lec as js ee ee ie ae deat: aaa PA Pails 
Sree atti ae : = Mate 2 ie Be ae aeee Lt nor EP aie : Se a ges eae “ ie epi rites ake leet ‘ 4 se =. eos any oes ae oF onan 
mes : Pe bye. See ie ; St Ai be a " al 7. : : es sie P = a ze ae . . ‘a a Bi erst 7 = ¥ 2 cal : eee <: é i : i ayes 1 alae nf 
‘ ; Re ee Y > My 7 a ; * . @ aa _ 
oe cies 
Tas MRS ne 
= Pe 
@ a 79 ee 
ie 
i 
{ vr 
_ of e 
: So ae Lag 
es 
| ee ae 
os | ie 
: " ae te 
i rhe 
| BPR PEE BPP eErFESTR Ee sae 
% ~ | fale. te 
j = r | ne cle es 
. Dee 
| wants you to hme. |F™. | oe 
hout Coffee Prices!,co~ a _ 
: ies ed 
el: . { : F 7 iy 
a pen ie ne hn tn eg ; PS : 
RS rtag ot pee fey | 
Ye SoS eee Sire becemes tees 
t tom pended ns Sieoepegney we 
PO a ae eam \ 
| a | ST 
Mice ont aly opie ap a pA peat , 
BS TO . : 
: a 
| ~ ‘ i 
ou? i | : 
ee — cary 
re c aad 
a 8 ene 
235 Oud grt it hey es Sui whe es, 
ae we - toon the ie : 5 ae 
ipa saps 00 dr stew sno 00 Nib mes cane tesa Sextipne i eo eae 
ape re seme 100 seater ssn rc ts 
Re ROYAL JEWEL c —- : a) 
ty 1s . =~ seis 
oa SS ¥ YOurnar » Tete Gate 
i ee . = \ae | Bias 
sis BLUERROOK #8 i | oe 
NA. 
as . Coffee = Mary Dunbar 2 ar eee 
Bose ities mamma” COFFEE & Stop oo) ee 
Sa tReet hoa peste, ed 1 ie eres 
e ROTAL JEWEL et ee 
aac a i ee <> ae 
wy * heat tho mata Par Ba Dace 
oem ow Bn ee 
aa = y ~ eee 
ee ) JassIIIIA Tait J. aw rere 
{ aa oe .. 
f oS 2. Bh 
’ Per 
: . ee Se 
a ae 
: : | ee 
| % ee — 
i | | 8 
pe | 
oe e | 
ne eee 
= ‘i ee a ee 
ae: a 
es ee 
- chain a 
‘ So eeu ees 
er | ees Ore 
ete Sit er 
cae paar ae 
ae 
mat oleae: miley 
* re af 
oo ee 
» 3 ne 2 2 
. ee ra on 
ae Pelee 
i a Vetyge es 
ae Picea 
ag Roce 
oe adie, Bey 
Se eet acs ier 9 
Sake Lose 
| we yhy Acer rele 
x oo ener EY. te 
seg Oy ea A 
ae fe a ea 
ao Vie Tee caipieree 
, ok eae 
a. Bk sae 
Ric: pd esas 
es | ‘ i 
' a 
mea pee 
Beret: Re eal 
ae ec 
ae 42 : 
= 
ey ae 
5 = 
| ne - ; 
ay vs Sen 
és ’ re Sis 
: i 
; 7 . : + ; 
Bs x. : 
' ee s We 
a eas 
; : 
| 
= 
TO  —O——“‘iriS 
a 
e “ 
one ie AP 2 
' set : th 
eee Cots r ‘ t $ 1 ae 
Me ths : Pe . ; Biya Rept 3 Pye uocar 


~ 


(AS PRODUCTS 
(i alk ARE MADE BY 
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METROPOLITAN OAKLAND’S 
GREAT NEWSPAPER 


Only The Tribune, with the Greatest 
Home Delivered Circutation in North- 
ern California, gives complete coverage 
of the Metropolitan Oakland Area. 


—_ 


‘Oakland 2G 


AUDOCHATED FREES. WHREP BOTS .. e188 wease eaiTee rh 


- CRESMER & WOODWARD, INC. — 


_ National Representatives Including Sunday Magazine Secti : 


Another Reason Why 
WPTF is 
North Carolina's 
Number One 
Salesman 


Front Man... Clyde (Pineapple) Mitchell 


Here’s the man who puts WPTF-advertise’ products OUT 
FRONT in the retail stores in the prosperous \\aleigh-Durham 
area. He’s Clyde (Pineapple) Mitchell, contact man in the 
WPTF Merchandising Plan. He’s a college man with prior 
merchandising experience with General Foods and Philip Mor- 
ris. If you sell grocery or drug products, let Pineapple help get 
d your brand OUT FRONT in North Carolina. | or details on the 


WPTFE Plan (or how Pineapple got his nickname), contact Free 


and Peters or WPTF. 
50,000 WATTS 680 KC 


—_ 


North Carolina's Number I Sclesman 


NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


FREE & PETER 


R. H. MASON, General Manager, GUS YOUNGSTEADT, Sales Manager 


NATIONAL 
REPRESENTATIVE 


NEW... ORIES SYS?" TYPE OF 
WASHABLE SArELy? 


ai Niagara Fails 


TOP RATERS—Top selling ads in 1953, as rated by Bruce Brewer 
are (upper left) the Borg-Warner ad, which ran in Life, May 
11, rating 109; (upper right) the top ranker with 198, the ad 
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Bruce Brewer Uses Formula to Rate 
17 Top Sales-Effective Ads of 1953 


(Continued from Page 3) 
chinery ad, for example, showed a 
sales-effectiveness rating of 198 
(see Minneapolis-Moline cut). The 
highest scoring tobacco ad, how- 
ever, showed a rating of only 40 
(for Kent cigarets). 

“In fact,” said Mr. Whitney, “our 
|’53 study would indicate that peo- 
ple smoke cigarets and drink hard 
liquor in spite of the advertising 
for these products rather than be- 
cause of it.” 


# Here are the highest scoring ad- 
vertisements, by categories, with 
their sales-effect ratings: 


AUTOMOTIVE CARS & TRUCKS 


ye Ford 
_ aPererey . Saturday Evening Post, 
April 4 


Sales Effect Rating. .71 


BOOKS & MAGAZINES 
ROE o cassicvesd Heritage Club 
Magazine ......... -Life, May 11 
Sales Effect Rating. .76 


CLOTHING, WOMEN 
Advertiser ..........Sacony suits 
eee .. Life, April 13 
| Sales Effect Rating. .115 


CLOTHING, ACCESSORIES 
Advertiser ........ . Le Coultre watches 
Magazine ....... .. Life, Dec. 30 
Sales Effect Rating. .60 


FARM MACHINERY 
ee Minneapolis-Moline 
BOE ccccccccad Capper’s Farmer, 


Febru- 
ary 
Sales Effect Rating. .198 


FABRICS 
Advertiser ..........Celanese acetate 
Magazine ..........Life, May 11 
Sales Effect Rating. .86 


FOOD 
Advertiser ......... Adolph’s Tenderizer 
Magazine .......+..Life, May 11 


Sales Effect Rating. .93 


| HOUSEHOLD EQUIPMENT 
Advertiser .........Cannon sheets 
Magazine .......+..Life, Aug. 3 
Sales Effect Rating. .90 


HOUSEHOLD SUPPLIES 
Advertiser ........-- Rinso 
Magazine .........-Life, May 11 
Sales Effect Rating. .78 


pares 
all 


“r 


Minncaroris.mMor 


INE winneane: 


for Minneapolis-Moline in Capper’s Farmer in February; (lower 
left) Electric Light & Power Cos. scored 102 with its ad in the 
May 30 SEP, and Sacony in the April 13 Life, rating 115. 


INSURANCE 
Advertiser ..........New York Life Insurance 
Magazine ....... .. Life, Aug. 3 
Sales Effect Rating. .99 
| LIQUOR 
2... reer ee Licensed Beverage Insti- 
tute 
TE: xéasesacad Life, Oct. 19 


Sales Effect Rating. .49 
MACHINERY, METALS, INDUSTRIALS 


Advertiser ..........Borg-Warner Corp. 
Magazine .......... Life, May 11 
Sales Effect Rating. .109 

TOBACCO 
‘EEE Kent cigarets 
Magazine .......... Life, Aug. 3 


Sales Effect Rating. .40 


TOILET GOODS, WOMEN 
Ec ovccaecced Lanolin Plus 
SET OC Life, Nov. 30 
Saies Effect Rating. .75 


TOILET GOODS, GENERAL 


Advertiser ..........Pepsodent 
Magazine .......... Life, Aug. 3 
Sales Effect Rating. .77 
TRAVEL 
‘ee MOTTE Statler Hotels 
Magezine ......... Saturday Evening Post, 
June 20 
Sales Effect Rating. .99 
MISCELLANEOUS 


Advertiser ..........Electric Light & Power 
Cos. 
stuessacews Saturday Evening Post, 
May 30 
Sales Effect Rating. .102 


# Competition for high  sales- 
effect rating scores was keenest 
in the following groups: Women’s 
clothing, farm machinery, food, 
household equipment, insurance, 
fabrics and travel. 

In addition to tobacco and liquor, 
poor ratings were scored in men’s 
clothing, gasoline, tires and acces- 
sories, pharmaceutical, radio-tv 
and men’s toilet goods. No ratings 
were announced for these categor- 
ies. 

Ever since Bruce B. Brewer, 
senior partner of the agency, first 
devised his formula for rating the 
sales effectiveness of advertise- 
ments in 1936, the agency has used 
these ratings for internal educa- 
tion. Their purpose has been to 
keep creative personnel aware of 
those advertisements capable of 
doing a real job of selling an ad- 
vertiser’s goods or services. The 
ratings also served to keep them 
aware of those ads which are al- 
most certain failures on the basis 
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of selling effectiveness. 
Although several Brewer ads 
rated well in the ’53 study, none. 


were considered for the presenta-|f 


tion, Mr. Whitney said. 


® In explaining his rating system, | 
Mr. Brewer compared it to a sales- | 
man making calls. | 

“If two salesmen were of nearly 
equal ability,” he said, “‘and one so 
managed his time that he delivered 
twice as many actual selling hours | 
daily, we would be inclined to 
rate him twice as valuable as the) 
other. This leads us to a possible 
sales effect law: The sales effect 
of an advertisement is related to 
the total minutes of readers’ time 
secured for one dollar. 

“Merely counting words of) 
copy,” said Mr. Brewer, “will not 
provide an accurate base for de- 
termining ‘reading time.’ We have | 


found that action-packed illustra- | 
tion and fact-packed copy will ex-. 


tend the reading time when com- 


copy which can be skimmed in a 
hurry. For that reason, minutes 
and seconds of reading time pro- 
vide the only sound basis on which 
to measure. 


a “By multiplying actual reading 
time and readers-per-dollar, we 
secure the minutes-per-dollar for 
readers only. Test on ‘noters’ time 
are hard to get for individual ad- 
vertisements, so we have arbi- 
trarily taken five seconds as a 
fairly accurate average. A noter 
can do a lot of noting in five sec- 


The Association 
of Publishers 
Representatives... 


was established in 1950 to promote the 
interchange of ideas and to improve 
the qualities of service to publishers. 


The prime objectives of the associa- 
tion are to create a better understand- 
ing among publishers and representa- 
tives, raise the level of the profession 
and to increase the selling efficiency. 


CODE OF ETHICS 


To further the standing and position of 
all publishers representatives, each member 
of the association of publishers representa- 
tives pledges himself: 


1. To consider first the interests of the 
publishers which he represents. 


2. To subscribe to and work for truth and 
honesty in all his activities. 


3. To encourage all constructive efforts to 
improve the standards and quality of 
advertising. 


- To avoid all unfair competition. 


MEMBERSHIP OPEN 
HEADQUARTERS 
Williams Club 
24 East 39th Street 
New York 17, N. Y. 


Esso Sells Mistol, 
Nujol to Plough Inc. 


New York, Feb. 4—Esso Stand- 
ard Oil Co. has sold Nujol, a me- 
dicinal mineral oil, and Mistol, a 


i medicated’ nose drop, to Plough 


Inc., Memphis drug manufacturer. 
The sale, announced today, in- 
cludes transfer of world-wide 
trademarks and good will, all in- 


j,ventories of finished goods and 


GLORIA E. MUENCH has been appointed 
advertising and sales promotion manager 
of Daystrom Furniture, Olean, N. Y. She 
has held similar positions for the past 11 
years with Hewitt-Robins and Durez Plastics. 


onds. 
“We multiply this five seconds 
by the noters-per-dollar less the 


/readers-per-dollar to get the min- 
pared with ‘thin’ narrative-style | 


utes-per-dollar on noters. This in- 
side subtraction is necessary be- 
cause the readers are automatical- 
ly included with the noters and 
we cannot use them twice. Our re- 
sult is a total of the minutes spent 
on the advertisement by the read- 
ers and by the noters, so we end 
/up with the minutes-per-dollar. 

“This formula was actually 
forced upon us back in 1936 by the 
necessity to explain why some of 
our own advertisements showed 
far greater sales than did others. 
The answer seemed inescapable 
that the sales-producing ads were 
the thought-provoking ones. From 
this conclusion, and with the aid 
of extensive readership data, we 
were led logically into the creation 
of a formula which we believe is 
the base for a sales-effect rating 
for advertisements. 

“The study of many advertise- 
ments has been of great aid in 
/preparing copy which, because 
_thought-provoking and time-con- 
/suming, will cause the reader to 
|think highly of the product ad- 
| vertised and, we hope, to buy it, 
|at the lowest advertising cost to 
| the maker of the goods.” 


Carolina Paper Boosts Two 

S. L. Childs, formerly retail ad- 
_vertising manager of the Herald- 
|Journal, Spartanburg, S.C., has 
been promoted to advertising di- 
rector. Braxton Dodson, who came 
to the Herald-Journal last October 
from the retail advertising staff of 
the Washington Post, will succeed 
Mr. Childs. 


‘Dairy World’ Changes Name 
Dairy World will become Dairy 


‘supplies, and all equipment used 
in their manufacture. 

Nujol has been marketed by Esso 
since 1915. Mistol was introduced 
\by the company in 1924. Both 
products have been marketed and 
| advertised throughout the U.S. and 
‘in over 50 foreign countries. 

Plough Inc. manufactures about 
15 major products including St. 
Joseph family medicines, Pen- 
o-rub, Argotane, Mexsana_ skin 
cream, Major’s cement, Kremola 
complexion soap and Revelation 
tooth powders. 


w Plough has been using four ad- 
vertising agencies: Lake-Spiro- 
Shurman, Memphis; Kastor, Far- 
rell, Chesley & Clifford, New York; 
O’Neil, Larson & McMahon, Chi- 
cago, and, for export advertising, 
Export Advertising Agency, Chi- 
cago. 

Commenting on the company’s 
purchase of Nujol and Mistol prop- 
erties, Abe Plough, president, said 
that several of the company’s 
products are marketed in many 
countries where both Nujol and 
Mistol enjoy substantial sales. He 
added that it is planned to launch 
a new advertising program for 
both products both here and 
abroad within the near future. 

No personnel changes at Esso 
will result from the sale of the 
two products, AA was told, since 
they were handled by the over-all 
marketing division of the company. 


Bell & Howell in Canada 


Bell & Howell Co. has estab- 
lished a wholly-owned Canadian 
| subsidiary, Bell & Howell, Canada, 
| under the direction of O. T. Bright, 
formerly general service manager, 
who becomes general manager. 
Production is expected to start in 
April in Toronto on assembly of 
motion picture and slide projection 
equipment. Future plans include 
-manufacture of a complete line of 
‘motion picture equipment, stereo 
‘equipment, slide projectors and 
i recorders. 


| Henderson to Gray & Rogers 
| 


David E. Henderson, formerly 
| producer-director in the television 


Plant Production effective with its department of Al Paul Lefton Co., 
March issue, as the trade publica- | Philadelphia, has joined the radio 
tion enlarges to king-size format, | and television department of Gray 
featuring larger type face. '& Rogers, Philadelphia. 
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|\Carter Promotes Wilkins | KBIF Appoints Story 


Carter Carburetor Corp., St.. Jack Story has joined KBIF, 
‘Louis, has promoted J. Benton Fresno, Cal., as an account execu- 
| Wilkins to assistant ad manager. tive. He was previously with 
_Mr. Wilkins has served since 1946 KYNO, Fresno. 
in the after market sales and serv-. 
ice division. 


JUST ASK FOR MARIE: 

im Call, WAbash 2-8655 and ask for 
Ironmasters Picks deGarmo Marie Maize on your, next salts 

° or 
MC OMECE i ot Quick pick-up and de- 
producer of prefabricated furni-| very. fant vasa accurate werk. peeens 
‘ture components, has appointed) Biggie svasiits rsonnel, charges 
deGarmo Inc., New York, to han- | always in line. THE LETTER SHOP, 
dle its advertising, merchandising | 


Inc., 431 S. Dearborn St., Chicago 5. 
; ; (Now in our 23rd successful year.) 
and promotion effective March 1. 


demands the utmost skill and 
constant application of a wide vari- 
ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


washington 
PHOTO ENGRAVING 


COMPANY 


118 S. Clinton Street 
Chicago 6, Illinois 
FRanklin 2-6343 


“% 


PUBLISHED BY CAPPER PUBLICATIONS LARGEST AGRICULTURAL PRESS IN THE WORLD 
Hack eines Wow Neck. Gurnee Yas et fags Se a ri 


get et eh Re ae ket OR TN Fea aa Te. eevee Rete a We, an ee tae sd i Re ae ae ek re eae (4 Mes ae Se rath wae Mae ee Ae Aree Rae tami dat’ “he ane e T cnet, ak ee Pee tk Soh ae Bere via la x hy el SaaS OC “Wid Si bd ee ; Pa RS ek LN ee es 
Beet aS he come ye RES te en ae : a a” ‘ge Pe RS A eA eer nak . By ss ake ooh, Malt RUE SEP eae ti 3 SR ae eee a! Beene ied eS Tere Meee Sie ik hash wie Ae oe eal et Beare ett os, eA Ge as BS ee Ee GT wie Tes baa 
7 Cae he Nes : A . ao bg va tad ? poe es Stent aes he. . ee ante ent, “eh B hae Sei MO a ee nes Fe PART eR cee ake a Wea ee ATs a By che ta eS Rea, aed Fae aig ste ve ieee, SHORE} RE ., ts iets od te ork 
Kate SEER i job PCA Lp SDs Sa tye MR hs ciifgens CNR ok EER SE art aR i eee Ke inion. Cait Ws ction tad noe Rae ee Or ceeuat a Ciera de Beas xe | Eames”) eee Ce See dees on see Pere on. 
US aot ana Coitas ge Pome rebar sae Boe soi talaga ie SRI ay gS CER 5 SMe bus grid emai ete. Ge CREE GE oc Gn NAMM Sa Sua? Cah, eee ce A a aa a) hg TAR leg Up eke eee 
el Ea mee) Sate ek ea Sea Sal fe hye) ees ce ‘ WN hs TAL Rigias ve oes 8 Me Vii memati tera 2 Sug asias .- RRNA eaaehes | ew emanan i ete cat Ni ee” 11 ati Megay Sahai PT RARC Sore age Bra remem te Se RL Sk ES ne bp Lee te Cheam aT ae Naa > 7 oe vs ea ch Ag OS Wie me te a 
Raikes Rare: pe OF ta ak f Si co Naar Been. ee r x © eeaMies reine oh eR Eat oS a eee eee ST Ba RETR T, sGORIT oF RAG sole Nabe yak pt © Be ptt bce ie > woes ae aed nies TEN Vine SARE ACT: Het ae Fi apa Me goatee tere? « eae eae Sad Set go eee +5 AA iG Gel barrie Bre LE Ty ene rete Pepe 
alg ee, : Me t a Pe ~ ; pute pre el 3 5 mee: | r ‘2 ie “A } ‘ 2 af ai he ’ a ieeS a a pul fa ? pear ete Pas Bor ek ea ie RSS = ve cee” a rp pac Ps yee a : oe bs or 
== eee ‘ ’ : “ ; heey ears, 
of eet 
f pai: oe ae 
es a tha h 
as ; 
BS t ; 
es 
a = 
i ; SR a SS OS aa 3 ‘ La Se 
a Re ee ~~ Pee ee tat a SN 
Soe SES ig eih ati) pl Bess aes 
d are re ne Since | Laas use Bin 5: be 3 Seeks 
te ee See 
ee cas recess nt SR OESS. <. 
| ae Beas” , sty to , 
* ai Yate = bs ies see 
' pee 3 Se pa 
ai  — an ae 
—, mM  - ¢ <n 
oe i ee oa 
: * ¥ . Rae ea 
S55 oe OS ae 3 $ 
. Eee = 
pet 3 # ei . Sd 
sis Peo. . . — - a BRN 
PO Se Re: a 3 
if y er cet a s oe anes cad 
: ie em Fs j Be te Beene | 
AD ek Br aa a ae oi a ed es Sa 
oo te | PT 
ee ad} oe. Ee 
eo a rc aa : 
Be See * “a , 
: es a a 
7 ~ ea 
ak 
* > wt 
| Ree ares SR Eee ‘ HES CS : 
‘i Rak ea ‘ SANS ae 5 \ Be UNS 
. were x ae ‘ SRE \ OSA 
ff BE ee ie get ote Ba SS SESS \Z 2 Se ee 
; s ie RS ROR ER SER ROS vv, 4 < ae 
| § ae ¥ RE Baie Sc eS Oo RRS . : Rk F 
' o Ba ay ee SE — SO a 
; ee ‘ ee = x ey s P @ ~~ & a tag 
2 . RSS p Ss aera 
ae cee: ‘ . ES . \ Br Rene yt 
aoe . , oc Lae es Sa ese 
N ied en 2a ‘ : Sor Ss ’ \s NM ee ~ Leo ae 
ee See eeky NY gs ye , SRacae Pi 
aia Re ‘ : Se , ater. Aa oS 
ec ; Ke : ‘ ss se oo ‘ ae 
ee 2 ae : me ee ait ee ‘ OER 
bee ake : Re wes ‘ ais et 
Zo me . aS SS. Te Rae oe Pee 3 ‘ 
ee oe SS Jae tg Pee re ro. laa 
ea, ee we 3 Se 2 laa LS ee = eel 
4 Ae Sa Sy ‘ ee cS eee eres 3 rae 
¢ : SR RS : a Sas [an 
4 Bet a . Ss A es eek polos 
; 3 Bee oa Pp 3 4 ee ae 
= ale ee ee 38 sy Be * Ew “ eS : eRe . ‘ z ation 
“togaze ek . ace ¥ . gS SS = wa “ ee 
om MY bs rae Oe ’ — 
ei Se : Pec are As SS ES Sill rN 
q ‘ E ae 2S ae 4 BN : : SN = . ae ies 
: co 8 % % : < +S < S aN ee Se 3 ‘ ee 
: oe Be, Wa ee oe ms eS > Sey ee a Se q y ace 
H — SS ss % BRS ae : fe A Saas eS “ 3 « She Nee 
4 : i Se. es. Rae tes Pes Se RS 8 SSS J S iat 4 ce. 
‘ BS ee i § a aes SSS bee F RS Serato) 
- g Ea a ise : ae ye SS y * ae Bly 
; yO en ee SS : AS whe Ske a 3 oA 
/ zi a = Sk Pe ti Rae Rte a & ss tage’ 
4 p* Agh aS se : Reo AEE ‘ SS = : 3 og es 
— ft oe ’ esti 
Pie | ay ee Sas x ame : 
a : : 7 P 
: : Bee : 4 d 
; oe ea > es oS is P 
H | ers | mo © Sees ~~ a Bos onal sis : 5 
ee | Sree 2 + RE er. 5 
ae | . : eo 4 sa ae RG alae * cool 
Fe $ cae St Gea hes ‘i Regen es ee 
\J Seis. | « EMS Sat SS Sea See : See aS 
eS ly Shy 4 See; . =e 
BS se Lae es ‘ : 
LY zs & ‘ eae 5 be E 
is A ee ‘ z é spopenies 
! : | y . ea a ee Rea ei sire oe 
nel ’ +e oe s } tatty 
: ‘ SD \ “See ae s $ F SCR ae 
e ‘ Soe ae 3 ake % Pages athe add 
. sas Bes * e es i 5 ; ye ees heey 
} i ¥ | ‘ ; 
MP < oe , - ie 
| a Wee \ 4 Se aie 
aa | 3 ; Pees Se e ear 
; aad | " ge Be Gh ake Cases sy Chee 
i \ “Sey eo hee foe ad 
ze ee ie Veep! 
._ aoe = S -— Be = ea es 
e Sa Bier count SSE % EY ah a ep aN 
‘ a oo “ef eee 
= Pay oe eee 
ae = a ~ oo ae 
- ae a ae ; ee ee 
hat pee ‘ Aba: Sais 
Ss BE RA <& tole Pn 
it : - ae ys . 
i | 4 by ie Paes CES 
BY a = > a 
wie 3 ee .% 3 re s: =i 
é* ag Se as 
/\ ee ar ; 
E J Reeser ee " 
ewes See ies a eae 
Oe mae ES Pecan cia % i 
a 4 - Moe pie a 
Ss i mee 8 BS IRIS Sa a Bae 
. ee ee 1 Bess 
= Beko. * a : rit 4. 
ee Bess aoe io ae 
ies She: ; oe os ‘a, gamma 
= Cars 3 < ee 
: “s pt : Hey ty eae fee 
Sia , % ee a oe eo aes 
ae |  .) ey eee ig one 
cae be ae ee pohage Ee | 
i sie < ie PR ai ess 
ne | So, ee mene enes nia 
ae | ee os oe : 
: — oe 4 
= se an sf 
4 z sige te - : cs , i Sees: 
‘a Da OER iy age RS a Ba co 3 
fort | | § ii a a. Py Beak Ue a Rca om eee : 
oa | gs aaa 
LLL LLL LLL LLL LLL LL LL CC LL CC LC CLL, : * 
: = a 
r i : Stam 
; a if Fa Alege AE ‘ ¢ - ia c rs 3 2 is ins Pete Aches : Eee : eee Lede PO Sinn ot F - 2 
. Y A Bee ieee MAE Cee Bete fc. oko meet Reece eo a Se ae ey SED ee Te ee bi cg jae ED . eae ike para ier es as ai = a Ree an 
| f ie c ime zs ip andbathishee eo < | : ; ie . SN iain. ISM 8 nee : ae ona ewe a eM hoe ee ae ee ae eae 
1 . am es = ee Paar y Pe : vaee oy f 
es ees a { ee ee Pr ees. : Caen 
| te i be ; ee 5 rer ae f ee te he ae f ae oy rR oe = 
P : : ey Re 2 CARGO iPM 1 gh Se help Rat ai 5 Se a 
ave : C # sie ‘for ere tie, i eta. Set ee EE 
f ae my ar * P20 BEES Cea peta ea Rena tc) = ee See ee ae 
“ a; sai ° tke id EA ny 3S Cs Sie Se Teer er eee i ae : 
. os ae ; . Fy : Ro sc eis earl agree age ne og Rh Men 
3 Ne a oe te rel oN pita pa Ae Ws (oy SPS a On eae a rae nee Sane 
, = AM i hy a ; eee i a Danae ian “ 3 Ce mes Ba Le Nee ee ie X cs mor ge i oS pe arte meer . B ne - . gaat f vl te 7 i 
V 5 tr ! ae 
t * Teg , : 
S ; ‘ _ ‘ 7 : 
= . ‘ 23 . ‘ 
ad ‘ ¥ 
‘9 
t re 
" eB : 
q . : : ; “ seins — a . 
= hee ' pe ee Pic 4 ~~ a ; t- 3 “4 7" y : : 
Oo ee - : : : i ae. =. # ee E 3 ; i 
4 ? Ze 4 it og & § eh de 
: 3 Pye eae 2 ‘ ¢ i é 4g ; g 
of eo ge yi ‘ be 
: : Ze » 2 Z ' 4 t , He : 
of ‘ @ we i% a si r ; : 
a pe, gee 1 ae - Ie 43 
; : uM S Ce.. | ' He z heeice 
e F A, . 4 g 4 ‘ : rf ae 
te iy, y% 
n Se. Rage Pe > ‘ i ori 
’ 4 *% 3 ¥ 
te a . | 
; , _ : V4 oe 
; im . a aches ci 
is : oe ante one ae Hadi thsi ot ni lle, i ie & - | re: 
Ass aes 
i, aie tS : , ah J i i s. Fs : wee: i ite S Land y : : , i ; oe ’ j ; ;f ‘ 
Saw.) 2 a - a a> x _— . 3 ri ! Poe Swe . wl “ LA Ea * Bs ‘g Oy Wks es he ae ae ° Rie de ele fei J Ska aes , Ww, he Fo A le ee ee ie eg # 


Five words our writers always 
keep in mind are these! 


cisely sygupaaialte  aagmaaaimaaiae 


Get to the Selling point! 


Young & Rubicam, Ine. 


ADVERTS ince «NEWYORK cucace peihorr 
GAM FRANCISCO LOS AMGELES HOLLY woop 
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